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Eli Lilly Sues 
Schwegmann for 
Fair Trade Test 


New ORLEANS, Oct. 2—At last 
John Schwegmann Jr. has got 
what he asked for—a suit against 
him for cutting prices. 

Eli Lilly & Co., Indianapolis, has 
filed suit in federal district court 
here against Schwegmann Broth- 
ers Giant Super Market asking an 
injunction to restrain Schwegmann 
from selling drugs at prices lower 
than called for in fair trade con- 
tracts. 

Harry A. Kimbriel, marketing 
v.p. of Lilly, said that those who 
sell medicine at less than the fair 
trade price destroy the confidence 
in a manufacturer's label. 


® The suit charges violation of the 
McGuire Fair Trade Act, passed 
after the Supreme Court ruled that 
a former fair trade law did not re- 
quire non-signers to abide by 
prices charged by signers of fair 
trade contracts. In that ruling it 
upheld Mr. Schwegmann. Since the 
new law was passed, making all 
retailers subject to fair trade 
prices, he has gone right on cutting 
prices and challenging manufac- 
turers to a court test. 

Today Mr. Schegmann said he 
has continued to sell more than 
2,000 price-fixed items “at prices 
approximately 30% lower than 
manufacturers dictated.” 

Judge J. Skelly Wright has set 
Oct. 15 for a hearing. 


STUDEBAKER CENTENNIAL—Launching a 


One hundred years of Studebaker milestowes 
dil in Americas fornard march 


Studebakers 
JOOth Anniversary 


Sos 
eo 


‘ 


three-month institutional drive to celebrate 


its centennial, Studebaker Corp., South Bend, Ind., is running this full-color ad in 
The Saturday Evening Post, Oct. 11. Its agency, Roche, Williams & Cleary, Chicago, 
has scheduled subsequent ads in nine national magazines. 


52 Ad Outlays Running 10% Higher, 
ANA Survey of 151 Companies Finds 


Sales Not Expected 
to Keep Pace with 
Expenditures for Ads 


New York, Sept. 30—Advertis- 
ing expenditures will probably be 
about 10% higher this year than 
in 1951; those of 1953 will probably 
be about 14% greater than those 
of 1951. And advertising expendi- 
tures will rise faster, proportion- 
ately, than sales. 

These are the highlights of the 
Assn. of National Advertisers’ an- 
nuaj survey, reported to the ANA 
fall convention by Lowell McElroy, 


Arno Johnson Tells Life Insurance Admen 
They Just Don’t Do Enough Advertising 


MontreaL, Oct. 2—Americans 
have the money to carry more 
than double the amount of life 
insurance they now have, which 
means there is “a pressing need” 
for more advertising help for the 
agent, according to Arno H. John- 
son, v.p. and director of research 
for J. Walter Thompson Co., New 
York. 

He told the annual meeting here 
of the Life Insurance Advertisers 
Assn. that 28,600,000 families to- 
day are “excellent” prospects for 
insurance, having incomes over 
$3,000. 

“Yet,” he said, “only 15 com- 
panies of the 684 life insurance 
companies in the U. S. invested 
as much as $100,000 in traceable 
advertising in major media in 
1951. And only four companies 
invested over $500,000.” 


e Mr. Johnson said that; in ad- 
dition to helping agents “open the 
door” with more advertising, the 
life companies should launch “an 
intensified educational effort on 
an industry-wide basis to create 
a favorable attitude toward insur- 
ance and a greater understanding 
of insurance. 
“Expansion in the 
insurance now to a level more 
nearly approaching the prewar 
relationship to family income after 
taxes,” he continued, “would in 


sales of 


itself be a powerful influence in 
checking the danger of inflation. 


Few industries have such an op- 
portunity for expansion combined 
with real public service.” 


ain Mr. Johnson’s view , 65% 
more life insurance than existed 
in 1951 would represent the pres- 
ent opportunity for expansion to 
equal the 1941 level of protec- 
tion by family income groups. 


media factors worthy 
(Continued on Page 69) 
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Chicago Admen Use 
Legs and Ingenuity 


in Elevator Strike 


Cuicaco, Oct. 2—There’s the old 
story about the three partners who 
walked way up to their office 
during an elevator strike, spend- 
ing the time telling sad stories. The 
saddest was told just 
reached the top floor when one 
partner said, “Fellas, I got you 
beat. I forgot the key.” 

Well, it happened here this 
week when a strike of elevator 
operators disrupted service in 123 
of the largest loop office buildings. 

C. Wendel Muench & Co. has its 
offices on the 22nd floor of 75 E. 
Wacker Dr., and yesterday morn- 
ing four of the agency’s staffers 
met the strike of Loop elevator 
men bravely by climbing to the 

(Continued on Page 8) 


as they! 


ANA v.p. (See tabulations on Page 
72). 

Based on 151 returns, ANA 
members feel that both advertis- 


Other stories on ANA meeting are 
on Pages 2, 3, 72 and 93. 


ing expenditures and sales volume 
will increase this year and next, 
but that advertising will increase 
faster than sales. Sales are expect- 
ed to be up 5% in 1952 compared 
to 1951, and another 5% in 1953 
| compared with 1951. 


® Mr. McElroy pointed out that 
|the average percentage expendi- 
ture of advertising to sales is ex- 
pected to increase. Where the me- 
|dian percentage expenditure in 
1951 was 2.25%, it will be 2.55% 
in 1952. 
Where the respondents ventured 
| a guess about 1953—and in several 
| (Continued on Page 72) 


R&R Loses Rinso, Spry 


to FC&B and Hewitt 


NBC Finally 
Tells Details of 
Radio Rate Hike 


New York, Oct. 3-—Backed by 
100% approval from 178 affiliates, 
National Broadcasting Co. this 
week mailed the details of its 
new network radio discount struc- 
ture to agencies. 

These revisions, which add up 
to about a 25% cut in evening time 


American Broadcasting Co. re- 
vealed details of its rate increase 
Friday. See story on Page 97. 


costs and a 4% increase in Mon- 
day through Friday morning time 
costs, were announced a couple 
of weeks ago. However, amend- 
ments to the rate card were not 
mailed to time buyers until one 
day before the effective date of 
Oct. 1. NBC delayed this step un- 
til it had unanimous support from 
its stations. 
(Continued on Page 4) 


New York, Oct. 2—Last March, 
Ruthrauff & Ryan lost the Dodge 
automobile account, worth about 
$9,000,000 in annual billings, to 
Grant Advertising. In May, it re- 
couped the loss by snatching the 
$9,000,000 Motorola account away 
from 22 other competing agencies. 
This week the agency was clipped 
again—to the tune of some $6,000,- 
000 in billings: Lever Bros. an- 
nounced that Hewitt, Ogilvy, Ben- 
son & Mather will become the 
agency for Rinso, and Foote, Cone 
& Belding the agency for Spry, ef- 
fective Jan. 2. 

As with Dodge, which was with 
R&R for 18 years, the two new 
product losses write finis to one of 
the longest agency-account rela- 
tionships in the business. Rinso 
reaches its 27th and final birthday 
at R&R this December. Spry was 
introduced by the agency in 1932, 
following by two years the mar- 
keting of Covo, a Lever bulk veg- 
etable shortening, by the agency. 


s There was no official comment to 
be had on the Lever switch other 
than a terse two-sentence release 
on the new agencies. Speculation as 
to why it happened runs the gamut 
from personality conflicts to the 
(Continued on Page 96) 


New York and Chicago Agencies Operate on 
Opposing Ad Principles, Burnett V.P. Says 


MINNEAPOLIS, Oct. 1—New York 
and Chicago are the centers of two 
radically opposed schools of adver- 
tising thought, according to Wil- 
liam D. Tyler, v.p. and creative 
director of Leo Burnett Co., Chi- 
cago. 

This situation is one of the most 
significant developments in adver- 


Last Minute News Flashes 
Electrolux Starts First Advertising Campaign 


New York, Oct. 3—Electrolux Corp., a non-advertiser throughout its 
sor : | 27-year history, today started a national campaign for a new cleaner, 
Mr. Johnson said that there were) with a color spread in Life. The Saturday Evening Post is also 


of | on the schedule as is “a wide spot radio” drive. Initial ads are teasers 


| Batten, Barton, Durstine & Osborn is the agency. 


'Mennen Introduces Foam Shave Bomb 


Newark, Oct. 3—Mennen Co. will launch 


its new Foam Shave 


| Bomb with 600-line ads, and some 225-line insertions, the week of Oct. 
| 13, in about 175 newspapers. Introductory campaign for Mennen Foam 
| Shave will run a minimum of two to three months, with weekly in- 
sertions scheduled. Cecil & Presbrey, agency for the*79¢ product (Ken- 


| 
progresses. 


yon & Eckhardt handles Mennen’s regular shave cream), plans spot 
|radio and TV in major markets and mass magazines as the campaign 


Eagle Knitting Schedules ‘Life’, ‘SEP’ 


MILWAUKEE, Oct. 3—Eagle Knitting Mills will take a page in Life 


and six fractional pages in that magazine and in The Saturday Evening 
Post to push its knitted headwear. Insertions will appear between now 
and Dec. 1. Joseph Katz Co., New York, is the agency. 


Williams Begins Test of Push-Button Cream 

New York, Oct. 3—Getting in on the trend to sell shaving cream in 
push-button cans, J. B. Williams Co. begins a test operation next week 
for Williams Instant Lather, in Binghamton, N. Y., Erie, Pa., Portland, 
Me., and York, Pa. Newspaper ads and radio will be used for the 79¢ 
product. J. Walter Thompson Co. is the agency. This is the latest major 


addition to the field, with Carter Products 


(Rise), Boyle-Midway 


(Aero-Shave), Colgate-Palmolive-Peet and Mennen (see above) al- 


ready selling or testing. 


(Additional News Flashes on Page 97) 


tising—“significant because both 
schools of advertising thought are 
highly successful,” Mr. Tyler told 
a Minneapolis Advertising Club 
meeting. 

“Boiled down and oversimpli- 
fied,” Mr. Tyler declared, “Michi- 
gan Ave. believes in telling people 
what you want them to believe 
about vour product. Madison Ave. 
believes in telling people what they 
are willing to believe about a prod- 
uct. 

“One school tries to force ac- 
ceptance; the other trades on ac- 
ceptance. Both camps probably 
would gain by the incorporation of 
the other’s concept,” Mr. Tyler 
said. 


|\@ Mr. Tyler has served in both 


“camps.” He formerly was copy 
chief of Dancer-Fitzgerald-Sample 
and Doherty, Clifford & Shenfield. 
He started in the agency business 
with Young & Rubicam, after be- 
ing product advertising manager 
at Borden Co. 

The radical difference in adver- 
tising approach between New York 
and Chicago agencies, Mr. Tyler 
believes, arises partly from the 
clients and partly from the type 
of advertising talent that naturally 
settles in the two cities. 


@ Mr. Tyler described the eastern 
manufacturer as a “status quo” 
maintainer—an appointed officer, 
a committee or someone who has 
inherited the business. “It is not 
his job to set the world on fire, 
but to hold the business together 
and continue to show a fair profit. 

“He is, as a consequence, less 

(Continued on Page 76) 
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Parker Jests 
and Jousts at 
Sheaffer Copy 


JANESVILLE, Wis., Oct. 1—Duel- 
ing with pens instead of swords is 
the modern version of the manly 
art if an article in the September 
issue of “Parkergrams,” dealer 
publication of the Parker Pen Co., 
is an indication of current trends 
in the pen sales promotion field 

Choosing W. A. Sheaffer Pen 
Co., Ft. Madison, Ia., as its adver- 
sary, the Parker article is titled: 
“Is it Absolutely Necessary to Love 
Thy Neighbor's Advertising?” The 
Parker position is stated in the fol- 
lowing pointed paragraph 

“An old fashioned attitude has 
been that advertising ethics in 
polite circles—not cigarets or soap 
—precluded the drawing of odious 
comparisons with competitive 
products. It was refreshing to find 
that Sheaffer wasn’t going to be 
stnaitjacketed with this archaic 
Marquis of Pensbury rule.” 


® The Parker ire was aroused by a 
recent series of Sheaffer ads with 
reading, “Compare 


a a headline 
a “Waa Sheaffer's TM with any other pen 


2 the world.” 

“Well, what are we supposed to 
fompare?” asks the writer of the 
Parker piece. “Ink capacity? We 
Mid that long ago, and it shows up 
Mhat a ‘51’ drinks about twice as 
Much ink as a TM. Even a ‘51’ 
Memi-size holds more ink than a 


Referring to the air-seal humidor 
ap which, according to the Sheaf- 
er ad, gives a “positive sea] not 

_— in less efficient, slip-on type 


aps,’ the Parker writer polemizes 
further 


Se “Being as Parker is the No. 1 
Bom capper in the pen industry, 


e can take this remark rather 
Personally. We feel that Sheaffer 
Bas a good way of putting a cap on 
& pen, and wé also have a good 
Way. To us it seems a simple de- 
@ision on the part of the customer 
Whether he'd rather screw it on 
@r slip it on. Either way is no great 
Strain on the muscles or the ner- 
Yous system.” 

* To date, there has been no an- 
swer from either Sheaffer or its 
seconds. 


‘Deac’ Aylesworth, 
Ist NBC President, 
Dies at Age of 66 


New York, Oct. 1—Merlin H. 
Aylesworth, 66, the first president 
of National Broadcasting Co., died 
yesterday. He had been a patient 
at St. Luke’s Hospital since April. 

Mr. Aylesworth had also been 
the head of RKO Radio Pictures 
and publisher of the New York 
World-Telegram. He helped in the 
development of Radio City and 
had an important part in the man- 
agement of Radio City’s two the- 
aters, the Music Hall and the 
Center Theater (formerly the 
RKO-Roxy). 

He was credited with having a 
role in bringing such attractions 
to NBC as “Amos ‘'n’ Andy,” the 
late Major Bowes’ amateur hour, 
the Walter Damrosch “Musical Ap- 
preciation Hour” and the first 
Metropolitan Opera broadcasts. 

Mr. Aylesworth resigned as pres- 
ident of NBC in 1936 but stayed 
vn as vice-chairman of the board 
for eight months. In 1937, he joined 
the general business management 
of Scripps-Howard, working in the 
national advertising field. He was 
named publisher of the World- 
Telegram in March, 1938. He left 
Scripps-Howard in 1940 and from 
1941 to 1945 was executive con- 
sultant in the office of the co-or- 

(Continued on Page 98) 


GET ON THE BANDWAGON Last year, Commonwealth Edison Co. of Chicago in- 
formed Chicagoans that more than 4,000,000 people were sleeping under electric 


blankets (top) 


This year, a new poster asserts that 500,000 more are doing so 


(bottom) and newspaper ads will support the theme. J. R. Pershall Co. is the agency. 


ABP Report Shows Business Papers Got 
$74,061,817 trom 489 Advertisers in ‘51 


New York, Oct. 3—A whopping 
$74,061,817 was spent last year in 
business papers by 489 advertisers. 

This figure is contained in a 
study just completed by the As- 
sociated Business Publications, re- 
porting detailed information on 
users of business paper space for 
the first time. ABP plans to con- 
tinue the studies on an annual 
basis. 

The association pointed out that 
the information contained in its 
report is valuable because (1) it 
provides an exchange of informa- 
tion helpful to the advertiser who 
wants to chart his position in the 
field, (2) it aids in formulating and 
in selling management on adver- 
tising budgets, and (3) it allows a 
comparison of investments in all 
major fields. 


8 ABP said the study was made as 
a result of the response it received 
on a questionnaire sent to 2,300 
parent companies and divisions. 

The bulk of the data is based on 
figures supplied by business paper 
advertisers themselves. In cases 
where figures were not available, 
and where the companies in ques- 
tion are known to be large users of 
busimess paper space, estimates of 
their expenditures were 
These estimates are indicated by 
asterisks in the following figures 
taken from the ABP report 

The complete report is available 
at $1 a copy from Associated Busi- 
ness Publications, 205 E. 42nd St., 
New York 17. 
Rank Company 

ric C 


1 General Elect " 
2 Westinghouse Electric Corp. 


used. | 


Rank Company 
General Motors Corp 
Allis-Chaimers Mfg. Co 
Bendix Aviation Corp 
U. S. Steel Corp. . ,000. 
Aluminum Co. of America 791,500. 

750,000. 

750,000. 

900 


Remington Rand Inc. 
Union Carbide & Carbon Corp 
Owens-Illinois Glass Co. 
Trent Tube Co. ' 
American Cyanamid Co. 
Worthington Corp. .. 
Bethlehem Stee! Co. 
F. Goodrich Co. 
Allied Chemical & Dye Corp 
Timken Roller Bearing Co 
Johns-Manville Corp. 
Texas Co . ° 
Pittsburgh Plate Glass Co. 
Link-Belt Co 
Dow Chemical Co eee 
International Harvester Co. 
Celanese Corp. of America . 
Curtis Publishing Co. 
Rockwell Mfg. Co. 
Sinclair Refining Co. 
Koppers Co 
Brown Co 
Republic Steel Corp. 
Robbins & Myers 
Electric Auto-Lite Co. 
Anaconda Copper Mining Co. 
National Distillers Prod. Corp 
Goodyear Tire & Rubber Co. 
Smith, Kline & French Labs. 
American Chain & Cable Co. 
Norton Co. 
Armstrong Cork Co. 
Babcock & Wilcox Co. 
Fairbanks, Morse & Co. ‘ 
American Telephone & Tele- 
graph Co. ats 
Chrysler Corp 
Minnesota Mining & Mfg. Co. 
Blaw-Knox Co ; 
Socony-Vacuum Oi! Co. 
International Nickel Co 
Abbott Laboratories 
Monsanto Chemical Co. .. 
Crane Co. ‘ane 
Wagner Electric Corp. ... 
American Brake Shoe Co. 
Baldwin-Lima-Hamilton Cor 
Carborundum Co. re 
Fruehauf Trailer Co. 
Esso Standard Oi! Co. 
Thermoid Co. 
Tinnerman Products Inc. 000. 
U. S. Plywood Corp. .. 225,000. 
Gulf Oil Corp. ccnseese ee 
(Continued on Page 70) 


Magazine Schedule 
Heralds New White 


Sewmaster Machine 


CLEVELAND, Oct. 3—White Sew- 
ing Machine Corp. is using double- 
page magazine ads for the first 
time in nearly 25 years to herald 
the birth of a new “miracle stitch” 
machine 

The new White Sewmaster 
equipped with a speed selector, a 
stitch-length regulator and built- 
in darner. 

National magazine advertising is 
being kicked off with full-color 
spreads in the October issues of 
Ladies’ Home Journal and Wom- 
an’s Home Companion. The copy 
will plug the “wizardry of the 
three-spool Sewmaster” in com- 
bining the beauty of fine hand- 
work and the “ease and efficiency” 
of modern sewing, White officials 
said. 

“Dramatic emphasis is placed on 


is 


the fact that these effects are 
achieved without the aid of sewing 
attachments,” a White announce- 
ment said. 

‘A full-page b&w ad is also ap- 
pearing in the October Living for 
Young Homemakers, which will be 
followed by four quarter-page ads 
in successive issues of McCall’s 
Pattern Book. Each of the pages 
will show a sample of the “hand- 
stitch-type” of sewing done by the 
Sewmaster. 

The schedule includes full-page 
ads in Today's Woman and Wo- 
man’s Day in November, with 
plans for a four-color full-page 
White ad in a December issue of 
The Saturday Evening Post. 

Display and point of purchase 
advertising and an extensive co- 
operative newspaper program will 
supplement the magazine schedule. 

Batten, Barton, Durstine & Os- 
born is handling the White cam- 
paign, described as the biggest in 
any three-month period in the 
company’s history. 


of the 


Curtis Head Says 
Insurance Agents 
Need Ad Support 


MONTREAL, Oct. 2—Insurance 
agents need more of the pre-sell- 
ing support which advertising can 
furnish. 

This was the advice given by 
Robert E. MacNeal, president of 
Curtis Publishing Co., before the 
annual meeting of the Life Insur- 
ance Advertisers Assn. yesterday. 


“The client’s mental habits cer- | 


tainly affect the planning of an 
insurance program,” he pointed 
out, adding that with the current 
trend from personal selling to self- 
service the need for advertising is 
urgent. 

“Whether you have advertised 
enough is a matter on which I 
doubt my ability to be completely 
objective,” he stated. “However, 
perhaps you will forgive me if I 


point out that when automobiles | 
were harder to sell than now, about | 


77% of automobile purchases were 
initiated by the buyer compared 
with about 47% for life insurance.” 


® He also pointed out that during 
the past 50 years over 2,700 makes 
of automobiles have been sold in 
this country, with 21 survivors. 
|One of the important reasons for 
the survivors was consistent, ade- 
| quate advertising. 

Referring to a study made by 
| Curtis during the depression years, 
|he said data revealed that 77% of 
insurance policy holders queried 
| felt they had bought their life in- 
|surance and 48% said they had 
actually initiated such a purchase. 

“But did the client really initiate 
such purchases, or did those pur- 
chases have their real origin in 
the fine advertising campaigns 
which sold the basic idea of insur- 
ance, that created confidence in the 
companies that offered it?” he 
asked. 


8 Pointing out that last year there 
was $126 billion of ordinary life 
| insurance on the lives of men, and 
only $21 billion on women, Mr. 
MacNeal urged insurance adver- 
tising directly slanted to women. 
Appeal to the imagination of wo- 
men with a picture of the joys that 
can be attained “rather than 
merely by the hazards that can 
be overcome,” he declared. 

Another major market is the 
young people of America, he stated. 
Young people are better life in- 
surance prospects than ever before 
in history, he declared, and added 
that most young people today have 
more education and are better 
equipped to understand life insur- 
ance if the facts are given. 

The rural and farm market is 
another area where progress is be- 
ing made and where insurance can 
make new headway. 


s He warned that insurance com- 
panies must not allow themselves 
to be taken for granted. “You who 
are here today have produced some 
finest advertising ever 
written,” he said, “You know that 
life insurance is a business of 
people and of ideas, and that it 
is almost impossible to develop the 
one without developing the other.” 

He urged the insurance adver- 


tisers to perfect their sales and ad-| 


vertising methods as does any mass 
production industry tailored to the 
needs of the individual. 


‘Food Service News’ Hikes 
Rates; Will Change Name 


Effective Nov. 12, Food Service 
News will increase its rates. Its 
circulation guarantee has been in- 
creased from 66,000 to 70,000. Con- 
tracts received before Nov. 12 will 
be biiled at the current rate 
through the February, 1953, issue. 

The onetime rate for a page has 
been raised from $541 to $579 and 
all other rates proportionately. 
With the February issue the publi- 
cation will shorten its name to 
‘Food Service. 


Advertisers Now 
Pay $415,000,000 
a Year for TV 


McCann-Erickson’s Dean 
Predicts $750,000,000 
Expenditure by 1954 


NEw YorK, Oct. 1—Total cost to 
the national advertiser of TV time 
and programs this year is running 
,at the rate of $415,000,000—as com- 
|pared to about $295,000,000 spent 

in 1951, according to Sidney W. 
| Dean Jr., v.p. and director of mar- 
keting services for McCann-Erick- 
son. Mr. Dean, who predicted be- 
fore the Assn. of National Adver- 
tisers that there would be a tctal 


ANA Meeting 


of 26,800,000 TV homes in the 63 
original markets and 62 new mar- 
kets by December, 1954, said total 
television advertising outlays could 
approximate $750,000,000 at that 
time. 

“If, as projected for the end of 
1954,” he said, “the cost of equi- 
valent television advertising in the 
125 primary markets increases 83% 
over the current level of costs 
for 63 markets, it would therefore 
call for a step-up of total TV ad- 
vertising outlays to approximately 
$750,000,000 to secure equivalent 
market coverage. 


s “This total, of course, would sur- 
pass the all-time high of any other 
basic medium, and exceed the cur- 
rent level of magazine advertising, 
for example, by $175,000,000.” 

He advised TV station owners to 
“scrutinize the competitive trend” 
of their basic rates and said that 
“wise rate policies” could open up 
new advertising revenue sources. 

“The 100 largest national adver- 
tisers, of whom the smallest spent 
$1,900,000 in space and time in 
1951,” he pointed out “gave tele- 

(Continued on Page 99) 


Victor Tries Hard 
to Draw Attention 
to Its New TV Show 


CampeEN, N. J., Oct. 3—RCA Vic- 
tor today introduced a new tele- 
visicn show on NBC-TYV, and her- 
alded it with more advertising and 
promotion than for any of its ra- 
dio or TV shows heretofore. 

To introduce the “RCA Victor 
Show” (Fridays, 8 to 8:30 p.m.) 
starring Dennis Day, the company 
has taken space in more than a 
half-dozen consumer magazines, 
a score of trade papers, and is 
buying time on local stations 
where the show will be seen. Also, 
for the first time it is conducting 
an in-plant promotion program to 
interest its thousands of employes 
via its house organs, displays 
throughout the buildings and with 
exhibits both here and in the RCA 
Building in New York. 

NBC-TV also used 10 and 20- 
second spots on the network to an- 
nounce the show, and plans to con- 
tinue this promotion for some 
weeks. 


@ The Dennis Day show actually 
is a substitute for last season’s 
|“RCA Victor Show” during which 
| Ezio Pinza and Dennis Day alter- 
nated. That show was a musical. 
The new show, however, provides 
a comedy situation in which Den- 
nis Day is a bachelor. The scene 
will be his bachelor apartment. 

Theme of all advance and cur- 
rent promotion is “Friday Is Day 
Time.” Retail store banners and 
all ads plugging the show bear that 
headline. 

J. Walter Thompson Co., New 
York, is handling the show. 
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GETTING TRE 1S ML Te FU. GO, 


HALF SPREAD—This unique unit, designed to cover the bottom 
half of two newspaper facing pages, will be utilized by Cunard 
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3 
sii a Much of Mogen David Wine Success 
AUTUMN . 
in EUROPE! 
“eo = Attributed by Weiss to Psychiatry 
= 2} New York, Oct. 1—Advertising scientists and from them came 
on KH men attending the Assn. of Na- many ideas, but there was one in 


af 7 OM 


Steamship Co., New York, in promoting fall travel to Europe. 
Cecil & Presbrey is Cunard’s agency. 


FTC Levels Illegal Price-Fixing 
Charges Against Seagram & Schenley of Job Applicants 


WASHINGTON, Oct. 2—The Feder- | that the law in this case was firm- 
ly established in private litigation 


al Trade Commission set out today 
to break the economic power of 
two of the nation’s biggest dis- 
tilling organizations. 

In twin cases which may make 
anti-trust history, the commis- 
sion claims Seagram Distiller Corp. 
and Schenley Industries Inc. en- 


gage in illegal] conspiracies when | 


they adopt common sales policies 
for their subsidiary firms. 


@ The commission charges both 
Seagram and Schenley with a long 
list of restraints of trade, all hinge- 
ing on the ability of the commis- 
sion to convince the courts that 
a corporation cannot dictate poli- 
cies to other corporations which 


it owns and which sell in competi- | 


tion with each other. 

The legal principle involved is 
of tremendous potential impor- 
tance to business and would apply 
to all large corporations which 
have subsidiaries selling in com- 


| 


petition with each other. In the) 


manufacturing field, for example, 
it might apply to companies like 
General Motors, while in the field 
of distribution it might apply to 
chain organizations which  op- 
erate under two or more names 
in a particular market. 


s Federal Trade attorneys admit 
the government has never made 
claims of this kind during the 52 
years the Sherman Anti-Trust Act 
has been on the books. 

They say, however, that the gov- 
ernment itself has been lax, and 


two years ago. 

Seagram is accused of adopting 
common sales policies for Calvert, 
Carstairs, Gallagher & Burton, 
Frankfort Distillers and a score of 
other distillers and . distributors 
which it controls. 

Schenley is accused of domina- 
ting the policies of eight firms. 

Seagram has issued a statement 
saying it is at a loss to understand 
the complaint. 


@ “The complaint is most general 
in its terms and fails to cite a single 
specific incident,” Seagram said. 
“It seems to be based in a large 
part upon the theory it is improp- 
er for officers of a parent com- 
pany to cooperate or talk to the 
officers of its completely owned 
subsidiaries or for the subsidiaries 
to do business with each other.” 

FTC is apparently relying on 
a Supreme Court decision handed 
down in October, 1950, awarding 
an Indiana liquor distributor, Kief- 
er-Stewart Co., heavy damages 
from Seagram. 

In this case, the distributor 
charged that Seagram conspired 
with its subsidiaries to punish it 
for failing to respect “fair trade” 
prices. 

Legal reporting services con- 
cluded that the court decision in 
the Kiefer-Stewart case indicated 
that common ownership and con- 
trol does not liberate a corpora- 
tion from the impact of anti-trust 

(Continued on Page 6) 


Truman Plea to FTC Wins Promise of Price 
Study to Show Where Consumer Dollar Goes 


WasHIncTon, Oct. 1—The Fed- 
eral Trade Commission promised 
President Truman today that it 
will try to work out a “compre- 
hensive investigation” of prices, 
resulting in a breakdown of where 
the consumer's dollars go. 


in 


In a letter to President Truman, | 


FTC Chairman James Mead said 
the commission members are 
unanimously 
study. But he said the commission 
believes it would be wise to have 
a public hearing first to determine 
the nature of the information 
which should be obtained. 

Moreover, the commission will 
have to go to Congress for working 
funds. 

Reportedly, the plan for a study 
of where the consumer dollar goes 
originated with the President, on 
the basis of discussions with for- 
mer Price Stabilization Chief Ellis 
Arnall. 


@ Mr. Arnall is said to have argued 
that OPS had no reliable informa- 
tion on which to calculate the ef- 
fect of an increase in the price of 
steel. 

Subsequently, President Truman 
is said to have felt that the steel 
settlement itself was postponed for 
lack of reliable information of its 


in favor of such a| 


probable impact on the economy. 

While President Truman sug- 
gested that FTC launch a special 
investigation to get a breakdown 
of the consumer’s dollar, some 
commission members are thinking 
terms of a continuing index, 
which would follow key commodi- 
ties from farm to consumer. 

Advertising and_ sales’ costs 
would undoubtedly be a part of 
such a study, providing for the 
first time comprehensive informa- 
tion on the relationship of selling 
cost to other costs in the production 
and marketing system. 


|to think straight, 


# Some commission members visu- 
alize the proposed report as an in- | 
dex comparable with the cost of! 
living index put out by the Bu-| 
reau of Labor Statistics. 

They feel such an index would) 
be immensely valuable to business, 
as well as to other segments of the 
ecoromy. By bringing out the ele- 
ments of cost for various indus-| 
tries, at each stage of production | 
and distribution, the index would 
enable business men to compare 
the efficiency of their operations 
with competitors of similar size. 

Moreover, it would enable in- 
vestors to get a better picture of 

(Continued on Page 98) 


N.Y. Agency Head 
Urges Pre-Testing 


New York, Oct. 1—Advertising 
managers recruiting a staff man 
should test the prospect's ability 
his ability to 
solve a few typical problems and 
subject him to the multiple inter- 


| view. 


That’s the advice given the Assn. 


ANA Meeting 


of National Advertisers today by 
John M. Elliot, president of George 
Elliott Advertising. 

He told of “one of the most 
prominent advertising agencies” 
which carefully recruited 10 young 
account executive trainees, but 
failed to test them. 

“When they were subsequently 
given a mental alertness test,” he 
said, “not a single man scored in 
the top 10% of the population.” 
Two scored in the top 20%, three 
in the top 30%, two were average, 
one in the lowest 30%, one in the 
bottom 20% and one in the bottom 
10%. 

“For the lack of several hours 
total testing time,” said Mr. Elliott, 
“the cost to the agency in making 
such an error will certainly be 
several hundred thousand dollars.” 


8 In selecting a specialist like a 
copywriter, Mr, Elliott advised 
giving him two or three typical 
problems in written form to take 
home. “Plenty of duds can be 
washed out by using this simple 
device.” 

The multiple interview, he con- 
tinued, means advertising man- 
agers should have several other 
company officials size up the 
prospect. “Better to find out the 
boss has serious doubts about the 
man before you hire him, than 
when mentioned in anger a year 
later.” 

When a candidate is being con- 
sidered for a key job, he said, the 
prospective employe should be 
sent to a management consulting 
company, which will size him up 
and submit a written appraisal re- 
port. The consulting company 
“may not know too much about 
advertising, but their different ap- 
proach can add something to your 
own judgment of the man.” 


NARTB Sets AM Promotion 

The National Assn. of Radio & 
Television Broadcasters, Washing- 
ton, has furnished its FM-AM and 
FM-only members with material 


| sets. Stations cooperating in the 
| program will use spot announce- 
ments urging listeners to buy FM- 


|equipped table models as Christ- 


mas gifts. 


Olsen Heads Dairy Assn. 


Lester Olsen, president of the 
Olsen Publishing Co., Milwaukee, 
has been elected president of the 
Dairy Industries Society Interna- 
tional. The society, a worldwide 
organization devoted to the ad- 


vancement of dairy enterprise in| 


all lands, held its annual business 


‘meeting in Chicago recently. 


tional Advertisers meeting were 
advised yesterday by Edward H. 
Weiss, president of Weiss & Geller, 
Chicago, to learn everything they 
can from the social scientists. 
He said few admen have tapped 
the scientific knowledge “about 
man and why he does what he 
does” accumulated by some 30,000 
social scientists at work today. 
Mr. Weiss said his agency went 
into an intensive study of the 


social sciences a few years ago,. 
|looking for “the consumer’s real 


feelings and his real buying mo- 


| tives” (AA, Sept. 22). 
One case history he outlined 
concerned the Wine Corp. of 


America, producer of Mogen David 
wine. 


® “Mogen David is a sweet Con- 
cord grape wine with sugar added 
and only 14% alcohol by volume. 
It is different from the regular 
California and French imported 
wines. We knew we had to find an 
entirely new copy platform dif- 
ferent from the conventional ap- 
proaches that had long been used 
in wine advertising,” he said. 
“First, we consulted the social 


particular that stood out in almost 
every discussion we had. Here are 
excerpts from some of these inter- 
views that reveal this point: 


® “One psychologist said: ‘Wine 
is related to festive childhood 
memories, to early family clese- 
ness and gaiety.’ A woman psy- 


ANA Meeting 


chiatrist said: “The traditional as- 
pect of wine should be played up 
as something that knits the family 
together.” A male psychoanalyst 
added: ‘This carries all the con- 
notations of a festive holiday in 
which the making of special foods 
as well as wine by the mother is 
stressed.’ 

“We then went to consumers, us- 
ing psychological depth interviews; 
from them we learned: ‘I like 
Mogen David. It tastes so much 


like the grape wine I had at home.’ 
‘It is almost like my mother and 
‘One of my 
of 


father used to make.’ 
most precious memories is 
drinking wine with my parents.’ 
“This one idea emerged ov 
(Continued on Page 6) 


Biggest Merchandising Program Planned 
Florida Citrus Commission for Fall Crop 


Advertising Board 
of Review Formed 


in Scranton, Pa. 


Scranton, Pa., Oct. 2—The 
Scranton Advertising Board of Re- 
view was organized recently to 
promote honesty in advertising. 

The board’s new president is 
Paul V. Barrett, Scranton adver- 
tising consultant who retired as 
director of advertising for the 
International Correspondence 
Schools last July. His first meeting 


drew approximately 40 representa- | 
tives of a dozen local business or- | 
ganizations indicating a high inter-| 


est in the project. 

The board’s first project will be 
the formation of a “Truth in Ad- 
vertising Code.”’ Once this code is 
prepared and accepted by adver- 
tisers, the board will scrutinize ad- 
vertising to see that it confarms 
with the code’s stipulations. 

Advertisers who violate the code 


LAKELAND, FLA., Oct. 3—Florid 
1952-53 citrus crop, which will t 
gin rolling to market in volume 
the latter part of this month, w 
be given the most intensive m 
chandising push in history to ba 
up the Florida Citrus Commissio 
approximately $2,500,000 consur 
advertising program. 

Major trade factors in the U. 
and Canada will be given a pr 
view of the season's advertisi 
and merchandising plans at a ser’ 
of 25 luncheons to be staged 
the Citrus Commission betwe 
Oct. 27 and Dec. 11, Ralph 
Henry, ad manager, announce 
this week. 

As another preparatory mo 
for the new season, the commi 


|sion’s entire field force of 44 m 


will be asked to make corrections. | 


If they fail to do so, they will be 
invited to appear before a panel 
of the board for a review of the 
alleged violation. 


Participating in the creation of | 


the board were 


the Scranton | 


Chamber of Commerce, Commer- | 


cial Assn., 
Club, Appliance Dealers Assn., 
Automobile Dealers Assn., Lacka- 
wanna County Medical Society, 
Scranton Dental Society, Lacka- 
wanna Motor Club, Northeastern 
Pennsylvania Assn. of Manufac- 
turers Representatives, Scranton 
Clearing House Assn., Lackawanna 
County Pharmaceutical Assn. and 
the Scranton Better Business Bu- 


for honesty. 


Ward Leaves Walgreen's 

“J.E. (Jim) Ward has resigned as 
v.p. in charge of purchasing, ware- 
housing, advertising and merchan- 


|dising for Walgreen Co., Chicago 


drug chain organization. He has 
been with the company for 41 
years, and for 25 years has been a 
director. He leaves for reasons of 
health and will spend the next 
few months in Orlando, Fla. E. P. 
Leslie has been elected a v.p. to 
succeed Mr. Ward in his adminis- 
trative duties. 


Scranton Advertising | 


for a Christmas promotion of FM | T¢3™: which will check advertising | 
: ronto, Canada; 


from all over the U.S. and Cana 
will meet here next week for their 
annual training school and clinic. 
Mr. Henry and Phil Morse, 
chandising division director, have 
prepared a six-day program which 
will be centered at commission 
headquarters here, with field trips 
to various producing areas. 


® Trade luncheons held at the be- 
ginning of last season in 15 cities 
earned such enthusiastic response 
from trade factors that 10 addi- 
tional markets were added to the 
fali schedule. Two teams from the 
commission, one headed by Mr. 
Henry and another by Robert C. 
Evans, general manager, will split 
up the circuit, outlining the adver- 
tising schedule and the promotional 
program, and at the same time 
analyzing citrus market potentials 
in the various areas. 

The cities and the dates for the 
luncheons were announced as fol- 
lows: 

Oct. 27, Quebec City and To- 
Oct. 28, Montreal 
and Detroit; Oct. 29, Boston and 
Cleveland; Oct. 30, New York and 
Pittsburgh; Oct. 31, Buffalo and 
Cincinnati. 

Nov. 6, Atlanta; Nov. 7, Birming- 
ham; Nov. 10, Philadelphia; Nov. 
11, Baltimore; Nov. 12, Chicago 
and Washington; Nov. 13, Mil- 
waukee; Nov. 14, Grand Rapids; 
Nov. 17, Dallas; Nov. 19, Houston; 
Nov. 21, San Antonio. 


Dec. 8, Minneapolis-St. Paul; 


Dec. 9, Kansas City; Dec. 10, St. 


Louis, and Dec. 11, New Orleans. 
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NBC Finally 
Tells Details of 
Radio Rate Hike 


(Continued from Page 1) 

Like CBS Radio (the first net- 
work to yield to sponsor pressure 
for lower time charges), NBC did 
not cut rates, choosing instead to 
offer more attractive discounts. — 

The new NBC rates also include 
an 8% reduction in Saturday and 
Sunday morning time. Afternoon 
rates are unchanged. 

The new discounts are 
marized in an adjoining box. 


sum- 


® In an explanatory letter which 
went out with the rate amend- 
ments, John K. Herbert, v.p. in 
charge of sales, pointed out: 

“The new discount structure 
consists of weekly dollar volume 
discounts, an annual rebate for 52 
consecutive weeks of broadcast- 
ing, and on evening programs an 
over-all discount in lieu of weekly 
discounts and annual rebate. The 
former full network discount has 


NBC Discounts, Rebates and Commissions 
For Daytime Programs Originating from Midnight NYT 


6 p.m. NYT 
Contracted Weekly Rate of Discount 
Value of Network on Weekly Daytime 
Time at Gross Rates Gross Billings 
Less than $750, per week 
$750 or more but less than $5,000, per week 


$5,000 or more but less than $7,500, per week 
$7,500 or more wut less than $15,000, per weer 
$15.000 or more but less than $25.000, per week 
$25,000 or more per week 


For Evening Programs Originating from 6 p.m. NYT 
to Midnight NYT 


Contracted Weekly 

Value of Network 

Time at Gross Rates 

Less than $6,250, per week 

$6,250 or more but less than $12,500, per week 


$12,500 or more but fess than $25,000, per week 
$25,000 or more but less than $50,000, per week 


$50,000 or more per week ; 


been eliminated. 

“In this new discount structure, 
we have placed principal empha- 
sis on substantial weekly dollar 
volume discounts, because we be- 
lieve that they provide maximum 
flexibility in covering varied types 
of network purchgses. With such 
discounts, the values of using 
NBC’s network facilities for sea- 
sonal advertising and special sat- 
uration campaigns become even 
more pronounced, and it becomes 
economically attractive for all ad- 
vertisers to expand station lineups 
progressively in the light of their 


Rate of Discount 

on Weekly Evening 

Gross Billings 
32.0 


37.0%, 
9.5 


particular advertising require- 
ments. At the same time, the year- 
around advertiser receives opti- 
mum discount benefits. We feel 
that the values of our discount ap- 
proach are particularly striking 
in comparison with a discount sys- 
tem based on annual volume. 


® “An especially valuable feature 
of the revised NBC price structure 
is our new contiguous rate policy, 
which has been broadened so that 
it offers further substantial re- 
ductions in cost to strip advertisers 
who purchase a minimum of one 


**non=-coasters”’” come to 
Burgoyne for answers 


re was a time when “pro- 
tional coasting” . . . be it 
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Highlights of the Week’s News 


Of all the news to come out of the Assn. of National Advertisers meet- 
ing this week, the biggest is that advertising is likely to increase 
faster than sales in the next few years .Page 1 

Ruthrauff & Ryan billings are big, and when they move the agency 
seems to gain or lose in a big way. This time it’s lose, with Spry and 


The FTC opens up an anti-trust action against Seagram and Schenley. 
The complaint, charging illegal price-fixing, is packed with potential 
dynamite for all big businesses 


%o 4 4 
34.5% | An AA editorial charges Richard Hudnut advertising is a good ex- 


ample of “how not to help anyone” Page 12 


39.5% 
42.0% | It’s house cleaning time at the American Dairy Assn. Owen Richards 


is out as general manager and so are three others Page 27 
With no television to worry about, Puerto Rican radio is doing fine 
with 75% of time sold Page 36 
Here’s a job for the pollsters! The Chicago Transit Authority is pro- 
moting its transfers as an ad medium, but so far it hasn’t been able 
Oo Sthorey Chee Widows WONG TOM «wc. wk cc cc cccncccsece Page 54 
J. Walter Thompson Co. has overtaken Foote, Cone & Belding in the 
race for most v.p.s 
You ought to know J. Ward Maurer, the new president of the Assn. of 
National Advertisers Page 73 
Prof. George Brown finds three out of four soap buyers don’t give a 
hoot about brand names Pages 82-86 
Kenneth B. Butler warns that type set in all caps is hard to read and 


should only be used under specialized circumstances ...... Page 88 
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additional 15-minute period, day-, to develop for advertisers the com- 


poor distribution or any other 
untested idea, product or pro- 
gram ... could be endured 
by a national advertiser. A good 


product could “coast” for years. 


Bat no longer! Companies try 
new 
client in the graph at the right. 
But when they do. . . they 
have the program . . . what- 


packages . . . like our 


Yj VY f, 
]W 


time or evening.” 

(EpitTor’s Note—‘“This substan- 
tial saving,” which does not show 
up on the rate amendment sheet 
since the contiguous rate discount 
is not published in the old rate 
card, is said to be about 30% com- 
pared with current CBS prices.) 

“Under this new policy, a day- 
time strip advertiser can buy an 
evening period or strip at very 
substantial savings; and, con- 
versely, an evening advertiser can 
add daytime programming to his 
NBC schedule on an economic 
basis. By extending these contigu- 
ous rate benefits, we are seeking 


bined and complementary advan- 
tages of daytime and evening radio 
as a low cost effective means of 
reaching tremendous unduplicated 
and diversified audiences.” 


Murray Corp. Names Ross Roy 

Murray Corp. of America, De- 
troit, has appointed Ross Roy Inc., 
Detroit, to handle advertising for 
the company’s home appliance di- 
vision. The division's sales offices 
were recently moved to Detroit 
from Scranton, Pa., where it stil! 
maintains its manufacturing facili- 
ties. Cunningham & Walsh, New 
York, previously handled the ac- 
count. 


ever it is... evaluated. 


For years leading grocery and 
drug advertisers have been us- 
ing Burgoyne store panels. In 
three, five, or seven test cities 
. . + they determine the prob- 
ability of success of new prod- 
ucts, new prices, new promo- 


tions, new advertisements. 


Among the Burgoyne markets 
you will find recognized test 
cities where your representation 
is effective . . . where you or 
your advertising agency can 
check the research methods on 


the spot. 


If you really want dependable 
research, write for Burgoyne’s 
October Data File. 


COYNE 


Fs 


Burgoyne held the stop-watch on this Sales 
Manager who did not “coast”. Burgoyne 
tests showed him how two new packages 
would cut his competition’s slice of the 
market from 22% to 17%! With these 
facts .. . Management “bought” this Sales 


Manager's plan. 


Groc ery ér Drug Jd n shes 


FIRST NATIONAL BANK BUILDING @ CINCINNATI 2 


R TK 


RUNKLE *« THOMPSON « KOVATS « INC 


Advertising Typographers and Distinctive Printers 
ANdover 3-0722 * 650 West Lake Street * Chicago 6 


WHY THE HERALD TRIBUNE FORUM SECTION IS 


for Influencing Opinion 


1952 THEME: “BUILDING LEADERSHIP FOR PEACE" 


A Unique Device 


333 Ee 


More than any other single newspaper activity in the 
U. S., the Forum proceedings—and their publication in the 
Herald Tribune—demonstrate the power of responsible 
journalism to influence world thinking. Over and over 
again in the Forum's 20-year history it has been the birth- 
place of big ideas and the starting point of a chain-reaction 
through influential groups all over the globe. 

The Forum is a unique device for the exchange of ideas 
among influential people. Leaders of all types meet on the 
platform. And leaders of American group activity make 
up most of the audience which comes to hear them. 
Of the 2,000 spectators at each Forum session, 90% are 


delegates sent by every significant group in the U. S.— 
business, labor, education, etc. (See list below.) 


The Forum Section serves as the source book for dis- 
cussions by these groups in succeeding months. As the full 
and official record of Forum proceedings, published the 
Sunday following, it is a permanent reference document 
for thought-leaders of all kinds—in the classroom, in 
Congress, and in the councils of key Americans everywhere. 

Advertising in the Forum Section is the best way, the 
most effective way, to present important messages to those 
members of the New York and the national community 


whose opinions carry weight. 


. 4 


SEW-YORK LEADERS ARE 


Herald Tribune 


READERS 


ae 


Groups Sending Delegates to 1952 Herald Tribune Forum 
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BUSINESS & LABOR ORGANIZATIONS 


Advertising Club of New York 
Advertising Federation of America 
Advertising Women of New York 
American Association of Advertising 
Agencies 
American Bankers Association 
American Book Publishers Council 
American Booksellers Association 
American Economic Association 
American Economic Foundation 
American Fair Trade Council 
American Federation of Labor 
American Home Economic Association 
American Institute of Banking 
American Iron & Steel Institute 
American Management Association 
American Marketing Association 
American Material Handling Society 
American Newspaper Publishers Assn. 
American Petroleum Institute 
American Society of Women 
Accountants 
American Women's Association 
American Woman's Society of 
Certified Public Accountants 
American Women Buyers Club 
Association of American Railroads 
Association of American Women 
in Radio & Television 
Association of Bank Women 
Association of Food Distributors 
Association of National Advertisers 
Association of Stock Exchange Firms 
Automobile Manufacturers Association 
Brand Names Foundation 
Can Manufacturers Institute 
Commerce & Industry Association 
Committee for Economic Development 
Congress of Industrial Organizations 
Dairymen’s League Cooperative Assn. 


Economic Club of New York 
Grocery Manufacturers of 
America, Inc 
International Ladies Garment Workers 
nion 
Investment Bankers Association 
of America 
Investors League 
Kiwanis Club of New York 
Lions Club of New York 
National Association of Manufacturers 
National Association of Purchasing 
Agents 
National Board of Review of 
Motion Pictures 
National Economic Council 
National eae of American 
Shipp 
National "Pome Demonstration 
Council 
National Industrial Conference Board 
National Retail! Dry Goods Assn. 
National Sales Executives 
New York Board of Trade 
New York Credit & Financial 
Management Association 
New York Credit Women’s Group 
New York Curb Exchange 
New York Dress Institute 
New York Institute of Credit 
New York State Bankers Association 
New York State Department of 
Commerce Women's Council 
New York Stock Exchange 
Retail Credit Institute ~ America 
Rotary Club of New 
Rotary International 
Rubber Manufacturers Association 
Sales Executive Club of New York 
Womeu's Trade Union League 


EDUCATIONAL ORGANIZATIONS 
International Institute of N.Y.C., Inc. 
Junior Achievement 

Mount Holyoke College Club 
National Citizens Commission for 


Alumnae Association College of 

St. Elizabeth 
American Association for the U.N. 
American Association of University 


Women Public Schools 
Associate fiymnes of Hunter College National Congress of Parent Teacher 
Barnard College Club Assn 


Nationa! Education Association 
National Institute of Social Sciences 
National Women’s Forum 
Advancement of Teaching Near East College Association 
Child Study Association of America New York University Alumnae 
Columbia University Club Club, Inc : 
Committee on Women in World New York University Alumni 
Affairs Federation 
Cornell Club of New York Princeton Club of New York 
Cornell Women's Club of New York Smith College Club of New York 
Ford Foundation Vassar Club of New York 
Freedom House Wellesley Club of New York 
Institute of Fiscal & Political Winthrop College Alumnae Assn 
Education Women's Forum of Nassau County 
Institute of International Education Women United for United Nations 
Institute of World Affairs, Inc. Yale Club of New York 


Brown University Club 
Bryn Mawr College Ciub 
Carnegie Foundation for 


In addition, delegates from over 275 universities, colleges, professional 
and technical schools East of the Mississippi attend the Forum 


POLITICAL ORGANIZATIONS 


Democratic National Committee, Re ublican National Committee— 
Woman's Division foman's Division 

Federation of Women's Republican United Republican Finance Committee 
Clubs of New York State Women's Auxiliary, New York 

League of Women Voters 

National Federation of Women's 


Republican County Committee 
Women's National Democratic Club 

Republican Clubs Women's National Republican Club 
New York Republican County Young Democratic Clubs of America 

Committee Young Woman's Republican Club 
Republican Business Women, Inc. of New York City 


PROFESSIONAL ORGANIZATIONS 


American Bar Association American Society of Civil Engineers 

American Chemical Society American Society of Mechanical 

American Institute of Accountants Engineers 

American Medical Women's New York Women's Bar Association 
Association 


RELIGIOUS ORGANIZATIONS 


National Council of Catholic Women 

( atholic Big Sisters National Council of Jewish Women 

Ethical Culture Society—Women's The Protestant Council of the 
Conference City of New Yor 

Federation of Jewish Women's United Church Women—National 
Organizations Council of The Churches of 

National Conference of Christians Christ in U.S.A 


Amernan Jewish Congress 


MEN'S & WOMEN’S NATIONAL ORGANIZATIONS and Jews 
Altrusa International National Association of Colored 
American Legion Women SERVICE GROUPS 


American Legion Auxiliary 
American National Red Cross 
American Veterans Committee 
Assn. of Junior Leagues of America 
Garden Club of America 


General Federation of Women's Clubs 


Ladies Auxiliary to Veterans of 
Foreign Wary 


National Association of N 


Business and Professional Women’s American Women's Volunteer Services National Jewish Welfare Board— 
‘omen’s Organization Division 

National Social Welfare Assembly 

Salvation Army 

Visiting Nurse Service of New York 

Young Men's Christian Association 

Young Women's Christian Association 


Associated Women of the American 
Farm Bureau Federation 

Boy Scouts of America 

Boys Clubs of America 

Campfire Girls 

Girl Scouts of America 


ubs 
National Federation of Business and 
Professional Women's Cl 
National Society, Daughters of 
American Revolution 
Veterans of Foreign Wars 
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Italian Swiss Names Heck 
Adolph L. Heck, formerly man- 
ager of Sweet Valley Wine Co., 
Sandusky, O., a subsidiary of 
National Distillers Products Corp., 
New York, has been elected presi- 
dent of Italian Swiss Colony, San 
Francisco, another National Dis- 
tillers subsidiary, as well as head 
of Gambarelli & Davitto Inc., San 
Francisco. Mr. Heck succeeds 
John R. Deane, who has resigned. 


. . » you are 
looking for 


NATIONAL 
DISTRIBUTION! 


If you are « manufacturer, distributor, or ea 
agency man will pay you to get ali 
the facts about quick, low cost national dis 
tribution produced by the direct-to-consume: 
sales method 

The services of our experienced merchandising 
staff are availabie at no cost or obligation to 
you for initial planning, product and 
market analysis, copy assistance and follow 
through. Learn about this old and proven plap 
that can start thevsands of sales-wise men — 
women working for you in 48 states... 
their own expense Write now to 


OPPORTUNITY MAGAZINE 
Dept. A139, 28 EB. Jackson Bivd., Chicago 4, Tl 


Much of Mogen David Wine Success 
Attributed by Weiss to Psychiatry 


about contests, deals, 


(Continued from Page 3) 
and over in such dominance and were used, “has become the largest 
in so many forms that all other selling wine of its kind in the 
ideas became satellite to it,” said world.” 

Mr. Weiss. “It all boiled down to He said: “Its national] sales were | cnoe ‘ ” 

the fact that people associate this doubled and in territory after ter- ee 

red, sweet Concord grape wine ritory where this copy approach 

with highly agreeable thoughts of | was introduced in television, radio, 

childhood days, of home, family, newspaper and outdoor, Mogen 

mother and even grandmother. David has risen from as low as 
“We quickly realized the copy 18th place to first place in wine 

themes that would set this mood sales.” 

would have to be a doorway to the 

pleasant world of yesterday. Some 

of the themes were: ‘A taste of the has learned that, whether you sell and even presidents.” 

good old days.’ ‘Mogen David wine steel bridges or women’s lingerie : ; 

—the home-sweet-home wine like « say - : 

grandma used to make.’” puviatehee teen eee Joins McKesson & Robbins 

intensive understanding of un- 

@ Mr. Weiss said the success of the conscious motivations—the real 

copy themes could be illustrated reasons why people buy 

by the fact that Mogen David, in products.” 


power. 


Crop Marketers, 


micks,” but “it is only good adver- 
tising individualism and character 
that give companies stature, re- 


Mr. Cunningham spoke of ad- 
vertising as having great force and 
“Power to move people 
physically from one place to an- 
other. Power to change the minds 
and living habits of millions of 
Americans. Power to build great 
stores. Power to build great com- 
In Mr. Weiss’ view, his agency mercial institutions, blood banks, 


George R. Sivy, formerly assist- 
ant advertising manager of Snow 
New York, has 
your joined the advertising department 
of McKesson & Robbins, New York. 


Theres a 


Advertising 
Increases with Results! 


CIRCULATION 5; apc 


31,407 
49 ABC 


29,119 


48 Guar 
25,192 


189,673 


47 
12,645 o 


Lh 
216,951 


TOTAL COMMERCIAL LINEAGE 


LOOK \toColorado 


Sheep grazing in Colorado’s verdant foothills and mountains supply one of the 


-. oe state's big income sources 
ay Colorful Colorado, besides its scenery, is known as the marketing 
* center of the Rocky Mountain Empire. But today there’s a NEW LOOK 
253,998 in the state’s own marketing picture—it’s Colorado’s rich farm market. 


Colorado’s average 1951 income per farm hit $11,973—almost double 
the national average of $6,146, and represented 28.8‘. of Colorado’s 
entire income! And there’s a NEW LOOK in advertising media to reach 
this rich market—it’s Colorado Rancher and Farmer. In just five short 
years, three-fourths of Colorado’s farmers and ranchers have become 
paid subscribers. Why? Because Colorado Rancher and Farmer is the 
only farm paper edited exclusively for Colorado farmers and ranchers 
—the eighth largest income (per farm) market in the U. S. Concentrate 
your advertising in the richest Mountain States farm market...in the 


= — — ee 
Source—SRDS, ABC, SM, USDA, USOC, FPR 
= 


AS 
bib 


best read farm paper—advertise now in the Colorado Rancher and 
Farmer! Write or phone for free market data and buying intentions 
survey, or contact your nearest Western Associated Farm Papers 
representative. 


feeado Rancher and Farmer. 


"y 


Represented by Western Aggociated Farm Papers 


: Companien to 
cee NEBRASKA FARMER — - Morrison: 757256 ented ghee? Sutter 3054 
ne Lincoln i = oe re al “a 


ss IANS echt ed Colorade. - ES 4 cee * 


Advertising Age, October 6, 1952 


® Another adman who addressed 
the ANA was John P. Cunning- Seagram, Schenley 


ham, executive v.p. of Cunningham 
& Walsh, New York. He declared 
“merchandising experts can 
talk themselves blue in the face 


th ; F P premiums, 
e two years since the themes 'j¢ sales and other selling gim- 


Charged by FTC with 
‘Illegal Conspiracy’ 


(Continued from Page 3) 
laws and their status as part of a 
single manufacturing-merchandis- 
ing unit does not make it impossi- 
ble for them to conspire. 
This is particularly so, the court 
said, where corporations profess 
that their subsidiaries sell in com- 
petition with each other. 
Both Seagram and Schenley is- 
sued statements today indicating 
the FTC charges will be tested to 
the full. FTC sees the cases as 
a broadside attack on “holding 
companies.” One staff member 
commented: “We are 52 years late 
getting started, but better now 
than never.” 
Briefly, the commission is taking 
the position that a parent company 
cannot bring about common poli- 
cies for its subsidiaries through in- 
terlocking directorates. The com- 
mission has not indicated the steps 
it will recommend to curb the 
practice, but in its complaint it 
| said the power of the two distilling 
firms was established through 
|mergers, acquisitions, consolida- 
| tions, interlocking directorates and 
conspiracy to fix prices. It says 
| both groups of distillers had sales 
in excess of $200,000,000 in 1951. 

Both distilling groups are ac- 
cused of entering into conspiracies 
| with subsidiaries and with retailers 
on the use of resale price mainte- 
nance contracts. 


subsidiaries are accused of adopt- 
ing common policies on the en- 
forcement of resale agreements. 
They are also accused of at- 
tempting to preclude, by contract- 
ual agreement and otherwise, dis- 
tributors of alcoholic beverages 
from selling the products of their 


4 |@ The big distiller groups and their 
/ 


competitors. 
In addition, the commission says 
the two organizations bought, 


merged and acquired cooperage 

|firms in an effort to strengthen 
their monopolistic position and 
| have unduly endangered the oper- 
| ations of competitors by cutting off 
|and restricting access to supplies 
}used in the manufacture and sale 
| of liquor. 

Keystone to all these operations, 
according to the FTC, was the use 
of the subsidiary corporate form, 
involving common directors and 
officers for the subsidiaries of each 

parent firm. 


| Scott-Atwater Promotes Three 

| Scott-Atwater Mfg. Co. Min- 
|neapolis manufacturer of outboard 
motors, has promoted three of its 
high ranking officers. C. E. Scott, 
formerly president, has been 
elected to the newly created post 
of chairman of the board. H. Brew- 
ster Atwater, current president of 
the Outboard Motor Manufacturers 
Assn., will succeed Mr. Scott as 
president, and John Gasink will 
be v.p. 


‘Guardian’ Drops Front Ads 


The Manchester Guardian, Eng- 
lish daily newspaper, has decided 
to drop classified advertising from 
its front page and substitute news. 
Paid announcements will hence- 
forth appear inside the newspaper. 


Candid, Special 


amateur 
dustrial work, 


"ai 
Burke & James, Inc. 


| FREE <3»: CATALOG 


\ JUST OFF PRESS. 72 pages 

crammed with THOUSANDS 
of newest PHOTO TOOLS, 
CAMERAS, (Press, Studio, 
Purpose. 
\ etc.), “LENSES, PROJEC- 


Equip- 
ment, ENLARG RS, etc. 
for 


professional, in every 
day, scientific or in- 


and 


FINE PHOTOGRAPHIC FQUIPMENT FOR OVER 54 YEARS 
321 S. Wabash Ave., Chicago 4, Ill. U.S.A 
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cabana hersiek dees ab ee 


the first 
national 
merchandising 
service 


television 


*All service is furnished free; 


special material at cost. 


NATIONAL BROADCASTING COMPANY 


Now free* to all TV advertisers, NBC offers the finest merchandising service 
in advertising. Why finest? Because no other can offer you the local in-the-market 
support afforded by NBC’s co-operating affiliated stations. Under the leadership of 
NBC’s twelve district supervisors throughout the nation, NBC afhliates 


will work actively to sell your products. 


Here’s how it works: 


The NBC Merchandising Department will consult with you on all phases of your 
merchandising and advertising program. It will merchandise your total campaign— 
all media, not just radio and television. It will function as a trouble-shooter, 
making spot checks and surveys, helping to get distribution or displays in problem 


areas, training your salesmen and those of your distributors or wholesalers. 


The best way to evaluate how well NBC Merchandising will work for you in television 


is to see what it has already accomplished in radio. Here are a few examples: 


NBC Merchandising has helped: 


A major beer company sell more beer in supermarkets... A well-known laxative 
manufacturer get better drug store shelf position... A proprietary manufacturer 
sell over 233,000 cookbooks in a special offer... A national drug firm get food 


store distribution for its toothpaste... 


These are just a few of the many services NBC Merchandising in co-operation 


with its radio affiliates is performing in radio and will perform for you in television. 


NBC television sells more than time and programs 


Television is unquestionably the most effective mass selling medium ever 


conceived. But even television must be properly merchandised to realize its greatest 


potency. That’s why NBC introduces its merchandising service now. 


Selling your product is our primary concern 


This service offers no pat solution for merchandising your product. It is completely 
flexible. Only after personal consultation with you, will a plan be designed. 
And it will be created to fit your specific needs. NBC Merchandising is the most 


personalized merchandising service available anywhere. 


To learn just how NBC Merchandising can help you, we suggest you call or 


write us today. 


a Service of Radio Corporation of America 
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Southern PR Men Elect 


Ernest Stewart, public relations 
manager of the National Cotton 
Council, Memphis, has been elected 
president of the Mid-South Chap- 
ter of the Public Relations Society 
of America Other officers elected 
are Bob Massey of the Memphis 
works of International Harvester 
Co., v.p.; Mrs. Virgene Robinson 
of Little Rock, Ark., secretary, and 
Shirley Smith of Memphis, treas- 
urer 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE. 
LEASES AND NEWS MATS. 


Home Office 14 West Lake St. 
CHICAGO 1 


Chicago Admen Use 
Legs and Ingenuity 
in Elevator Strike 


(Continued from Page 1) 
office. When they got there, they 
found the office locked, and no 
one had the key 

In that case, the situation was 
met with typical agency ingenuity. 
They got the ax from the fire 
emergency box in the hall and 
used it to pry the hinges off the 
door 


8 Chicago admen and women are 
using both ingenuity and leg 
muscles, mostly the latter, to meet 
the problem of no elevator serv- 
ice. So far, they are taking it in 
stride, so to speak, and finding 
some fun in it. This can’t last. 
You can’t expect the majority 
of the workers to climb 19 floors 
every day, like Batten, Barton, 
Durstine & Osborn’s staff at 919 
N. Michigan Ave. Or the 60 out of 
63 staff members at MacFarland, 


Aveyard & Co. on the 22nd floor 
of 333 N. Michigan Ave., who have 
arrived on time every day so far. 


® Down on the Iith, the people 
at Arthur R. Mogge Inc. and at 
Calkins & Holden, Carlock, Mc- 
Clinton & Smith, admit they are 
having a “picnic,” bringing their 
lunches, brewing coffee in the of- 
fice and sharing a common adven- 
ture which breaks up routine. But 
they look forward to many more 
days of climbing with little en- 
thusiasm. 

At Earle Ludgin & Co., on 
the 37th floor of 121 W. Wacker 
Dr., only five to eight of the 60 
workers have shown up. 

Needham, Louis & Brorby, on 
the 38th floor of the Field Bldg., 
ordered its staffers not to go up t« 
the office but to stay home. How- 
ever, four members of the traf- 
fic department didn’t learn of 
the order until after they had got- 
ten there. They called the agency, 
which had temporary offices for 
executives at Room 700 of the Chi- 
cago Club. 


“Today we made the first con-, 
tact with our own office,” Maurice! 
Needham, president of the agency, | 
told ADVERTISING AGE with some 
wonderment. 


® The strike may last only a few 
days or it may last a week or 
more. No one knows. But if it 
lasts, schedules are bound to fall 
behind and deadlines will be 
missed. Several measures have 
been taken by the agencies to con- 
tinue a little longer. Some have 
told the majority of the staff to 
stay home and are working with 
skeleton crews in_ hotels, like 
Grant Advertising (with 40% of 
its staff still operating) and Sher- 
man & Marquette, at 919 N. Michi- 
gan Ave., who have moved next 
door into the Knickerbocker Hotel. 
Grant’s offices are on the 17th, 
18th, 22nd and 23d floors; Sherman 
& Marquette on the 34th. 

Some agencies have rigged up 
ropes with baskets or bags on one 
end to transport stats, proofs, copy, 
lunches, dirty dishes and other 
items up and down. But there are 


Biggest 
manicure 


earth 


Ever pare the toenails of an elephant? 


every dozen sold. 


tion with Nichoison began in 1940, 


N. W. AYER 
& SON, 


INC. Philadelpia New York Chicago Detroit San Francisco Holiywood Boston Honolulu 


The job can be done neatly with the right 
Nicholson rasp-file. 

Whether it be for pachyderms or pre- 
paredness, there’s a Nicholson file for ever) 
purpose. Our client, the Nicholson File 
Company, leads the field —chiefly because 
for eighty-eight years it has followed the 
policy of providing twelve perfect files for 


Advertising addressed to non-elephants 
pushes sales by keeping the Nicholson name 
before those who shop for files. Our associa- 


Advertising Age, October 6, 


MAKESHIFT—C. Wendel Muench prepares 
a batch of copy for a basket ride up 22 
floors to his agency office. 


so many rope tricks you can pull, 
and then you're at the end of your 
tether. 

This leaves many large agencies 
and their smaller brothers here 
holding the bag. 


Condit Joins Weintraub & Co. 

Jean Condit, formerly an editor 
of Vogue and Flair, has joined the 
copy staff of William H. Weintraub 
& Co., New York. 


Buckingham Heads 
Y&R London Office 


New York, Oct. 2—A. O. Buck- 
ingham, one of the most widely- 
known men in advertising and one- 
time a foremost champion of the 
industry, has been named man- 
aging director of Young & Rubi- 
cam, London. He 
succeeds George 
D. Bryson, who is 
returning to the 
New York office 
as v.p. and con- 
tact supervisor. 

Mr. Bucking- 
ham, former 
chairman of the 
Assn. of National 
Advertisers and 
president and 
chairman of the 
Brand Names Foundation, was 
with Cluett, Peabody & Co. for 
some 30 years. He went from order 
clerk to v.p. of advertising and 
market research and a director. 

He suddenly resigned the latter 
posts in August of 1949. He con- 
tinued as a consultant for Cluett, 
Peabody, and the following Janu- 
ary was elected president of 
Memos for Men Inc., an adver- 
tising shopping page scheduled to 
appear in Collier’s. Officials at the 
magazine today said Memos was 
“unsuccessful.” 

Mr. Buckingham, regularly 
jousted with the critics of adver- 
tising in the °40s. In recent years 


A. O. Buckingham 


he has acted as a _ consultant 
in the lumber, textile and food 
fields. 


Mr. Bryson joined Y&R as ac- 
count executive in 1935 and went 
to London in 1944 as managing di- 
rector. The London agency has a 
staff of more than 100. 


225,317 titled executives of in- 


and commercial firms 


dustrial 


accounting for the major volume 


of the country’s industrial produc- 
activities and 


readers 


tion, business 
volume purchases 


of The Rotarian. 
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Young people are like adults...except in one important 
respect. Like adults, they want to be strong and 
healthy, smart and popular . (add other successful 
advertising appeals) . . . but they're much more receptive, more easily 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today . . . and promise to be 
continuing customers tomorrow. Incidently, their hold on their parents’ 


ie heart-strings gives youngsters a mighty grip on the family purse- 


strings, too! 


ss There's probably a proper place for your product in their favorite 
a reading material . . . the comics books! 


National 
Comics 


Group 


Represented by 


Richard A. Feldon & Co., Inc. 


205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 


SAN FRANCISCO 


PORTLAND 
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Making a great 7 


Last April we told you a new Country Gentleman was on the way. 


Many of the improvements in the editors’ program have already become 
effective. Readers have responded enthusiastically, and already thousands 


of additional families have become subscribers. 
The complete new Country Gentleman will be ready in February. 


When you see it, you will see how a great magazine has been made greater. 


=~ 


Remember, a decade ago, when a new editorial pro- POS I 


Sep mabe 


gram was announced for The Saturday Evening Post? 
The Post was even then a national institution —with 
such wide influence that to millions of readers it was 
a mirror of America itself. Many people wondered 
how it could be made better. But under the leader- 
ship of Ben Hibbs—in association with an outstand- 


ing corps of editors, and backed by Curtis resources 


—the Post did become greater than ever. 


And if the Post was a national institution, so too 
was the Ladies’ Home Journal. Over the years, able 
editors had made it part of the very lives of women— 
not alone women in this country, but in half the civ- 
ilized world. Could its editorial power be still further 
deepened and broadened? Under Bruce and 
Beatrice Gould, it has won the affection of added mil- 
lions of women. **The Magazine Women Believe In” 


has never lived up more fully to its slogan. 
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magazine greater... 


For more than 120 years, Country Gentleman has been building 


an unmatched influence— with the people of the soil and 


as “National Spokesman for Agriculture”. 


With Editor Bob Reed and his staff, it has become a guiding force for 


better farming and better living with millions of today’s prosperous 


rural families ... the best-read, best-liked 


magazine in their homes. 


Now, out of today’s Country Gentleman is 
| coming a magazine of still greater power 


and influence. 


eA RARE OW Rt FERN SO EOS 


February 1953 will be another 
big date in Country Gentleman 


—and Curtis—history. 


THE CURTIS PUBLISHING COMPANY 


The Saturday Evening Post ° Ladies’ Home Journal . Country Gentleman ° Holiday 
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How Not to Help Anyone 
Because The Creative Man used the recent controversial Richard 
» Hudnut home permanent ad as the basis for a discussion of long ver- 

sus short copy, some people seem to have developed the notion that 
the CM, or Apvertisine AcE, approves of the Hudnut slam-bang com- 
petitive attack on non-neutralized home permanents 

Nothing could be more untrue 

ADVERTISING AGE not only does not approve of the Hudnut attack 
om other products, but feels strongly that this type of copy does no 
one any good, including the advertiser who signs it. The net effect 
of copy which warns the reader that some one else’s product may 
do serious harm is almost invariably to create the impression that all 
PFOducts in that class do serious harm 

Even when such copy is temporarily helpful in making sales for 
a Particular brand, it seems clear that it is likely to be shortsighted 
Uliless there is a clear and actual danger, and not merely one which 
Makes, or seems to make, a good copy theme 

We are convinced, for example, that the advertising of Philip Mor- 
Fis cigarets, stressing the story that Philip Morris is “kinder” to the 
throat than other cigarets, is bound to hurt the whole industry sooner 
ordater. The implication, and not too deeply buried, is that other cig- 
aréts are unkind or definitely harmful 
significant that the appearance of this and similar copy in cigaret ad- 
veftising (Philip Morris isn't the only offender) coincides with more 
and more widespread discussion of the physical evils of cigaret smok- 
ing. 


Such advertising is all too likely to start a chain of public thought 


And it seems more or less 


which not only heightens awareness of possible evils, but may also 
magnify and distort these possible evils out of all proportion to reality. 

We have never believed that “competitive” copy is necessarily bad, 
and we still believe that it is within the province of any advertiser 
to demonstrate his superiority over competitive products whenever 
he can do so. But it is equally important to be certain that competitive 
copy does not fall into the error of the angry man who is determined 
to win an argument at all costs—including the cost to himself. 


Moving Off the Crowded Path 


More than once in the past ADVERTISING AGE has pointed out that 
there is potential gold in the American marketing hills for those who 
are willing to move off the crowded path which the majority of mer- 
chandisers are following and explore new routes to market 

The announcement last week by R. J. Schaefer, president of F. & M. 
Schaefer Brewing Co., New York, that his company intends to produce 
and promote its beer as having character, body and flavor, instead of 
being “light and dry,” is an interesting example of this philosophy in 
action. 

Mr. Schaefer believes that public taste changes, and that in the 
beer-drinking area he can play a sort of Pied Piper role, leading the 
consumers in a parade away from the plethora of “light, dry” beers 
toward beer which promotes more robust qualities 

Whether Mr. Schaefer is right or not, it seems to us that his move 
is a sound one. Even if it should develop that he cannot change the 
desires of a majority for light, dry beer, it is more than likely that 
he will unearth a substantial section of the population which has never 
been too intrigued with light, dry beer, and will welcome a fuller- 
bodied brew which is frankly promoted for this quality 

In a country of 157,000,000 people in which there is still supposed 
to be freedom of choice, there must be substantia] markets for those 
who offer something different from what every one else is offering 


and promoting like mad. 


“It’s completely automatic—even throws out cottons that aren't ‘Sanforized’-labeled. 


Cluett, Peabody & Co. 


What They're Saying 


Both Sides of the Counter 

A decent cutomer wishes to deal 
openly and honorably with those 
who serve him. He realizes that he 
needs to use the credit and return 
privileges of the store with care. 
Both of these add to the cost of the 
store, and that cost is somewhere 
included in the cost of goods. 

Indiscriminate returning of 
goods, depreciated perhaps by care- 
less handling and packing, snow- 
balls into a big red-figure item on 
the store’s books. 

The merchants themselves can 
help by making their advertising 
fully informative, providing labels 
that tell the necessary facts, and 
training sales people to be sincere 
assistants to the customers. 

There is no substitute for hon- 
esty and fair business ethics on 


either side of the counter. The cus- 
tomer who has trained himself to 
recognize quality and to make 
judgments will find that, in the 
occasional case wherein goods fail 
to live up to what was reasonably 
expected of them, he has plenty of 
means to protect himself. 


—Monthly letter published by 
Royal Bank of Canada, Montreal 


the 


Hitting the ‘Hot Button’ 

In my experience of working 
with about 250,000 salesmen, I 
have found that there are two 
things that give a tremendous 
amount of impact to a man’s sell- 
ing power. 

The first of these is to get him 
to put the process of organization 
to work on a well planned basis. 
Now the way to put that thing to 
work is this. He thinks about the 
thing that makes sales. It is an 
absolute law of life that you will 
always do best that which you 
think about the most. So the first 
thing I have found that pays divi- 
dends is to get salesmen thinking 
about. those fundamentals that 
make sales. I try to get them to 
agree to do it the last thing at 
night because before long they get 
the subconscious mind on the job 
as well as the conscious mind. Af- 
ter a period of this they'll find that 
they will often go to bed with a 
problem that looks insoluble and 
frequently wake up with the an- 
swer in the morning. When you 
get that subconscious mind con- 


tributing its share, the results are| 


just terrific. 

The second thing that I try to 
get them to do is te go hunting for 
the “hot button.” The “hot button” 
is the thing that the prospect wants 
to do more than anything else dur- 
ing the interview. If your men will 
begin to concentrate on trying to 
find out what that “hot button” 
is—find out what the prospect 
wants to do more than anything 
else in life at this particular time 
and then if you can help him to do 
it—you will be using “hot button” 
salesmanship. As far as I know 
that is the most powerful form of 
selling you can possibly use. 


—Jack Lacy, president, Lacy Sales 
Institute, speaking at the Sales Ex- 
ecutives Club of New York 


Managing Women 

Women are taking over more 
and more executive positions, ac- 
cording to a recent study by the 
Women’s Bureau of the Depart- 
ment of Labor. This trend is in line 
with the increasing employment of 
women, both in their traditional 
field and in many new ones, which 
was given great impetus by World 
War II, has grown continually 
since then, and is encouraged fur- 
ther by today’s shortage of trained 
manpower and high level of gen- 
eral employment. 

The Labor Department study, 
covering department stores, insur- 
ance companies, banks, and manu- 
facturing establishments in three 
geographical areas, found fairly 
wide variation in the percentages 
of women employed in these vari- 
ous industries. Women hold 50% 
of the supervisory-level positions 
in department stores, 20% in in- 
surance companies, and 15% in 
banking; the percentage of officer- 
ships held by women in these 
groups are: stores, 4%, insurance, 
2%, and banks, 1%. Women hold 
14% of the supervisory jobs in 
manufacturing, which includes 
publishing companies and research. 
Marriage does not keep women 
out of these higher-level positions. 
Of those covered in the study, 36% 
of the department stores’ women 
executives were married, 18% in 
insurance companies, 24% in 
banks, and 34% in manufacturing 


—Industrial Bulletin, published by 
Arthur D. Tittle Inc., Cambridge, Mass. 


Advertising Age, October 6, 1952 


Rough Proofs 


Soluble coffee sales are rising 
rapidly, it is reported, and it's fair 
to assume that a lot of today’s 
housewives are confident they have 
at least mastered the art of boiling 


water. 


. 

The number of folks drinking 
whisky has gone down, the story 
says, probably because today there 
isn’t a single whisky without a 
headache—of the tax variety, that 
1s. 

= 

“Bottle of Dr. Enuf quenches 
hangover as well as thirst,” reports 
the world’s greatest advertising 
journal. 

For the convinced drinker here- 
ifter, enough is Enuf. 

+ 

“After 50 golden years in the 
American League,” reports Rem- 
ington Rand, “the Senators’ Clark 
Griffith is a competent judge of 
the caliber personnel and equip- 
ment it takes to achieve top per- 


| formance.” 


And of course the problem is a 
lot easier with a Walter Johnson 
around. 

a 

It looks as if Arthur Godfrey, 
man of many broadcasts and mul- 
tiple sponsors, is going to have 
some radio competition, as a ris- 
ing young Hollywood comedian 
named Bob Hope will be on a 
morning show five days a week 
hereafter. 

& 

Retirement is supposed to be a 
period of physical ease and philo- 
sophic contemplation, but Frank 
Blake, just retired from Kimberly- 
Clark, says he’s not in the market 
for a rocking chair. 

e 

Christian Herald is indignant 
about cigaret advertising and the 
medical profession's part in it. The 
doctors probably believe the ad- 
vertising that tells them there's not 
a cough in a carload. 

e 

Judy Holliday, who played the 
dumb blond so _ successfully in 
“Born Yesterday,” now says she 
hired investigators to find out what 
she was doing that might be in- 
terpreted as pinkish. Maybe her 
role in the movie was strictly a 
straight part. 

+ 

AA's gallery of ad sportsmen 
was embellished recently with a 
picture of Pittsburgh and Cleve- 
land anglers who displayed big 
smiles but no fish. 

a 

The political coverage of News- 
week, the ad says, is to keep read- 
ers so well informed “that they 
will experience no surprises when 
the votes are counted on election 
night.” 

Another surprise like that of 
1948 might be too much even for 
readers hardened to disappoint- 
ment. 

e 

A manufacturer is offering a 
15% calculator for $2, and while 
it’s probably a time saver, there’s 
no labor quite so satisfactory as 
figuring the agency commission on 
a bill for space or time. 

+ 

The way the Pacific Coast foot- 
ball teams have started the season, 
they are preparing to enjoy some 
sweet revenge come New Year's 
Day and the game with the West- 
ern Conference in the Rose Bowl. 

Copy Cus. 
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WESTINGHOUSE 
PROGRESSES 


Westinghouse earmarks $31 million to power the expan- 


sion of steam-turbine production at its already booming 


South Philadelphia Works. This means jobs coming up 


for 2500 people. 


1940 
RETAIL SALES 
$1,437,276,000 


IN DELAWARE VALLEY, 
U.S.A. 


..- THE GREATER PHILADELPHIA MARKET 


FRONT RANK AMONG THE WORLD’S 
INDUSTRIAL AREAS belongs to the progressing 
Delaware Valley. Sounds of building echo through the 


1952 
RETAIL SALES 
*4,762,100,000 


whole Valley from Trenton through its Philadelphia 


Be heart to Wilmington...as factories, utilities, public 


works and homes keep rising. 
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PHILADELPHIA INQUIRER LEADERSHIP SETS vem eon ce 
e fe zt, iy aR 
THE PATTERN as the Delaware Valley moves ahead f vd NEw sk ae 
f oo sane N a J EBRSEY 
i . ro 2 wnTY Bes 
: toward even greater goals. Because the interests of the . aX } < pone” 
whole Valley come first with THE INQUIRER, it’s the counrr\ \\ wf” \ rune 
: ‘ f XS CUMBERLAND 
newspaper that influences Valley residents most. ih eoumer 
INQUIRER performance for increasing numbers of local z / 


and national advertisers proves this point. 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! ; 


¢ Philadelphia Inquirer 


Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, los Angeles, Michigan 0259 
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oo NEVER SEEN Grace Matthews in 
magazines, movies, or television... but as radio’s 
“Big Sister,” her image is as clear as can be in the 
minds of her many listeners. They know her smile, 
her hair-do, her walk, the clothes she wears. 

And no listener would trade her own idea of “Sister” 


with any other. 


It’s the same with the millions of listeners to “Our 
Gal Sunday”...or “Young Dr. Malone”’...or 
“Aunt Jenny”’...or 10 other daytime serials on 
CBS Radio. 


What listeners create from the things they hear is 
what they'd like to buy. For people buy their 


own notions of what you'd like to sell—for their own 


special needs and wants. 
' 
And so, through radio, through these Monday- 
to-Friday dramas, a voice becomes a person...and : 
: 
a product comes into one’s own home. 
All day long, radio is all through the home. It has 
a facile way of going wherever people go—of i 
fitting most everything they do. | 
This happens with the greatest enjoyment — and 
advertising effectiveness—on CBS Radio. For here, ; 


daytime radio is not only the most popular 
serial drama—but it’s also Arthur Godfrey... the 
gayest music...the best news service...the most 


entered-into audience participation. 


It’s the kind of listening that livens up a day’s 
routine...that can make the difference between 
spirited housewife and treadmill Hausfrau. It’s the 
kind of listening that last season gave CBS Radio 
nine of radio's top ten daytime shows. They continue 


into the new season, building images—and sales. 


This fall you can easily tell where radio is at its best 
as a household medium: 


The weekday schedule on CBS RADIO 
is completely sold out. 
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The Accounting Fraternity is a Market... 
mm = =6BIG and INFLUENTIAL 


The accounting fraternity includes Financial V.P.’s, Treasurers, Con- 

é trollers, C.P.A.'s, Office Managers, Independent Public Accountants. 
: The Journal of Accountancy will pin-point your sales message to these 
4 buyers of office machines, record-keeping systems, forms, and supplies; 
these advisors on taxes, investment and loan requirements, pension 
plans, and insurance programs. See S.R.D.S. Business Pub. Section, 
Class. No. 20 


acs Coat» ESTABLISHED 1905 © CIRCULATION 62,914 A.B.C. 


sept 0f ACCOUNTANCY 


¥ 70 MADISON AVENUE - NEW YORK 16, N.Y. 


Industrial-Consumer Product Drive Set 


New York, Oct. 1—An advertis- 
ing program designed to weld its 


diversified consumer and indus-| 


trial products together will be 
launched this month by American 
Machine & Foundry Co. 


B&w pages will appear in Busi- | 


ness Week, Dun’s Review, For- 
tune, Newsweek, Time and U. S. 
News & World Report. The ads will 
be signed: “AMF products are 
better—by design.”’ AMF, the par- 
ent company, has nine subsidiaries. 

Concurrently, AMF will continue 
its established advertising pro- 
gram, which calls attention to the 
magnitude of the job that must 
be undertaken, in Army Navy Air 
Force Journal, Army-Navy-Air 


Force Register, Business Week, 
Editor & Publisher, Ordnance, 
Quartermaster Review, Time and 
U. S. News & World Report. 

Both drives are handled by Flet- 
cher D. Richards Inc. 


CBS Names Wilmot Castle Co. 


Columbia Broadcasting System 
has appointed Wilmot Castle Co., 
Rochester, its exclusive’ sales 
agent for medical use of the in- 
dustrial color television system 
developed in its laboratories. Hoff- 
man Advertising, New York, will 
handle advertising and sales pro- 
motion. The system has been in- 
stalled, so far, at the universities 
of Chicago, Kansas and Pennsyl- 
vania. 
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Morning and Evening 
Newspapers Have Been 


Western Pennsylvania's 


\ 
\\ Second /y 
f A Metropolitan fy 
\\ District {> 
LY JOHNSTOWN 


Into One All-Day 
Newspaper 


On September 8, 1952, The Johnstown Trib- 
une (evening) and The Johnstown Demo- 
crat (morning) were combined into one 
outstanding all-day newspaper. Advertis- 
ing and subscription rates remain un- 
changed. To do an exceptional job in an 
exceptional market dominated by the high 
wages in its two principal industries, coal 
and steel, always include on your sched- . 


ules 


Ghe Cribune-Democrat 
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ANOTHER ONE-—Sterling Brewers  inc., 

Evansville, Ind., is the latest to use a mobile 

display. Beads simulate the flowing beer. 
Smith, Benson & McClure is the agency. 


John Gilligan Named 
RTMA Ad, PR Chief 


WasuincTon, Sept. 30—John F. 
Gilligan, v.p. in charge of adver- 
tising of Philco Corp. has been 
named as chairman of the new 
public relations and advertising 
committee of the Radio-Television 
Manufacturers Assn. 

Ellis L. Redden, director of ad- 
vertising for Motorola, has been 
appointed vice-chairman of the 
committee for advertising, and 
James M. Toney, director of pub- 
lic relations of the RCA Victor di- 
vision, has been named. vice-chair- 
man for public relations. 


es At the same time, RTMA an- 
nounced that A. D. Plamondon Jr.., 
who has been chairman of the 
board of directors, is assuming ad- 
ditional duties as president of the 
association. He succeeds Glen Mc- 
Daniel, who resigned as presi- 
dent. Mr. McDaniel has agreed to 
serve as general counsel of the 
association, however. 

Mr. Plamondon serves on a non- 
salary basis. Operations are under 
the direction of James D. Secrest, 
who has been named executive v.p. 


Orr Promotes Eleanor Accles 
Eleanor Accles, with Robert W. 
Orr & Associates, New York, since 
its founding in 1947, has been pro- 
moted to space and time buyer. 


ATTENTION 
ADVERTISERS! 


Add to the quality of 
your car cards, 
bus cards, calendars, 
price cards and 
point-of-sale displays 
by specifying 
FALPACO 
COATED BLANKS 


on your next job. 


_ FALULAH 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N.Y. 
MILLS — FITCHBURG, MASS. 
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How many turret lathes 


could you sell here? 


Hardly a likely prospect for metalworking sales, this placid 
residential district! But these homes were replaced just two years ) a 
ago with the modern machine works shown below. The same rapid 

expansion is happening throughout Metalworking America. 

Weed-grown fields, outdated homes and old buildings are turning 

into bustling metalworking plants. . . lucrative outlets for 

your products. This means a whole new market is being added 

to the hundred-billion-dollar metalworking industry. STEEL helps 

you reach this expanding market as it grows. Through its 

continuing up-to-date census of metalworking, STEEL keeps close 

tabs on new plants under construction . . . ferrets out the men 

with buying influence... reaches these executives through 

distribution that is carefully controlled. Ask the man from STEEL 

to show you how this fast-growing magazine keeps pace with 

the dynamic metalworking industry. 


The magazine of the men who 


Metalworking industry .. . 


It 


New addition to the Textile Machine Works, Reading, Pa. 


manage, operate and buy for the 
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Central Illinois Light Com- 
pany’s capacity is 3% Times 
Greater Than in 1938. More 
Power for Growing Industry 
Means More Buying Income 
.. More Retail Sales and 
More Customers for YOU! 


KILOWATT UNITS INCREASED 


367% 


To Serve Fast Growing Metro. Peoria 


235.000 bw 175.000 bw 91.000 bw 


250,000 


50,0001 PEQRIA JOURNAL STAR) 


Coverage Marie te Memes 


Covers All Peoriarea 


64.000 kw 


BEST for TEST 
in the Midwest. 


Represented Nationally by WARD-GRIFFITH CO.., Inc. 
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Prosperity Depends on What Can Be Sold, 
Keezer and Eppert Agree at ANA Meeting 


New York, Sept. 30—Two of the 
first speakers to address the 43rd 
annual meeting of the Assn. of Na- 
tional Advertisers agreed that fu- 
ture prosperity depends not so 
much on what we can produce, 
but on how much we can sell 

Dexter M. Keezer, director of 
the department of economics of the 
McGraw-Hill Publishing Co., ves- 


ANA Meeting 


terday predicted that “the econ- 
omic weather in the U. S. until 
mid-1953 promises to be quite 
comfortable,” barring trouble with 
Russia 

But after that, he continued, con- 
ditions will hinge on (1) whether 
business taxes are lowered soon 
enough and far enough, and (2) 
whether there is a bigger and bet- 


The Rustless Division ot Armco is stall another 
reason why busy, booming Baltimore is bigger 
and richer than ever. For here ts one of the 
most modern stainless steel plants in the country 
and the largest: plant devoted exclusively to 
stainless steel production. Beautiful stainless, 
the “glamour” product of the steel industry, 


finds an ever-increasing use and application. 


Metallurgist Gil Klingel (he’s an author, boat 
builder and sailor, too) works at Armco’s Rust 
less Division. He is helping to make Baltumore 
bigger and richer. Gil as one of 2,200) 2m 
ployees at the Rustless Plant. which ts working 
at full capacity and producing 102,000 tons of 
ingots a year. This is another big industrial 
operation that contributes to bigger, richer 


Baltimore's new spending power 


There's a ready buyers’ market tor all kinds of 
products in today’s Baltimore. And you can 
sell more-thar-half of Baltimore's tamilies when 
you include the largest evening and Sunday ci 
culation of The News-Post and American 1n 


your advertising plans. 


Gil Klingel 
and 


Armco Steel 
Build a 


Bigger, Richer 


Baltimore 


Baltimore News-Post 
ad American 


Represented Nationally by Hearst Advertising Service 
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ter job of selling than that to 
which we've been accustomed for 
many years. 


a “If our prosperity is to be sus- 
tained (after defense expenditures 
taper off), the salesman must start 
turning in an increasing!y vigorous 
job,” he said 

Mr. Keezer warned that the con- 
suming public is “so rich it can 
postpone the purchase of perhaps 
as much as 40% of everything that 
is produced without any immediate 
personal inconvenience. 

“This situation,” he continue! 
“makes the salesman the key cus- 
todian of our prosperity. Upon how 
effectively he does his job depends, 
at least initially, whether we have 
the greatest prosperity or the deep- 
est depression.” 


@ Ray R. Eppert, executive v.p. of 
Burroughs Adding Machine Co., 
told the ANA that effective mar- 
keting is the “most urgent task” 
in bringing consumers to spend 
their resources to buy the produc- 
tion of an expanded economy. 

Declaring that “the pressing 
question is not hew much can we 
produce, but how much can we 
sell,” he said that “the marketing 
job that lies ahead demands the 
fullest possible integration of ad- 
vertising with all activities in- 
volved in producing revenue. 

“Our plan for the future must 
enable us to accomplish five 
things,’ he said: (1) to foresee in- 
telligently our own_ corporate 
growth, (2) to develop and pro- 
duce the right products at the right 
costs in adequate volume, (3) to 
marshal manpower, in terms of 
both number of organization struc- 
ture, for maximum efficiency, (4) 
to devise the most effective meth- 
ods and techniques of distribution 
(5) to see to it that our financial 
resources are adequate to support 
the plan 


® “To do this planning job, we 
need information—and that pre- 
sumes market research. Next, we 
need an adequate research pro- 
gram. There must be a continuous 
evaluation of the advertising ef- 
fort. Management today looks to 
advertising for much more than 
persuasive copy and effective lay- 
out. Advertising management is 
called upon to provide objective 
guidance in defining goals. devel- 
oping plans and appraising re- 
sults. 

“We must never ‘freeze’ our 
ideas nor allow past experience 
or operations to influence us un- 
duly. Market conditions are con- 
stantly changing and distribution 
techniques cannot remain static.” 

Mr. Eppert also called for an 
adequate public relations program 
to “maintain the climate of con- 
fidence” necessary to attain maxi- 
mum distribution. He called such 
a program “indispensable to an all- 
out marketing effort.” 


Catholic Weeklies to Unite 

New England weekly Catholic 
newspapers are considering form- 
ing a permanent organization to 
secure national newspaper repre- 
sentatives to assist in lining up 
more national advertising. The 
group, when formed, will be 
known as the Catholic Advertising 
Bureau. Initial membership will be 
composed of the New England 
papers, but national Catholic 
newspapers throughout the coun- 
try will be asked to join when ac- 
tivity is stabilized. 


Famous Artists Name Garvin 

Charles A. Garvin has been ap- 
pointed advertising manager of 
Famous Artists Schools, Westport, 
Conn. He will operate from the 
New York office. Mr. Garvin for- 
merly was senior promotion copy- 
writer and a member of the gen- 
eral advertising planning board 
of the Doubleday Book Club. 
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SWEATER GIRL—Four-year-old Jeannette 

Markey of New York has won the title, 

“Miss Sweater Gir!, 1972.” This, however, 

is 22-year-old Jeanne Davis of Opp, Ala., 

who wos chosen as “Miss Sweater Girl, 

1952” for her ability to “look better in 
a sweater.” 


Edison Voicewriter 
Fits in Briefcase; 
Spread Opens Drive 


WEstT ORANGE, N. J., Sept. 30— 
Thomas A. Edison Inc. will use 
“the biggest advertising send-off 
ever given a dictating instrument” 
when it introduces its new V.P. 
Edison Voicewriter in about three 
weeks. 

The V.P. is 2%” high and the 
length and width of a standard- 
size file folder. It can be carried 
in a briefcase or tucked under the | 
arm. Because of its uniqueness, | 
Edison hopes to open up a vast) 
new market for the use of dictating | 
instruments. 

V. P. will be introduced at the 
National Business Machine Ex- 
position, Oct. 20, with advertising 
breaking about the same time.) 
Combination spreads—one page 
b&w and the second in four colors 
—will run in Business Week, Dun’s 
Review, Fortune, Newsweek and 
Time. Additional advertising will 
consist of spreads and b&w pages 
in these and possibly other publica- | 
tions. Green-Brodie Advertising, 
New York, is the agency. | 


s The machine, which can be con-| 
verted to a transcriber and runs on | 
any current, is priced to sell below | 
the market, according to the com-| 
pany. Actual selling price is un- 
determined but it is expected to 
be around $350 plus tax. 
Voicewriters record on Edison’s | 
“diamond discs,” which can be| 
used interchangeably with other) 
Edison equipment, including the 
company’s Televoice system. 


Miner Rubber Promotes Line 
Miner Rubber Co., Toronto, will 
feature women’s Winto-lace and} 
Pixie overshoes in its fall promo- 
tional campaign. Other products | 
promoted will be Krimpon men’s 
sole rubbers and the Warmfoot 
and Snuggie lines of children’s | 
overshoes. Copy will appear in 
rotogravure sections of two Eng-| 
lish weekend papers. Fuil-page ads | 
in five trade publications will ad- | 
vise dealers in advance of the cam-_ 
paign, which begins in November. 


Appoints Eugene Downey 
Eastern Color Printing Co., New 
York, has appointed Eugene V.' 
Downey assistant to Harold A. 
Moore, sales manager of the com- 
pany. Mr. Downey formerly was 
eastern sales representative of the 
Chicago Sun-Times _ syndicate, 
with headquarters in New York. 


Mennen Co. Moving 

Mennen Co., located in Newark, | 
N. J., since it was founded 75 years | 
ago, will move to a new plant in| 
Morris Township about the first of 
the year. The new plant will con- 
solidate office, manufacturing and 
warehouse facilities under one 
roof. 


Kudner Appoints London 

Bernard London, formerly a 
sports and special events direc- 
tor at CBS, has joined Kudner 
Agency, New York, as producer 
for the General Motors sponsored 
NCAA college football schedule 
over NBC-TV. 


Sterr Joins Henry A. Loudon 

Gilbert A. Starr, formerly an 
account executive with Chambers 
& Wiswell, Boston, has been 
named merchandising director of 
Henry A. Loudon Advertising, 
Boston. 


? 5 Rt 


Springfield Papers Hike Price 

The Illinois State Journal, 
Springfield morning paper, has in- 
creased its price from 5¢ to 7¢ for 
daily editions, and will be followed 
in this move by the Illinois State 
Register, the city’s afternoon 
paper. Both will raise their Sun- 
day price from 10¢ to 12¢. 


Paige to Head Dallas Office 
Joseph J. Paige, presently a 
major in Air Force Intelligence, 
will become manager of the Dallas 
office of John Budd Co., news- 


|paper representative, on Oct. 1. 


Lew itm Rae 
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Using in Selected Areas! 


THE AD-VER-TIS-ER, INC., FORT WAYNE, INDIANA 


Advertising Typographers 
Association of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 

George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 

LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

MINNEAPOLIS, MINN. 
Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Warwick Typographers, Inc. 


SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s Acme Press 
of Seattle 


According 
to the Lode 


A marked difference between the Advertising Typographers 
Association of America, Inc., and just another alliance of type- 
setters is found in a 14-point Code of Ethics to which all members 
subscribe. This code is your assurance of lowest costs and highest 
service. It explains why the ATA member is glad to save you 
money on your composition. He is simply carrying out his pledge 
to ‘test every transaction by the standard of truth and justice."’ 
He promises you to base his charges on ‘'a fair profit plus a safe 
reserve commensurate with the risks involved and foresight 
exercised.'’ What can be more straightforward than that? 


Since its organization over a quarter of a century ago, ATA 
has been demonstrating successfully that the Golden Rule will 
work in business. You'll find it a great satisfaction to place your 
typographical problems in the hands of folks who are always 
looking after your interests. You have no idea how this simplifies 
matters when the job is marked ‘'Rush."’ At all other times too. 


Along with this firmly established reputation for square deal- 
ing, ATA offers you the most expert craftsmanship, finest materi- 
als, latest equipment, widest range of type faces, and a plant 
designed along time and labor saving lines. What they offer, 
they deliver. That's in the code. 


It you have never used ATA service, the time is ripe for con- 
sultation with your nearest member. Just pick up your phone 
and invite him over. He will explain ATA’s constant striving to 
reduce job time and eliminate costly extras. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 
JERRY SINGLETON, Executive Secretory 
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PS...-and about beauty products: 


Fawcett’s TRUE CONFESSIONS & MOTION PICTURE, reaching a 
SELECTIVE audience of over four million YOUNG women, play a key 
role in the advertising plans of most cosmetic and beauty advertisers. 
If women under 35 are essential customers for you, TRUE CONFES- 
SIONS & MOTION PICTURE can do a tremendous selling job for you 
as they do for leading cosmetic and toiletry advertisers. 
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About food: 


Established brands like Armour, Quaker Oats, Heinz, Aunt Jemima, and my 
Sunshine Biscuit are vitally concerned with the importance of reaching i" 
newly established families, women just getting started in the business of 
home management, just now deciding what brands they will use. These im- 
portant food advisers and many others find TRUE CONFESSIONS an efficient 
and economical means of getting a head start with many of America’s * 
youngest families. 


About cleaning products: 


Big, young, wage earner families are an important market for cleaning ‘ 
products-—one that demands special coverage through the kind of magazine » : ns 
they prefer. For example, only about 10°, of TRUE CONFESSIONS’ readers _ 
can be reached through the largest woman’s service magazine, Ladies’ Home ; 

Journal, less than 13°; read Life, the largest weekly. Advertisers like Tide, : 
Fels-Naptha, Linit and important soap advertisers, too, have found TRUE id 
CONFESSIONS an effective means of covering this vital hard-to-reach market. » 
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About baby products: * 


Among the nation’s most selective advertisers are manufacturers of baby ‘ 

foods. Almost every leading national baby food advertiser has appeared in ot 

TRUE CONFESSIONS during the past twelve months. x 
If you are after families with young children, Starch reports that TRUE 5 

CONFESSIONS has the highest percentage of families with young children 

of any magazine studied —with the exception of Parents’ magazine. 


rue : “a pee At the Newsstands— 
Onfessions [Retin 
woman’s magazine. 


NEW YORK- CHICAGO+ DETROIT 
_ LOS ANGELES + SAN FRANCISCO 
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PuiLapeLput1a, Sept. 30—Sales 
engineers should play a dominant 
role in helping their agencies eval- 
uate what the agency is doing for 
them and their company so that 
the agency can take advantage of 
reports from the “firing line” to 
help promote product sales 

So advised Foster A. Babcock, 
v.p. of Hening & Co., in discussing 
How Industrial Advertising Can 
Help You” at a meeting of the En- 
gineers’ Club of Philadelphia. 

Stressing that engineers 
are the eyes and ears of an in- 
dustrial company, the agency ex- 
ecutive declared that, if these en- 
gineers do not report to their home 
offices what specific publications 
doing for them, there is a 
danger that space in certain of 
these media may be dropped. Thus, 
their own neglect, the sales 
engineers may lose some of their 
most powerful sales tools 


sales 


DY 


® According to the speaker, there 
are three phases to industrial ad- 
vertising—advertising which sells, 
public relations and_ publicity 
which sells the company, and tech- 


nical literature which explains 
product applications. It is the com- 
plete integration of these three 


“pb. es which generally provides a 
S¥ccessful campaign for an indus- 
tfial company. The basic reason 
for this integration, he added, is 
that sales to industry are usually 
Ap itiple sales. 

“The advertising agency's role 
is that of interpreter,” he said, “to 
pfesent the product in terms un- 
dé@rstandable both to engineers and 
to management.” Copy must be 
MBither too technical nor too 


fl@wery, he added 


ore 


Pa a ns 


BToo often, however, according 
fo Mr. Babcock, the idea is never 
6G municated to the potential cus- 
tomer because the flowing prose 
Of the copywriter explains little 
Or nothing of the benefits to be de- 
rived by using the product. On the 


other hand, the “poor potential 
customer will need at least a copy 
of Marks’ Mechanical Engineers’ 


Handbook, plus a collapsible slide 
rule, to evolve the meaning of dry 
engineering data.” 

Closer cooperation between the 
engineers and even the copywriters 
ean overcome such difficulties, the 
speaker stated. An engineer should 
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Agencies and Sales Engineers Must Work 
Together on Copy, Media List: Babcock 


supply an agency with complete, 
accurate data. Then it is up to the 
agency to break this down into 
sound selling points. 

Only after good solid copy and 
lots of facts are combined should 
the proper media be selected. After 
that sales engineers must continue 
to work with their agencies to pro- 
duce the proper follow up, Mr. 
Babcock explained. 


RCA Gets Noma Stove Unit 


Negotiations have been con- 
cluded for the acquisition of Es- 
tates Stove Co., Hamilton, O., a 
division of Noma Electric Corp., 
by Radio Corp. of America. The 
amount of money involved was 
not disclosed. 


Pontiac Appoints Leighton 

Ralph W. Leighton has been ap- 
pointed assistant to the general 
sales manager of Pontiac Motor di- 
vision of General Motors Corp., 
Detroit. He succeeds Walter I. Gib- 
son, who has retired. 


Smith to Boston Varnish Co. 


Renshaw Smith Jr., formerly 
v.p. and sales manager of Devoe 
& Raynolds, paint manufacturer, 
has been appointed to the new 
post of executive v.p. and general 
manager of Boston Varnish Co., 
Boston. 


Kessel Heads Adam Hat 

Lawrence R. Kessel, a director 
of Adam Hat Stores Inc., New 
York, has been elected president 
of that company. He will also con- 
tinue as assistant to the president 
of Graham-Newman Corp. 


. “ — —— 
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Nettere Joins J]. of C. Staff 


Fred L. Nettere, formerly with 
the Wall Street Journal, where he 
was in the Dow-Jones ticker de- 
partment, has joined the advertis- 
ing staff of the New York Journal 
of Commerce. Mr. Nettere will 
specialize in national industrial ac- 
counts. 


Graber Gets Ad, Sales Post 

Larry Graber, advertising man- 
ager of Old Monastery Wine Co., 
New Haven, Conn., since 1940, has 
beén promoted to national sales 
and advertising manager. 


For the best spot, at the right time, at the right place 
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Youner Opens Own Agency 

David Youner, formerly with 
Shephard & Edwards, New York 
agency, as production manager and 
account executive, has opened his 
own agency, David Youner & As- 
sociates. The agency is located at 
33 W. 42nd St., New York. 


Fox Head Appoints Rystrom 

Frank Rystrom, formerly assist- 
ant public relations director of 
the Miller Brewing Co., Milwau- 
kee, has been named general sales 
manager of the Fox Head Brewing 
Co., Waukesha, Wis. 


ET... ; : 
Ae 4 5 F 9 * at 
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Clare Copeland Joins CKWX 


Clare Copeland has joined Sta- 
tion CKWX, Vancouver, as assist- 
ant to the sales manager. Mr. 
Copeland formerly was associated 
with All-Canada Radio Facilities, 
Toronto, first at the Toronto office 
and later as station representative 
and program salesman at Montreal. 


Blackhawk Names Terrence 
Blackhawk Mfg. Co., Milwaukee 
manufacturer of wrenches and 
hydraulic jacks, has appointed 
Harry A. Terrence v.p. for manid- 
facturing and industrial relations. 


Huntley Joins Ohio Agency 


Leston Huntley, formerly a Chi- 
cago and Oregon advertising man, 
has joined the Folks on Gospel 
Hill, a division of Jay H. Maish 
Co., Marion, O., agency. Mr. 
Huntley will be v.p. and creative 
director. 


Adman Joins McAusland & Co. 

Lawrence L. Russoniello, for- 
merly with Aldridge Associates 
and Al Paul Lefton Co., Philadel- 
phia agencies, has joined John R. 
McAusland & Co., Philadelphia 
agency. 


KOMA Moves to New Studio 


Station KOMA, Oklahoma City, 
has moved from the Biltmore Hotel 


to its new $250,000 studio near 
Oklahoma City. The new building 
has been designed for television 
operations which are expected to 
begin within a year. 


Mulcahy Joins Kitzing Studio 
Thomas M. Mulcahy, formerly 
with Burke & Dean, Chicago com- 
mercial photographer, has joined 
the sales staff of the Kitzing Studia 
and Workshop, Chicago designer 
and builder of trade show exhibits. 


” » emanceanan ge ION, 


than others 


Whether it’s a doodle or a Dali—everyone has his own ideas about 
art. But before drawing any conclusions about spot radio— 


call your NBC Spot Radio Salesman. 


He will show you how the coverage patterns of the six radio 


~~ 


stations represented by NBC Spot Sales encircle 35% of all 


U.S. radio homes. And how they deliver over one-third of a million 


more homes per day than any six competing stations covering 


the same markets. 


(BMB). 


representing 
RADIO STATIONS: 


WTAM Cleveland 
KOA Denver 

wre Washington 
WNBC New York 
WMAQ Chicago 

KNBC San Francisco 


representing 


TELEVISION STATIONS: 


Your NBC Spot Salesman is a man you should know better... 


Los Angeles 


Chicago Cleveland 
Denver 


he will be glad to help you turn your radio spot campaign 
into a media masterpiece. 


SPOT SALES 


40 Rockefeller Plaza, New York 20, N.Y. 


Washington San Francisco 
Charlotte* Atlanta* 


* Bomar Lowrance Associates 


NBC 


wPeTz 
WwBZ-TV 
WNBK 


Philadelphia 
Boston 
Cleveland 


WNBW Washington 
WRGB  Schenectady- 
Albany-Troy 
WNBT New York 
WNBQ) Chicago 
KNBH Los Angeles 


23 
4-Page ‘Life’ Ad 
Plugs Rexall Sale 

Los ANGELES, Sept. 30-——Rexall 


Drug Co. will use a four-page color 
insert in the Oct. 13 Life to spear- 
head the largest advertising pro- 
motion of its 1¢ sale in the 39-year 
history of the event. 


In addition to the Life insert, 


spreads will run in Collier's, 
Farm Journal and The Saturday 
Evening Post timed to hit the 


stands just before the saie, which 
extends from Oct. 15 to 18. 

Rexall will also devote the entire 
commercial content of the Oct. 5 
and Oct, 12 programs of “Amos ‘n’ 
Andy,” which it sponsors Sunday 
nights on CBS Radio, to promote 
the sale. All the 10,000 Rexall 
stores will back the campaign with 
heavy local promotion in newspa- 
pers and circulars. 

The company began its use of 
national magazines for the l1¢ sale 
in the fall of 1949 

Batten, Barton, Durstine & Os- 
born, Los Angeles, is the agency. 


Decorators 
prefer 
House 


& Garden— 


i 
{ 
b 


% i 
voted H & G the “Best Authority? 


among non-professional ; 


home magazines — 


% 
more votes for H & G— 


than for the next highest among 


all home service magazines 


July, 1951 


Survey 


House 
& Garden 
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1 Cluett, Peabody for Arrow... Using 
1-color back covers for three years for Arrow 
Gabanaro sportshirts . . . have now added 
another product, Arrow shorts, in Quick. 


2 Reliance Manufacturing Company 
for Yankshire Sport Denims 
. . . "Results well beyond expectations.” 

A repeat advertiser in Quick. 


3 Knothe Brothers for Expanso Belts 

. . ."T'wo to three times more requests than 

from any of the other five magazines used.” 
A repeat advertiser in Quick. 


4 Brentwood Sportswear for Hobby 
Jeans... “Amazed at the flood of consumer 
inquiries that poured in.” 

A repeat advertiser in Quick. 


5 Adler Company for Adler Sport Socks 
.. “More consumer inquiries from Quick 
than from any other publication in the im- 
pressive list.”” A repeat advertiser in Quick. 


6 Knapp Brothers for Aerotred Shoes 
.. ."Number of inquiries practically double 
any of the other leading magazines. ..cost per 
inquiry lower.” A repeat advertiser in Quick. 


7 Brown Shoe Company for Pedwin 
Shoes .. . Find Quick the best-pulling 
magazine they’ve ever used, 

Pedwin campaign exclusive in Quick, 


WORLD IN YOUR HAND 


Circulation 1,265,000 Guarantee effective October 1, 1952 


| UN RE ig ea ae’ 


race MENSWEAR 
FOR EXAMPLE... 


success after success 


for advertisers has 


boosted menswear pages 


in Quick 30%" 


*First nine months 1952 us. same period 1951 


GARDNER COWLES 
EDITOR 


capi - a é : peat Fc 
- Sas ie Tore eee one > ee ee ae re Ce ae a Rees a. <0 ee : hong 
c i F Ei ; 33s ae 
a ye oe 
a ‘ 
. 
4 to ee ade 2 
as on : : & os ‘ : hn ‘ & er : | 
e ie a 
= : a 
dete irs 
ae. . ; ae : | 
et ; ef n rc aye ; ¥ j Bae oa 
s - pee : ™ beh 
‘ { q Q he oe os . 3 ae Spatde aes 
a 2 aie 5 : ; ye ak ' Best: ie ‘ { ; AF pat ea eg 
4 = , ee eo Bri tre saaa exits 7 Paks 24 See q Fak, every 
* | - 
f ; E 
a) : mA 
is o “¢ 
pore os : 
E eS 
a 6.2 
¥ ae 
ie > : 
Bo 
. ond 
3 ; ——_———— 7 7 liaath a 
a = 
; — 
ee a | = 
‘ < a 4 
: Bean ¢ 
— 
bs eee ; mS 
ig : o> ao 
} i ie 
ik :] Se os a 
pre NEw a 
| WEEKLy ee 
{ * Ocr 6 —— tas Pete 
a *°, 1950 SS a 
Pa. ¢ ig 
e rope 
¥ ie 
a. } * : a 
eu Rig nS 
i. aes Fe + ae crea | 
i { aay on © Sey 
ha Pec, . _ t : ; ; 
a a Sk. 
| 7M WORLD sep 2 ee 
j D : iit Waar Ug ere i eo 
2 es the ee ie | 
F yy . San 
Best ena x 
: °am w; ey Se jee 
re Re ot Fs: eae i ‘ ae 
; in ? car recom 2 i y 
C. 6 
tf ieee om Ke ; ‘se 
{ See ane) . ROBINSoy —— ‘ % : 
a ; San 
oa ai Deer 
ae ' eta ee 
a aa 
: ee Como Pe 
a f . » 
back . Xe She 
a re ; j enone 
Le |, ee aaa Pr a al, eS ae Peon 9) Saari tS ; pes Ne ee Soe! A ie oe ae ae Aes yiad Se oy (se i beg ae 
Rio ke am a 3 SRR Se oS ee ON, eee ia Bee Fema ges ae ee emia Gre a 
“ = re ee : eC eee OS pe ele de 1 eS ee en 


Fe SP 


Neale Joins Peter T. Wolf 


Billy Richard Neale, who has 
operated both as a free lance art- 
ist and with several Texas agen- 
cies, has been named art director 
and an account executive of Peter 
T. Wolf & Associates, Longview, 
Tex., agency. 


Resigns as WLEU Executive 

V. Hamilton Weir, general man- 
ager and v.p. of the WLEU Broad- 
casting Corp., Erie, Pa. has re- 
signed after 19 years in the post. 
Following a brief vacation, Mr. 
Weir will decide on a new post in 
the TV-radio field. 


* 
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SERVICEMEN & WOMEN 
and their dependents 
ALL OVER THE WORLD 
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DETROIT 


Slichter Sees 
No Recession 


for Some Time 


Seller’s Market Should 
Continue 9 to 12 More 
Months, Economist Says 


Boston, Sept. 30—The U. S. will 
have a moderate seller’s market 
during the next 9 or 12 months, 
according to conclusions drawn 
from a detailed economic analysis 
made by Prof. Sumner H. Slichter, 
Lamont Professor at Harvard Uni- 
versity. 

The noted economist presented 
his findings to members of the Na- 
tional Hardware Lumber Assn. 
meeting here last week. 

The observations that led Prof. 
Slichter to his prediction were: 

1. The peak of defense spending 


will not be reached for six to nine 
months. 

2. Employment and pay scales 
will continue to rise. 

3. The annual] rate of outlay for 
consumer goods, which was 5% 
($10.5 billion) higher in the sec- 
ond quarter of this year than in 
the same period of 1951, will prob- 
ably be up “at least” another 5% 
in the second quarter of 1953. 


® He claimed that defense outlays 
will level off “about the middle of 
1953” and will continue for ap- 
proximately two years at the an- 
nual rate of $60 billion. When the 
“slide off” comes, “it is likely to! 
be not less than $5 billion a year} 
and not more than $10 billion,” he | 
predicted 

There are several reasons why 
he does not foresee galloping prices 
in the near future: 

1. The gain in U. S. productive 
capacity will keep pace with the 
rise in defense goods output. 

2. Diversion of industrial funds 
into plant and equipment projects 
will level off rather than increase. 
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3. Since the marriage rate is 
dropping (8.5% fewer marriages 
during the first half of 1952 than 
from January to June, 1951), and 
dwelling unit construction is run- 
ning approximately 55% ahead of 
the increase in the number of fam- 
ilies, residential building is likely 
to drop, although not greatly. 

4. Consumer industries, embar- 
rassed by large inventories last 
year, will probably shy away from 
‘speculative accumulations” of in- 
ventories. Defense inventories by 
now are “pretty well built up.” 

5. Expenditures of state and local 
governments will increase only 
slowly. 


# But consumer demand will con- 


{tinue to rise, “partly because em- 


ployment will slightly increase, 
partly because rates of pay will in- 
crease, and partly because the pro- 
portion of disposable income spent 
on consumer goods will not drop 
and is likely to rise.” 

He attributed the last reason to 
a combination of high personal 
savings, relaxed credit controls and 


per 


4 


1] 50 Ibs. 
(] 25 Ibs. 
[} 10 Ibs. 


How many pounds 
are pork chops? _ 
KES 


\s vou see them at your meat store, pork 


chops are simply a choice cut of meat with a 


neat little handle of bone. 


But as the meat packer buys them, pork 


chops are part of a “package” that includes 


many less popular cuts as well as a lot of 


weight that isn’t “eatin® meat”. 


\ porker that weighs-in at the meat 


packing plant at 210 pounds, shows 


up at your retailers as 115 pounds of 


fresh and smoked pork products and 


35 pounds of 


lard. Only 150 pounds 


altogether. And only 10 pounds of 


{WERICAN 


Headquarter s. Chicago ¢@ 


VE 


this are center-cut pork chops. 


That's why you pay more for pork chops 
than for most other cuts of pork. For the 
price of each cut of meat (like the price of 
just about everything else!) is determined 
largely by how much there is of it and how 


much people like it. 


Economists call this the law of supply 
and demand. Women call it “shopping”. 
They compare, pick. choose. In a free mar- 
ket, their choice of the available supplies 
sets the values—whether it’s in pork or 


peaches; beef or bananas. 


{T INSTITUTE 


Members throughout the U.S. 


| greater variety of consumer goods. 
Prof. Slichter noted that maturi- 
ties of Series E bonds will be more 
than 46% greater in ’53 than dur- 
ing this year. The figure for 1954 
will be 10% above that for 1953. 
Despite these facts, and the steadi- 
ly increasing expenditures of state 
jand local governments, he said 
| that consumer demand is likely to 
fall after the middle of 1953 unless 
|the proportion of income spent on 
| consumer goods rises 


! 
|@ The reason, he claimed, is the 
continuing slow decline of residen- 
|tial construction and the more 
|rapid decrease in capital expendi- 
| tures of industry for plant and 
|equipment. However, anticipation 
|of personal tax cuts, he added con- 
|solingly, might well increase the 
| proportion of spending to income. 
In a long-range forecast—for 
the fall of 1954 when defense ex- 
penditures will begin to drop off 
—Prof. Slichter ventured that any 
recession accompanying the “slide 
off” would be “mild.” 
By that time, he said, state and 
local public works projects will be 
| carried on at a rate making up for 
|the losses in defense work. Also. 
| product research and the tech- 
nological gains made in connection 
| with defense work will offer new 
investment opportunities. 


} 
'm Prof. Slichter stated that im- 
provements in consumer goods 
|“can be fairly significant” by the 
beginning of 1955. This fact, plus 
likely tax reductions offsetting a 
decrease of “well over a billion 
lin Series E bonds maturing,” 
|should sustain consumer demand 
|during that year. 

| Since the rate of deceleration in 
| defense spending “is pretty much 
| within the control of the govern- 
ment and can be adjusted to 
changes in economic conditions,” 
Prof. Slichter pointed out that the 


timing of the defense slowdown 
could be altered by the govern- 
ment to help avert a serious re- 


cession 


| California Newscasters Elect 

George Martin Jr., newscaster 
and narrator of NBC’s “Top 
Story,” has been elected president 
of the Radio & TV News Club 
of Southern California. Other of- 
ficers elected are Sam Zellman, ra- 
dio news editor for ABC, v.p., and 
Anne Davis of NBC’s news and 
special events department, secre- 
tary-treasurer 


Ketner Resigns as Lever V. P. 
David C. Ketner, for the past 
18 months advertising v.p. of the 
Pepsodent division, Lever Bros. 
Co., New York, has resigned his 
post, effective some time in Octo- 
ber. With the company for more 
than five years, Mr. Ketner plans 
to go into business for himself. 


The company has not yet named 
a replacement 
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Owen Richards, — for dairying and its prod- Pre-test the 


Mr. Will told AA that a succes- ~ 

sor to Mr. Richards will probably Cc a 
ee Lass " a ay 
Dai Assn La Rosa Starts Drive; ar et ® 
Iry ° |Switches to Newspapers 


| V. La Rosa & Sons, New York, 


Cuicaco, Oct. 2—A broom has} wij] start a newspaper campaign Solve the problem with a Test Campaign in Canada’s 
gone through the American Dairy| Oct. 2, utilizing full pages in 58 
Assn. office here, sweeping out! newspapers in the food company’s : . ats . 
Owen MM. Nedhaeds- 00 quantal sxan~| maeieting ance. : most responsive and co-operative Test Market 
ager and three of his top aides. Copy will stress research into 


Mr. Richz is —_ calories and protein contained in re) re) d S ’ h oO e 

ir Richards is the first and) {i %Smpany’s macaroni proauct. | LONDON and Southwestern Ontario 
only general manager the ADA has REY i ditorial-ty ; 

. -ver had. He announced his resig- The switch to editertal-type cacao 
paint lingerie STeSI£-| entation led to the company’s . 
nation yesterday, transfer into newspapers. It has Let us tell you about it 


effective Dec. 31. been a radio and TV advertiser. 


At the same Kiesewetter Associates, New York, Ly ( ‘ 
" a ee | ft HJ ondon ret CSS 
Lag | I 


time AA learned 
Emerson Buys NBC Tandem Western Cutario’s Poremest Meuspuper 


the following 
people left ADA 


on Tuesday: Mrs. Emerson Drug Co., Baltimore, 
Ella Nisja, home | has signed as a participating spon- ’ 
servic irector; |sor in NBC’s new radio Tandem ily* + ’ Ste arc’ 5? ° 
a eee \Plan, The company will share 84,200 Da Publishers Statement, March 3 Ist, 1952 Write C. G. Fenn 
ah merchandising commercial time on “The Red AA-4 M 
i di aM |Skelton Show,” “Barrie Craig” Adv. gr. 
irector, and Mrs. and “The Judy Canova Show.” 
L. A. McMahon, 56, m. Richards |Lennen & Mitchell is the agency. | 


office manager. salieiaeuitaiel 
Untouched in the house cleaning 


was Russell Frost, research direc- Everybody knows where the 


tor. 


® The extent of the upheaval can 44 44 
be measured by the fact that ADA Golden Gate 
has a paid staff of only about ten 
persons. Until these positions are 
filled, much of the publicity and kb ¢ d b 
merchandising will be handled by can e oun eee ut 
ADA’s agency, Campbell-Mithun. 
ADA is the major advertising 
force for the dairy industry. When 


the organization was founded in e 0 rod- 
1940, Mr. Richards operated on a do all your prospects know where your p i 
$270,000 annual budget. Today it ucts or services are sold? You can make cer- 
ace gr ya og tain they do by using national Trade Mark 
been set (AA, March 31). Service in the ‘yellow pages’ of the telephone : 
No one was talking much about dire : 
the shakeup, although the gen- tory. | 
= — = Pega ton egg National Trade Mark Service lets you feature } 
situation. At Campbell-Mithun, your trademark or brand name in the ‘yellow : 
account executive Lester Will said 9 : 
the changes will in no way affect pages’ over the names, addresses and tele- t 
the advertising policies of ADA. phone numbers of your authorized dealers. 
@ The bulk of the dairy association This ties your dealers in with your national 
advertising goes into national — brand advertising . . . helps insure you against : 
azines. In 1951 it also spent $205,- , ‘ 
232 in network radio and $86,820 in brand substitution . . ° helps prospects find 
network television. your dealers quickly and easily. i 
ADA’s principle forte has been : 
; related food merchandising. It National Trade Mark Service is a time-proved : 
eo claims “a consistent record of $12 < A i ‘ 
i invested in promotion by others selling service ...and it can help 
nq for every $1 invested by the dairy you develop maximum gales 
: farmers through their ADA ad- : 
vertising.” results in all your markets. Ask 
Mr. Richards released the fol- your Trade Mark Service repre- 
( lowing statement on his resigna- je ‘ Z 
tion: sentative how it can be specially 
“It is my sincere hope as I ten- fitted to vo needs 
der my resignation that the im-| % — anywhere 
‘ print of my devotion to the ADA in the USA. 


movement and all it stands for will 
4 last until the end of time. While 
q this action may come as a surprise’ 
to many, great progress in the 
future is to be expected from this 
q nationwide movement that is the 
finest business program ever put 


mm NEGROES SPEND 
me = $15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 

wealthy market—reach Negroes the way 

they want to be reached—through their 

: own Race publications—the newspapers 

ae and magazines they welcome into their 

A homes and read constantly. Negroes are 

y intensely loyal to the advertisers they see 

: in their own publications—give this mar- 

ket an urge to buy that they'll respond 

to! Stop overlooking $15 billion—Negroes 

buy what you sell—if they read about it 

in their own publications! For full details 

write Interstate United Newspapers, Inc., 

<4 545 Fifth Ave., N. Y., serving America’s 
: ’ leading advertisers for over a decade. 


ONE EXAMPLE: for a publication that sells 


j the cream of this rich market, you can't best For further information call your local telephone business office, A 
a section. and news section help make it Amer: or see the latest Standard Rate and Data (consumer edition) 


lca's most complete weekly newspaper. Tell the 
Negro—you'll sell the Negro! Act now! \ 
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Sweeney Lists Radio's 


Mi.waukes, Sept. 30—Kevin B 

v.p. of Broadcast Adver- 

tising Bureau, sees a great new era 

ahead for radio advertising—after 

the industry has gone through “an- 

two years of purgatory to 
away all its sins.” 

Mr. Sweeney undertook to fore- 
tell the future of the medium he 
represents in an address before the 
advertising club here 

Predicting a $250,000,000 growth 
in radio advertising in the next 
five years, he estimated that sound 
broadcasting’s advertising volume 
will hit the $1,000,000,000 mark by 
1957 


Sweeney 


othe 


cieanse¢ 


This expansion will be partly 
due to retail] business, he said 

“Radio broadcasting is making 
itself over, adjusting to the new 
competitive situation with such 


rapidity as to be almost unbelieva- 
ble.” the BAB executive stated 
“And in the course of remaking it- 


self, radio will have a profound 
effect on all marketing.” 
e Mr. Sweeney told the admen 


that television's emergence merely 
crystallized some of the problems 


« 
wm nes 


already inherent in the radio busi 
> The seven sins which may keep 
Bedio in purgatory for another two 
years he listed as 

1. Doing business with too few 
@@vertisers 


2. Competitive selling within the 
ifdustry 

3. Manufacturing and re-manu- 
facturing the type of pro- 
gfams 

4. Wet-nursing television into a 

ong competitive position 
Falling prey to the program- 


same 


c 


> By 
thers 
6. Expanding too quickly—trip- 
fing the number of stations in three 
"years 
i. Reacting sluggishly when the 
Challenge to radio became evident 
Now “well on its way to washing 
@way all these sins,” radio will 
@merge stronger than ever from the 


Period of rate stabilization, the 
BAB official said 

@ Other predictions included in 
Mr. Sweeney's five-year forecast 


fo. radio are 

There will be more radio sta- 
tions by an appreciable margin 
than there are now and a higher 
percentage of them will be oper- 
ated profitably 


WILL 


YOUR NAME 


BE REMEMBERED? 


Yes with friendship 
ond esteem, for a long 
time, if you place your 
name and business on 
ao Gits Quolity Plastic 
Product. The cost is 
small — the value high 
You have o wide selec 
tion of items to choose 
from, ranging from 
$3.00 per 1,000 to 
$10.00 per item 


a 
& OST) 
aha / 


——— -GITS MOLDING CORP. antes 


4646 W.) HURON ST. CHICAGO 44, ILL. | 
Piease send me catalog and price list 
of Gits Quality Plastic Items. | 
NAME ; | 
COMPANY | 
ADDRESS ! 
city ZONE... STATE | 


Please also send suggested ways for | 
using Gits Advertising Specialties and 
Novelties 
Our business is | 
We sell direct to consumers, [| jobbers, | 
CO deslers, ) manufacturers, j 


Seven Deadly Sins, 
Predicts $250,000,000 Growth in 5 Years 


of radio stations 
programming— 
classical music, Negro, hillbilly, 
foreign language, all news—will 
exceed the number of stations do- 
ing a general diversified type of 
programming.” 

Stations will know 
“what makes advertising 
tive,” he added 


number 
specialized 


“The 
doing 


more about 
effec- 


Nearly two-thirds of all the 


homes in the country will have 
three or more radio sets and near- 
ly 90% of the automobiles will 


be radio equipped, compared with 
the current 30% and 70% figures 
respectively. 


AMA, UofC Plan Seminar 


The Chicago chapter of the 
American Marketing Assn. and 
the University of Chicago this 


fall are sponsoring a special sem- 


Two Join Cleveland Agency 


Henry Eaton, formerly editor of 
the material handling magazines, 
Flow and Flow Quarterly, and 
John Dix, previously art director 
and manager of the advertising 
service of Industrial Publishing 
Co., Cleveland, have been named 
officers of Advertising Associates, 
Cleveland agency. Lee Spero also 
has been made an officer. Miss 
Spero has managed the agency 
since the recent death of Frederick 
A. Van Fleet, former head of the 
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jveys in Marketing.” J. Stevens 
Stock of McCann-Erickson, for- 
merly opinion consultant with the 
Army, will conduct the sessions. 


Atlanta Adclub Elects 


Julian DelaPerriere, head of 
Acme Advertising, has been 
elected president of the Atlanta 
Advertising Club, Other officers 
elected are Tom Cooper, manager 
of Southern Engraving Corp., v.p.; 
Abe Weinstein, advertising man- 
ager of Orkin Exterminating Co., 


inar, “Attitudes and Opinion Sur- company. 


secretary-treasurer. 


How these 4 people can help you 


A MAGAZINE EDITOR... John Patterson, of The Pittsburgh 
Press Roto Magazine, one of Mighty METRO’S 28 editors 
across the country . . . Editor Patterson knows Pittsburgh 
like the back of his hand. He also knows that what in- 
terests his readers most is themselves 
their friends. When he puts his fine Sunday METRO 
Magazine together, he does what the other 27 Metro 
editors across the country do: he uses many articles and 
pictures of local interest. He'll help you sell goods be- 
cause he makes his magazine not only the most widely 
read in the Pittsburgh area, but also the best read! 


MNeling str peg se 


ad. 


their community, 


Himsa! 


A WEE WADER ... Harry Sill, 3, of 107 Craighead Street, 
Pittsburgh. His picture was on a recent cover of Mighty 
METRO in Pittsburgh. Little Harry will not personally help 
you sell goods in Pittsburgh. But when Pittsburgh readers 
picked up their copies of Metro and saw him on the cover, 
they felt at home with the magazine, they felt a closeness 
that they don’t feel with other mass magazines. Many 
readers knew this Pittsburgh lad or his folks — and they 
knew other Pittsburghers featured inside the magazine. 
And so, as every week, across the country, Metro is read 
with great interest and a sense of belonging. 


MIGHTY METRO — with the 
world’s largest magazine 
audience—is an advertising 


dium 


ATLANTA Journal-Constitution Magazine 
BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section 


Sunday Magazines, 
is 
owned, edited and distri- 
buted by a leading Ameri- 


of which 


d of 28 BUFFALO Courier-Express Pictorial 
each CHICAGO Tribune Picture Section 
individually CINCINNATI Pictorial Enquirer 


CLEVELAND Plain Deoler Pictorial 
Magazine 
DES MOINES Regist 


Picture g 


can newspaper. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. - 


DETROIT News Pictorial 

and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times Home Magazine 
MILWAUKEE Picture Journal 
MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Time-Picayune & States—Dixie 
NEW YORK News Coloroto Section 
PHILADELPHIA Inquirer Magazine Today 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 


Sales Offices for Metro Magazines and Metro Comics...NEW YORK: MUrray Hill 9-8200 
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Buffalo May Okay Meter Ads 

An ordinance amendment has 
been introduced into the city 
council of Buffalo to permit the 
placing of advertising on parking 


meters. Buffalo has an ordinance | 


forbidding placing ad materials on 
streets. The rule, if passed, will 
allow for exceptions made by 
council resolutions. 


Rochester Sales Execs Elect 
Andrew C. Freimann of Delco 

Sales & Service Co. has been 

elected president of the Sales Ex- 


ecutives Club of Rochester. Other 
officers elected are Walter McKie, 
lst v.p.; L. B. McKinley, 2nd v.p., 
and Austin L. Miller, treasurer. 


Moyer to Grant on Dodge PR 


Sheldon Moyer, for the past 
seven years doing public relations 
and editing work for the Auto- 
mobile Club of Michigan and 
Goodyear Tire & Rubber Co., has 
been named public relations di- 
rector on the Dodge passenger car 
account for Grant Advertising, 
Detroit. 


Process Prints on Plastics 

The American Anode division 
of B. F. Goodrich Co., Akron, has 
a successful one-operation process 
for transferring multi-colored 
printed impressions from paper to 
either rubber or plastics. Exclusive 


rights to the process have been) 
granted to Anode by Soledad Co.,! 


Los Angeles, holder of the patent 
rights. 


Rurie Joins Celanese Corp. 
John F. Kurie, formerly with 
Sherman & Marquette, has been 


named market research director 
for the market development de- 
partment of the textile division 
of Celanese Corp. of America, 
New York. 


Washburn to Street & Smith 


Laura Lucille Washburn, for- 
merly with the advertising depart- 
ment of I. Magnin & Co., San 
Francisco, has joined Street & 
Smith Publications as Midwest 
editor of Mademoiselle. She will 
direct the magazine’s fashion op- 
erations out of its Chicago office. 


ROSEN} 
PownsTaite ates 


ty nee Ce teers Oe 9 a 


A FASHION MODEL... She appeared in a 4-color ad for 


a 


A PITTSBURGH HOUS' 


EWIFE... Mrs. Margaret Bingler of 


Rosenbaum’s — in Mighty METRO in Pittsburgh. Kauf- 
mann’s, Gimbel’s, Rosenbaum’s and other leading Pitts- 
burgh retailers are consistent advertisers in Metro. 
They're in week after week because their ads sell sen- 
sationally. The retail ads help page traffic immensely. 
Of all mass magazines, only Metro has this readership 
plus. Men and women are in a shopping mood when they 
read Metro. Figures show that, in 1951. Metro had twice 
as many thorough women readers per 4-color page ad 


Highland Court, Pittsburgh. Like most of Pittsburgh's 
housewives, Mrs. Bingler reads Metro every week from 
cover to cover — because Editor Patterson presents what 
interests her, because she sees people she knows (like 
little Harry Sill), because she sees good buys at her fa- 
vorite stores. She shops from Metro’s pages! 
Nationally, 15,000,000 women read Metro every week 
—more than 35,000,000 people read it all told! In the 
nation’s 162 metropolitan areas, Metro’s coverage is an 


29 


RCA Victor Names Ross Roy 

Ross Roy Inc., Detroit, has been 
named to handle advertising for 
the custom record division of the 
RCA Victor record department, 
Camden. Advertising for this divi- 
sion is confined to trade papers, 
direct mail and sales promotion. 
J. Walter Thompson Co., which 
handled this account previously, 
will continue to handle all RCA 
Victor advertising, except for the 
custom division 


| Eastwood Heads Committee 
Myron L. Eastwood Jr., general 
;manager of Hoag & Prowandie, 
Boston, has been appointed 1952 
chairman of the New England 
committee for the annual exam- 
ination offered by the American 
Assn. of Advertising Agencies. 


Lotts Appointed A. M., S. M. 

Rea Arthur Lotts, formerly in 
merchandising and sales capacities 
with Bauer & Black and Blue Jay 
Products, divisions of Kendall Co., 
Chicago, has been named sales and 
advertising manager of General 
Bandages Inc., Chicago. 
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Good program ideas and top talent 

deserve RCA Victor transcription 
quality and service. Your material 

spot announcements to full-length 

shows—should get the benefit of 


RCA'’s technical experience and 
research. 


Your order, LARGE OF SMALL, is 
recorded, processed and pressed in 
| the country’s best-equipped studios 
and plants . . . receives world-famous 
| RCA Victor engineering. Complete 
| transcribed radio production and 
| script-writing facilities are available. 

Contactan RCA Victor Custom Record 
office today: 


as any other magazine! astounding 49%. No other magazine is close! 


630 Fifth Avenue ‘ a 
Dept. G-100, NEW YORK 20 Baek 

JUdson 2-5011 3 
445 North Lake Shore Drive 


Dept. G-100, CHICAGO 11! 
WhHitehall 4-3215 


1016 North Sycamore Avenue 
Dept. G-100, HOLLYWOOD 38 
Hillside 5171 


Write now for our fact-filled 
Custom Record Brochure! 


u PITTSBURGH Press Roto Magazine 
f PROVIDENCE Journal Magazine—The Rhode Islander 
f ST. LOUIS Globe-Democrat Magazine 
and/or Post-Dispatch —Pictures 

ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 

SPRINGFIELD Republican Rotogravure Section 

SYRACUSE Post-Stand 
j Magazine 
WASHINGTON Star Pictorial Magazine 


d Pictorial G 


CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 * SAN FRANCISCO: GArfield 1-7946 © LOS ANGELES: Michigan 0259 


RADIO CORPORATION 
OF AMERICA 


BCA VICTOR DIVISION 


«em Beis ; es. <A ates Ecce ora eR Topas ae ey! Ok RRs POS | a ec: ae rank 
43, aa Sc ee Se Ve ee E : te. ‘eg i cs Ps ae a ee 
= . = 
4 fs 
ann hs: 
¢ Pe : 
o e @ nes 
: ONT VUE OTT ACROSS THE COMMER) <n 
| ; le METRO & 
‘ MG. Pe * — eee 
ee < J Sak ; PRS ae en poe f-% 
Be r ele Ae Gr . — 
+ 4 a yes _~ es —_— - 
af Lh 28 ss “i . fy oe ih <3 \ Ra 
ay if , ag a 7 : z ee “es | ® F sree 
a i Ve “ee hions 3 Y : “a fi , ’ i rs ‘ | = bg g Pa 
ty ae | 95 Fores) . BOY / 5 A | | " ae 
43 o - ae Kir ih . t/ . : la 
; a ae <4 f, \ ¥, — Hi i ‘Ae . plea 
if - oe Datighve tee | | Fe Ow ae 
i ee Pica Pea iS i *\ hes Le | awe 
RET ae Ae” | ge 
oe: My fae iSite rf. i | a Aan & oe 4 - aes 
: RES CoE Sige ih ie ‘ee. > rad ‘4 RC A ICTO naa 
a Be a ap x '% go ‘oem 
i E git ah, a Sn sain nee a a ws “oa “ Wks ¥ ? . Gg 2% 
iQ : (an SI as as tee — 
a a ae oa? el tis ae 
ee ea - Ty Sa “i ‘faa, er 
ti ' Sas, ieee ‘ V¢ a - Fu Ar all | = ae 
— ———— oo | 
| RY % 
q EPorcrmctls 7 Ley custom J 
A 4 : BAe 
iy 7 record iim 
> = 
; sales al ar, 
: | oe 


tier a. 


eo ks ms ™ 
7, 


‘ery —_ al m 
Rerviectory ae 


a. 


i 


stand 


wn 
~* ap. 


wr Ne, 5 


tgs 
Pe er) 


we 
. 
Win 

% to 6 
of Ot + 19 er < 


ats 


a 
oe eo . oie 
id ven ton em = A gt Oe re) HFS 
tour 
° + ‘ 
; 


Bioga «3 


me 


ae 
. 
eas 


4 
< 
s 
““¢ 
s 
4 
, 


ee 


: ~~ 


i Le ie) 
wmf ees’ tant 
MS wre ODM 


. J hy ’ 
‘ : . 
, fa ANH A 1— 


4a 


Se 


bt bade ceil led 
. oe a 


pea 


ot 


¢ Sy 
- ) 


sf 


asa? 

— sen ’ ey hal 
Sea Mrs i" * 
“s 


at 
" 


¥ ' ame ho 7 
~~ & - SONAL he att ey <a, Hye ee 
=*@ ae = pe en en” 


, Pa 
wai” 
a ep Bh wre ng ter" 


y 
PP ace ow 


: sh ree wees Bad, Fi DM aiges ir peg 
a 0 ee Si i lee ia Peet, | oe Enea ee eo hag? ex 7 oy re 
* Wie er ee pats Nea Sp See ae ees is Reed ee Oe ae Soe eae iat ee 
rea ®. ; Meee eee i pore |i 4 5 See 
Wes tame eg cae. art es eas! hee : Ay Rh a 23) Sa eee ooo . ‘7 
OY e ‘ F | 
a, ; : if 3 ~~ f A 
: ar) ° A a % 3 | “ 
| | ERS, “4 oy s 
/ i ae f S : yee 4 . , : o 
4 D *. - © ? ’ : ‘ ‘ z 
rts a nd a 4 *, ‘7 ‘ * tage 
t : > }H » edt het ee .# % - * 3 ; . . 
a ; 3 4 * wee 0 Se 3 ¢ ‘ J 5 ¢ 
? i; : Ne ” % - Py ae % 4 A | { ei 
Mee : : . 
3 ; ’ é - “ < *.%e e. . ‘ . 
+ f : ¥ 2 ae . ete ta ! % ‘ 
, ar ‘ a5 AY hy i s : - ; f i ie 
; *. ‘ ‘ bi tn “.¢ f 4 ; , —_— 
3 $ } y ‘ +? oer oye, “+L. “web 1 ‘ ’ os — ¥ \ 
, eg Ms : ZZ 
5 * : < } ¢ "Tay * ‘ ¥ "i "y ‘ “sree ‘ * A e 
’ ~ : ’ R. Ps or t anit” f ; Py ee i 
aX r er See yar _ i fs 
a . . ‘ % a - *, e* a ‘ ms | ¢ 
, ; ' | & 47 .*? 4, ; bs Ves 
p ; \ if ere j ‘o. hee oe 
eS 4 ‘ : 4 MS <--$ ; < 05° ' a3 
A ‘ ‘ z e°s? g, a Pes 4 hoa: 
Be . $ ; $ Ag ~ ; ; mee 
A f y ‘ : § ae ‘ at 
a , , Ze p ° e 2 ! } ae 
ro . ; : { ! 5 Fs F - 
i \ s : : ° F, eu 
Seg 4 ; j XS" Pa teat cb ng 2 / j Ee 
ma bh am i 
eh ‘ ; : ? $,: ; : ; : oa 
: i OM 42 3 3 re 
i . % ron 4 : } 7 ‘ thine, 
rs dg p ) ‘ ‘ Wy FP 9 he , Pe 
if " J r Re + ” d a s Ea: 
wee é ?, ; < 4 a . Ee 
2 ‘ ‘ . t 5 2 a! a ‘ie 
‘ ’ 2 . ; - a ’ ‘ . ¢ t £ ey be 
} $s } ‘ ; R Ps a F ¥ a 
ts ; : H : j « , 2 ai 
_ { i 5 : ] ; P ‘ ‘j ie 
ee a d ' . 5 P 1 mp ° bee 
a t } ’ ‘ , ‘ 2 ’ Lis - wy, Py 3 hare 
hots , i , ; 4 ‘ _ en: Ne, a] ia 
ay , ' . ; } : £ Ae ees, en ? : ee 
Pats é ‘ : 3 I y : rug * s ty z é 4 ee 
i £ ‘ : : \ f + ” ‘ ? ¢ + :. 4 - \ Aa 
a Z 3 ry : ‘ . ° 4 2S Ba : i 
Pia ? ; 4 r hoe et st ; rae 
fs i ’ . ‘ é oe . ae ta, Se wis Wate o ‘ =F 3 o 7 42 a 
al : ; ie 3 a Ye e ay 
~ ie x f ‘ ’ . . . : ry < >» a Pee Sag So: 2 Re a bee 
ae } ¢ . 4 : r+ 3 FS “qe? ta 
— j . : ben SN a Se 4. : Pr | SP Boo : ee as P ae 
— RT atl nia LN DOT Cr Ma ES 4 
< . : . beh - » ; oes Fe oh a cae 4 al ane 
. ‘ ee f i t a eek, ma \ Bees Fs ee 
— , \ ae - 1+ {own can, wei vt i ie A YS t “4 
aa . fee . § & ' pw teary es Ast “§ “s .Y ¥ Ya ‘ = 
| : aa he : ? j ; rd vest te 8 . P ee 
- ’ ) a> eg i « ... » Sat eae 
ee ; 4 y 4 4 oT tia Mk é P| , a faq teed . eye | Bey 
aS ; é > § Nite: = Pea 4 Pree. om © aa 
a ‘ "re ay a 34 oo ac ee + ¢ 
ae r 1, . ; s ‘ ~ OAS. 2, ¢~ i c, ey . ae M rat ie 
eo? . tao” / z ; "Guide wr) WP wey, *%. - F a PA vs 3 vat 4 j if 
et f 2 ‘ ‘ wt Nesey, . at eee ee ew Ke fy t,o ¢ d Erie 
x ee 4 , : * “ ID as, re, ° 8.4, « a ae ‘ 4 F re 
a. ’ on? > dae: : Dae ¢ meats 
oe ’ ! . —— re as ee J o Vay « 3h 4 ee =. mere 
“< iB! i we & SS SO eae & Mes: t ee A Oe sf oo a 
ve , ~™ B - “ee ; 42>, SCOeW pita ene “ ; = F x ; Bo ye om .% ‘ - a 
Ne ’ Sek ee, RE Oe eens 2 Pe pee SUNT SS 
| a ’ ‘ ¥ (eae > ax Mt Le Si eine) = £ 5 “’ if 2 y ¢ Pees c ph he 
"ee 4 aoe” . Mi fous? 93, iy o< 4s ett ‘'" aa e- <7 mir Be oe oe 4 ay -<.e 
“s | ; a>: Mi a ct ? Ser Ss 1 eee ee: fi or 3%. 
ei a ‘a We - a . ¢°? . . ; a J y tials r= t , 
ey ‘ ‘ ; pre o~ ec, ge "wa a ys a : ad ae os re 
2: ae Feu ae ~ 4 = 2.9 A A < ay 
tan t ' ¢ ; . ay $4 rg ; Ps cag “ee Meee Ny” * £ abe 5 . as BP et 
=§ : <a f “,% en cl ¥ #35 “+ To vy ores 7 wy es SF #73 = ai * &. x 
2 } . 16 Jt + Ps ies Ov MWMeae t 3 . . wa ™ 
ae gf? a Ay, é if , o ats ta oe. a ‘i Weereveae foe 
a ral vec SFY ft >. ae din Yt Palo ts 
ae £i ns i tats Se Pe 9 wey eit ‘ 3 
“oe Pe : g* cle DP Bs ae ? § Me. Ls £2 x) \ Lp Gey & “ is) 
. riers - way 33 ¢ Bs q. we tas, Y £4 Pay > ae + at Rem af) ‘ 
— * , e. § yo ‘ he ¢ >, es n~ “™ —_ AG 
ve AY ] a lie af Ye ane “Nery s Tog ee OF 270d wid? “i 
A " 4 > ad 2 a ‘ & P > hums f yn a * yf ‘ \ ita, (orn £ z $ na te ats rt 
dt ae mY Y haw Pe ws <3 ; » matings Ta ‘ a 
ae Fa J 4 Yk * S By ‘ ; 
Abe aes > a * ° <<. \ 7 ; x , a: =. 
ae : Xa ; See fe ae sey: oe . 
qa " a ae tAG tee 
Ne : : rf fie ent ae Tee s 
om > , A . B Oye, = +47, a : ae 
ae Py s 2 : OAs ons ~ #3 
AS , ; p e 3 ¢ 13 oF. 3 * ° 2% rife % 3 ©. 
+ ae A i ‘ . ‘ “ - 
Rea z2 X 4 t o 4 e f “>. ae ss we . < 
ae a. ae, Ey 7% oo 5 * ‘ ‘* 
: Niet . .s z a . 3 7 > ss \s i 
a 7 ° « . i , © ery ; ~ + 9 Ses 
re es ‘ ; +g < ¥ 43 é 4 ¥ @ 
een r+ Co > ‘ . n¢ > R ‘ 
i ; 4 4 be a" x 2 | 2 ‘ > 
cae ‘ F ¥ o + ’ . - > _ 
jpctan , >. : -. ‘ 2a Py ¢ : Pe : 
crea 4 4 ws ‘ . ? £ sS y 7, oe i 
jack : , Ae Fs oe we Se is 
Len ¢ oe £ Z% nS Pee ? 
a < P e io. ‘, : Toe 
cok 4 : Sy: t ‘ i: ig 
it il -. a ey , ; € - 
a oe “ ae atm s Nay ‘ fy oe} 
olen, 2 AN 3 an etl” “9-9 ee oT ae i 
net | “ta. ~ 7 
ye , > espe 
oP i . 4 jes i 
4an : A i a 4 Pa : 
Se ay of ia 
ip a > | 
4), : . fins t a : 
4 ‘ A fers ie ‘ i alee tes . —— ey Ls 
* be * * %. , ae 
1 ete ~ a < ¢ 
1 - 2 
A . 4 ? 
wig ine te 2 
A hen f 
fo kes ) ; | 
arse . 
eda , 
aa i aa ——sS 
Pe Si i ae 
=e } ‘ > a 
a ’ a 14 : te, Oe aa eel? Bre aa i oe Reis 
ie a8 f 2 ye ae ios ec = 
ad 


c 
ane 


es 
*, 
wr 


4 


4, 
. ue 


oS wpe ngs tee 


VARs oan 


* 


Nation's Business started going up 18 years ago. 
It has been going up and up ever since. 
18 years, 36 semi-annual ABC statements 
without a miss! 
Started at $7.50 for a three year subscription. 
Just to make it tougher, that kept going up, too! 


Eighteen dollars now, and we're over 800,000 


— all businessmen — and still going up. 


No other magazine for businessmen so high. 


mass coverage of business management 


AVERAGE NET PAID ABC 
December 1951 792,064 


June 1951 761,559 
upped to $18.00 for 3 years 
December 1950 720,914 

June 1950 675,251 
December 1949 660,647 
June 1949 657,306 
December 1948 636,736 
June 1948 610,631 
December 1947 585,634 
June 1947 571,635 


upped to $15.00 for 3 years 
December 1946 530,480 


June 1946 479,672 
December 1945 461,633 
June 1945 456,640 


upped to $12.00 for 3 years 
December 1944 451,385 
June 1944 431,376 
December 1943 411,582 
upped to $9.50 for 3 years 


June 1943 397,851 
December 1942 387,226 
June 1942 374,638 
December 1941 363,130 
June 1941 359,171 
December 1940 356,480 
June 1940 348,220 
December 1939 337,157 
June 1939 324,229 
December 1938 313,090 
June 1938 306,421 
December 1937 297,317 
June 1937 288,542 
December 1936 284,580 
June 1936 276,189 
December 1935 . 274,426 
June 1935 269,066 
December 1934 257,163 
June 1934 248,494 


Subscription $7.50 for 3 years 


oP MLK Be > ernie 


Nation’s Business 


A GENERAL MAGAZINE FOR BUSINESSMEN * WASHINGTON 4, D.C. 
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Kight Agency Promotes Three 
Kight Advertising, Columbus, O., 
agency, has appointed Nevin J. 


an account executive. 


Rodes and William W. Kight as 
v.p.s and has named Jane Dunlap 


.. Over 1,018,000 Elks... 


at their peak 
of earning 
_.. spending! 


Elks have both time and money . . 


maturity. 


Elks can afford all that goes into pleasurable living . . . 


travel, sports, hobbies, entertainment. 


You can tell and sell over one million Elks at the remark- 
ably low rate of $2.15 per page per thousand, in their 


own magazine... 


MAGAZINE 


“4 YORK ¢ CHICAGO © DETROIT © LOS ANGELES 


. the rewards of 


INDUSTRY 's MOVING 


to the 
Metropolitan Oakland Area 


(Alameda and Contra Costa Counties) 


$174,762,97 


This natural 
industrial center 
has attracted 
almost two-thirds 
of all manufacturing 
investments made 
in nine Bay 

Area counties 
during the 

past three 

years. 


INVESTED IN NEW AND 

EXPANDED MANUFAC- 

bmg PLANTS DURING 
-1951 


Source: San Francisco 
Bay Area Council 


215 of the 1486 diversified industries in Metropolitan 
Oakland are headquarters or branch plants of nationally 
known manufacturers. 


TOTAL NET PAID CIRCULATION 


ay 196,505 ~~~ 208,264 
’ 9 


ABA 


Publisher's Statement, March 31, 1952 


Re presentanves tne luchng Sunday Negnallll 


Don't Try to Tell 


Mabel Flanley About 


Any ‘Free’ Publicity 


Sr. Louis, Sept 30 
speakers at an International Apple 
Assn. meeting here referred to 
publicity as a “free ride.” Mabel 
G. Flanley saw red. | 

Miss Flanley is a partner of 
Flanley & Woodward, a New York 
public relations firm which has the 
Processed Apples Institute as one 
client. When she got her turn as 
speaker, she sounded off against 
the “free ride” theory 

“If any of you have any idea that 
you can conduct a good program 
through the press and have in your 
hearts or on your lips the idea that 
the program is a free ride program, 
disabuse yourselves of it because 
you are not going to win the press, 
you are not going to have a pro- 
gram that sells apples to custom- 
ers,” she declared 


8 “Editorial sponsorship, contrary 
to advertising space, is something 
you cannot buy; it’s something you 
have to earn. You don’t earn it if 
you have in your hearts that you 
are going for a free ride with any- 
one. You earn it if you have a 
product and a program that are 
worthy, if you know your press, 
know your channel of communica- 
tion, know the people you are 
serving, what they want, what 
they need, and give it to them with 
never once letting them down 

“I feel keenly on this,” she con- 
tinued. “You should feel keenly on 
it because you have to go to the 
press with heads up. A press serv- 
ice is what it implies, a service to 
the press. Properly conducted it is 
one which the press welcomes and 
enjoys.” 

Getting down to specifics, 
Flanley said: 

“I don’t think any of you have 
read your newspapers or your 
trade press or... heard some radio 
program this year and feel other 
than that the processed apples pro- 
motional program has been ac- 
cepted by the press in all channels 
as a service to them 

“Put all your publicity programs 
on that basis. Don't talk of free 
rides. You won't get across the 
street—certainly not back again— 
on any free ride basis!” 


Miss 


Wood Promotes Rug Cleaner 


G. H. Wood & Co., Toronto man- 
ufacturer of Lamorene rug cleaner, 
has 100-line newspaper ads ap- 
pearing in the 16 cities which ac- 
counted for more than 50% of 
total retail sales during 1950. A 
group of women’s and home dec- 
orating magazines will also be 
used for a four-color ad headlined 
“Keep Carpets Clean with Lamor- 
ene.”’ Accompanying the visual ad- 
vertising are one-minute spot ra- 
dio announcements on six stations 
in Montreal, Toronto, Winnipeg 
and Vancouver. J. J. Gibbons Ltd., 
Toronto, is directing the adver- 
tising. 


Drops Pocket-Size Format 
McGraw-Hill Digest, interna- 
tional magazine of engineering, 
business and industry, will change 
its format from pocket size to the 
standard 7x10” type-page size with 
its January issue. An adjustment 
in advertising rates will change 


ithe one-time base rate for a b&w 


|merly 


page from $675 to $755, with a re- 
duced linage rate. 


Names Thomas Patterson 
Thomas A. Patterson Jr., for- 
engaged in the field of 
geophysics and oil well surveying, 
has been named a writer in the 


/technical literature department of 


Ketchum, MacLeod & Grove, Pitts- 
burgh 


Cooley Gets Austin Sales Post 

Austin Motor Co. of Canada, 
Toronto, has appointed William 
M. D. Cooley as its sales represent- 
ative in Ontario. Mr. Cooley for- 
merly managed a retail dealership 
in Ontario. 


One of the! 


Advertising Age, October 6, 1952 


Getting Personal 


Webley Edwards, Honolulu radio executive, has announced his 
candidacy for the house of representatives of the Territory of Hawaii 
on the Republican ticket. He is the originator and present director, 
producer and narrator of “Hawaii Calls,” a program now in its 18th 
year of advertising Hawaii to the mainland, Canada, Japan, Austra- 
lia, and by short wave around the world... 

Sandlot baseball was too strenuous for Jerry Crollard, account 
executive in the Seattle office of Ruthrauff & Ryan. He wound up 
with a broken leg. . .Vice-chairman of the 1953 Massachusetts March 
of Dimes is Edward C. Donnelly Jr., president of John Donnelly & 
Sons, Boston outdoor advertising company... 

Back from a Bermuda holiday is Harry C. Kopf, NBC v.p. and 
general manager of the central division...Don Coleman (WGN 


p.r. staff, Chicago) and Mrs. Coleman have added a boy to the fam- 
ily. Kim Edward arrived Sept. 6. Kim’s big brother is 1}2... 

Meredith Wiley, personne! director at Gardner Advertising Co., 
has been elected director of the St. Louis chapter of the National 
Office Management Assn... 


GOVERNOR'S CUP—Left to right are Harry Ewry, general chairman of the first annual 

golf tournament held by the Fifth District, Advertising Federation of America; W. T. 

Owens, director of public relations, The Girdler Corp., Louisville, governor of the 

district, who presented the cup; George Slater, captain of the winning foursome 

from Columbus, O.; and G. Patricia Wagner, Louisville, secretary-treasurer of the 

district. The tournament was held at the Clovernook Country Club, Cincinnati, with 
the Advertisers’ Club of Cincinnati as host. 


Merchandising changes and their impact on advertising is the 
theme of a series of eight meetings, Oct. 20-Dec. 8, conducted by 
E. B. Weiss, who is director of merchandising at Grey Advertising 
Agency and adjunct professor of marketing at New bias University, 
where the lectures will be held. . 

A new Kentucky colonel on the staff of Gov. Wetherby is F. Willis 
Munro, ad manager of Ashland Oil & Refining Co., Ashland, Ky. 
He won the recognition for “promoting greater knowledge and ap- 
preciation of the state” through “Romance of Kentucky Quiz Show” 
and sports broadcasts sponsored by Ashland... 

The new president of the Harvard Business School Club of North- 
ern California is Richard L. KeKee of the San Francisco office of 
Young & Rubicam...And agency man Bob Hoffman of Brisacher, 
Wheeler & Staff is the new treasurer of the Public Relations Club 
of San Francisco, Oakland and the Bay Area... 

A. Schiller, president of Federal Advertising Corp., the outdoor 
advertising company in Paterson, N. J., sailed on the United States 
for a European tour. ..A wedding in the offing will have Robert A. 
Haverback, Zenith Radio Corp.’s director of export advertising, and 
Eleanor Spitalnick, of Hartford, Conn., as participants. . . 


AD-WORLD SERIES TEAM—After defeating Kenyon & Eckhardt, 5 to 4, in the last 

inning of a post-season play-off game, McCarn-Erickson’s softball championship 

team gets set to meet the national league champs of the New York Advertising 

League. Team members are, left to right, bottom row: Mathew Cordovano, Lawrence 

Cooney, Francis T. Green, John E. Walsh, Robert Enderlin. Top row: Eugene Ghir- 

inghelli, Frank A. Esposito, Edward Inghom, Burns Patterson, Lionel Furst, John Foote, 
Stuart Hyatt and Stanley E. Carratura. 


William McCahill, western manager for Ziff-Davis Publishing Co., 
has a new daughter in his family. ..Come November, Florence Ficke, 
secretary of the Periodical Publishers Assn., will be celebrating 
her 30th anniversary with the group, ..Julius Fuchs, type director 
for Compton Advertising, New York, is known as “Iron Man Julius” 
around the agency. He’s just become the llth agency member to 
join the “Twenty-five year club,” for which he was given a lunch- 
eon and suitable memento. The last time Julius didn’t show up for 
work was early in 1927...PR counsel Ed Gottlieb is off to Europe 
for a ten-day business quickie. . . 

Off for a month in Europe is Walter C. Krause, v.p. of McCann- 
Erickson, Chicago. He’ll go to England, France, Germany, Switzer- 
land, Italy and Spain, and will look in on various McC-E offices. . . 
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Cover 
Alabama’s 


y Approximately 
25% Of Alabama’s 
um Retail Sales Are — 
Consummated Here! 
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To Cover Alabama: pee Abvertset 
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’ which is 


MONTGOMERY 


Alabama's Capital City 
P-O-P-U-L-A-T-1-O-N 


City 108,500—Metropolitan 141,900 


Retail Trade Zone In Excess of 
HALF A MILLION 


es 2-3-4 Color Advertisi 
Available Any Day Of Week 


34 Million Dollar Expansion 
Program Now Completed, 


_ Includin 
New Goss Headliner Press 


TME OMAY EFFECTIVE COVERAGE OF THE 


MORNING — EVENING SUNDAY 


the hub of 


hl 
A Lady With A Past 


BY GROVER C. HALL, JR., 
Editor, The Montgomery Advertiser 


Tne Montgomery Advertiser is the only 
one of Alabama’s 18 dailies bearing a nick- 
name. It isGrandma. The exclusive distinc- 
tion of a nickname bespeaks the central posi- 
tion of The Montgomery Advertiser in Ala- 
— affairs and the affection in which it is 

eld. 

“Grandma” was first applied to The Adver- 
tiser in derision by a weekly editor who im- 
puted a querulous, contentious personality to 
it in the course of its attacks on Bryanism in 
the 1890's. 


The epithet was turned in- 
to a coonskin cap and is 
cherished as Grandma goes 
into her 125th year. 


The letters column bears 
a crest of “Tell It To Old 
Grandma”, and more Ala- 
bamians write The Adver- 
tiser than any other Ala- 
bama paper. “Grandma” is 
used interchangeably with 
The Montgomery Advertis- 
er, rendered in Old English 
type the same as the mast- 
head. Much of the mail arrives addressed 
only, “Grandma”. 

When a Boston schoolgirl wanted informa- 
tion about Alabama for a theme, her letter 
arrived quite all right addressed simply, 
“The Leading Newspaper in Alabama.” 

,At the time this is being composed, the 
Editor of The Advertiser is awaiting arrival 
of a messenger from the Governor of Ala- 
bama. Governor Gordon Persons has a let- 
ter for the “Tell It To Old 
Grandma” column. 

Incidentally, although 
The Advertiser opposed 
Governor Persons for elec- 
tion, he arrives in the City 
Room about 7 o’clock every 
election night, removes his 
coat, and crowds the tele- 
type. On other occasions 
he has enlivened press con- 
ferences by threatening to 
“personally whip the 6 


of our political writer. 
® New York 


, 

For More Details Ask KELLY-SMITH COMPANY 
® Boston 
® San Francisco 


Which intimate contacts are eloquent of 
The Advertiser’s considerable advantage in 
being located in Alabama's capital city. 

At this point Governor Persons phones 
back to say: “I guess I can’t get the letter 
down this afternoon after all. I roughed it 
out, but it looks so damn stupid... . But I’m 
answering you later.” 

Thus the morning editorial making sport of 
Governor Persons’ support of the Stevenson- 
Sparkman ticket will go unchallenged for a 
few days. The point is, the 
Governor will address Ala- 
bama from the editorial page 
of The Advertiser. 

Born in 1828, The Adver- 
tiser arrived in time to play 
its part in the campaign that 
elected Andrew Jackson. 
Thereafter The Advertiser 
was the party’s chief artil- 
lery. When President-elect 
Franklin Roosevelt rode past 
The Advertiser building in 
1932, he tipped his hat to it; 
and at a press conference 
remarked that there should 
be an Advertiser in every 
Congressional District in the country. But 
January 11, 1952 found The Advertiser de- 
claring for Eisenhower. 

In 1928 the Editor of The Advertiser won a 
Pulitzer Prize for his editorials “against 
gangism, floggings and racial and religious 
intolerance.” 

On November 4, 1948, Sigma Delta Chi 
erected a plaque in The Advertiser building 

to designate it a shrine of American 
journalism. 
Grandma is the central dynamo of 
Alabama journalism. 


THE ONLY FRRPECTIVE COVERAGE OF TH 
CENTRAL AND SOUTHEAST ALABAMA MARKET 


ALABAMA JOURNAL _ 


<, @ EVENING es NDAY 


® Chicago ® Atlanta 
® Los Angeles 


® Philadelphia 
® Detroit ® Syracuse 
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Look for your CCOTCHLTE 


ALABAMA 

Steele & Bloke 
18 Dauphin Street 
Mobile, Alabama 

Midstate Advertising Co. 
1212 Houston Street 
Montgomery, Aiaboma 


ARIZONA 

Sun Valley Silk Screen Sign Co 
2524 E. Washington 
Phoenix, Arizona 

Ruhl Advertising Co. 
2745 N. Ist Avenue 
Tucson, Arizona 


ARKANSAS 
Arkanses Printing & 
Lithographing Co. 
1000 Center 
Little Rock, Arkansas 
Culpepper Sign Service 
Sheridan, Arkansas 


CALIFORNIA 
Howkins-Hawkins Company 

1255 Eastshore Highway 

Berkeley 10, California 
Acme-Green Printing Co. 

550 San Francisco Avenue 
™ Long Beach, California 
> Decals, Inc. 

1213 East 14th Street 

hos Angeles 21, California 
By-Buk Company 

4314 W. Pico Blvd. 

Los Angeles 19, California 
Westline Products Division of 
Western Lithograph Company 

600 E. Second Street 

hos Angeles 54, California 
The Bower Company 

370 W. 24th 
os Angeles 7, California 
Miller Dial & Name Plate Co 

78! E. Washington Street 

Hos Angeles 21, California 
Avery Adhesive Label Corporation 

99616 So. California Avenue 

Monrovia, California 
Gillespie Decals, Inc. 

316 Oakland Avenue 

Ookland, California 

ky Mfg. Co., Inc. 
cond and ‘'H" Streets 

Petaluma, California 
Trans-Nation Outdoor Adv. 

918 S. Riverside Avenue 

Rialto, California 
Meyer Screen Process 

910 Sth Street 

BSocromento, California 
Bob Stirling Signs & Displays 

670 D. Street 

San Bernardino, California 
Borden Decal Company 

207 lith Street 

San Francisco, California 
Safe-T-Gal Sign & Decal Co. 

207 N. Broadway, Rm. #100 

Santa Ana, California 
The Duracraft Co 

8409 E. Garvey Bivd 

So. San Gobriel, California 


COLORADO 
Colo-r-graphic, Inc. 
2402 Curtis Street 
Denver, Colorado 
Flin-Ads 
444 Sth Street (Box 429 
Las Animas, Colorado 


CONNECTICUT 
Nite-Bright Sign Company 
140 James Street 
Bridgeport, Connecticut 
Stifel-Kufta Display Co 
8 Arcade 
New Britain, Connecticut 
Seri-Print, Inc. 
205 Cherry Street 
Waterbury, Connecticut 
John W. Oldham, Art and Display 
30 Garden Street 
Wethersfield, Connecticut 


FLORIDA 

Douglass Sign Company 
1003 S. Florida Avenue 
Lakeland, Florida 


GEORGIA 

Day Nite Reflective Sign Co., Inc. 
275 Bovlevard N.E. 
Atlanta, Georgia 

Four Ster Enterprises, Inc. 
258 Spring Street, N.W. 
Atlanta, Georgia 


P06. Uv. &. PAT. OFF. 


emblem dealer here: 


Atlas Sign & Manufacturing 
Company 
3217 Norwich Street 
Brunswick, Georgia 
Mcintosh Brothers 
110 Albany Avenue 
Waycross, Georgia 


ILLINOIS 

Mason & Sons Mfg. Co. 
Box 113 
Addison, Illinois 


American Decalcomania Co. 
4334 W. Sth Avenve 
Chicago, Illinois 

Chromatone, Inc. 

2500 West 21st Place 
Chicago 9, Illinois 


Jaco-Lac Decal Manufacturing Co. 


234 South Wells Street 
Chicago 6, Illinois 
Kalmus and Associates, Inc. 
2633 W. Grand Avenue 
Chicago 12, Illinois 
Northwest Screenprint Co. 
236 N. Clark Street 
Chicago 1, Illinois 


INDIANA 

Prentice Products Company 
2339 Crescent Avenue 
Fort Wayne, Indiana 

State Sign Co., Inc. 
2840 West 5th Avenue 
Gary, Indiana 

Herb Williams & Sons 
643 Fair Avenue 
Shelbyville, Indiana 

Harris-Rood Advertising Co. 
811 North 22nd Street 
Terre Haute, Indiana 


IOWA 
Kenny-Gyi Company 
764% 9th Street 
Des Moines, lowa 
Western Printing & 
Lithographing Co. 
Madrid, lowa 
Commercial Art Studio 
838 — 4thS.E 
Mason City, lowa 
The Vernon Company 
Newton, lowa 
Screen Arts 
1231 Ackermant Avenve 
Waterloo, lowa 


KANSAS 

E. R. Callender Printing Co., Inc. 
740 Nebraska 
Kansas City, Kansas 

Ray's Printing Service, Inc. 
819 Adoms Street 
Topeka, Kansas 

Miracle Sign Company 
734 So. Washington 
Wichita, Kansas 

Warren Burdick Company 
1815 N. Broadway 
Wichita, Kansas 


KENTUCKY 

Sullivan Screen Print Company 
107-109 West Main Street 
Louisville, Kentucky 


LOUISIANA 
D. A. Flynt Signs 
2748 North Street 
Baton Rouge, Lovisiana 
Press of H. N. Cornay 
500 Hagan Street 
New Orleans 19, Lovisiana 
Sniders’ Poster Process Company 
2638 St. Louis Street 
New Orleans, Lovisiana 
J. M. Carroll Display Sign Co. 
210 Texas Street 
Shreveport, Lovisiana 


MARYLAND 

Shannon-Baum Company 
4103 W. Belvedere Avenue 
Baltimore, Maryland 


MASSACHUSETTS 
Gordon Buffett Co., Inc. 
897 Washington Street 
Boston, Massachusetts 
Standard Sign & Signal Co., Inc. 
470 Main Street 
Clinton, Massachusetts 
Bay State Advertising Co. 
178 New Bridge Street 
W. Springfield, Massachusetts 
The King-Barr Press 
44 Portiand Street 
Worcester 8, Massachusetts 


MICHIGAN 
Carsten Products 
15406 Thomas 
Allen Park, Michigan 


Stanley Process 
16750 Nine Mile Rd. 
East Detroit, Michigan 
Coons Printing Company 
927 Hilton Road 
Ferndale 20, Michigan 
Kalasign of America 
2022 Fulford Street 
Kalamazoo, Michigan 
Paul-Mack Signs 
328 West Dale Avenue 
Muskegon, Michigan 
i | Decal ia Co. 


Averill Street 

Sparta, Michigan 
MINNESOTA 
Bemidji Sign Co. 

Bemidji, Minnesota 
Fitzgerald-Nelson Co. 

525 Lake Ave. So. 

Duluth 2, Minnesota 
The Douglas Co. 

620 — 12th Avenue So. 

Minneapolis, Minnesota 
Jensen Printing Co. 

114 North Third Street 

Minneapolis 1, Minnesota 
Scenic Sign Company 

Box 576 

Pine City, Minnesoto 
John D. Company 

249 W. 7th Street 

St. Pau! 2, Minnesota 
The Tinsel Products Company 

366 Wacouta Street 

St. Paul, Minnesota 
Webb Publishing Company 

Tenth and Minnesota Streets 

St. Paul 2, Minnesota 


MISSISSIPPI 
Reed & Thomas Signs 
321 San Antonio 
Hattiesburg, Mississippi 
Howard Vance Collum Adv. 
2205 College Hghts. 
Meridian, Mississippi 
Dement Printing Company 
Sth St. and 21st Ave. 
Meridian, Mississippi 
MISSOURI 
Mark Twain Emblem Co. 
212 Bird Street, Box 454 
Hannibal, Missouri 
T & W Sign Company 
3914 Broadway 
Kansas City, Missouri 
Setlich Sign Company 
1300 S. Laclede Station Rd 
St. Lovis 19, Missouri 
United States Tape Corp. 
7031 Manchester 
St. Lovis 17, Missouri 


MONTANA 

Reporter Printing & Supply Co. 
1402 First Avenue North 
Billings, Montana 

Gillespie Decals, Inc. 
125% North Main Street 
Helena, Montana 


NEBRASKA 
Hutcheson Studios 
517 South 14th Street 
Omaha, Nebrasko 


NEW JERSEY 
Better Signs Studios 
140 W. Allendale Avenve 
Allendale, New Jersey 
Rich-Art Printing Company 
56 Earl Street 
Newark 5, New Jersey 
“Color Reproductions” 
122 North 11th Street 
Newark 7, New Jersey 


NEW YORK 

Adprint Silk Screen Signs 
112 Arch Street 
Albany 2, New York 

John F. Harvey & Sons 
7 Bridge Street 
Amsterdam, New York 

C. G. Mitchell Adv. Co. 
55 Collier Street 
Binghamton, New York 


Decaleomania & Metal Etching Co. 


225 Flatbush Avenue 
Brooklyn 7, New York 
Larstan Processing Co., Inc. 

259 Green Street 

Brooklyn 22, New York 
The Actra Company 

161 Ellicott Street 

Buffalo 3, New York 
Buffalo Sign Co. 

991 Main Street 

Buffalo, New York 


~ 
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With the granting of permission 

e by the FCC to Empire Coil Co. (for 
e KDEN, Channel 26) and to Moun- 
e|tain States Television Co. (for 
| Channel 20), Denver now has had 


|four television stations granted | 


| permits to operate since the “un- 
@ | freeze” last April. KDEN will be 
@ | on the air by Thanksgiving, to be 
| the third TV station in operation 
|in Denver at that time. (KFEL-TV 


@ and KBTV are already in opera-' 
* 


Advertising Age, October 6, 1952 


| tion. KBTV will run test patterns 
up to Oct. 13.) It also will be the 
first u.h.f. station in Denver. The 
Mountain States Television Co. on 
Channel 20, also a u.h.f. station, 
hasn’t announced a time it will 
start telecasting as yet. 


| Panorama Realty Names Davis 
| Panorama Realty Co., Van Nuys, 
|Cal., has appointed John G. Davis 
| Advertising, Los Angeles, to han- 
dle its advertising. 


Cee eceeeeeeeeeeseeeeeeeeeeeeeeeees 


Davis Bulletin Company OKLAHOMA General Art & Process Service 
701 Seneca Street Southard Sign Company 216 East Commerce 
Buffalo, New York 9th at Main Street San Antonio, Texas 

G. J. Hovanec Displays Bristow, Oklahoma Alamo Advertising Company 
129 S. Tioga Street American Safety & Adv. Company P.O. Box 86 
ithaca, New York 2808 Lyons Drive Waco, Texas 

Palm, Fechteler & Co. Oklahoma City, Oklahoma Bone-Crow Company 
220 West 42nd Street Tom Bennett Mfg. Co. 214 North Sixth Street 
New York 36, New York 4028 N. Bornes Waco, Texas 

American Bulletin Craft Sign Co. Oklahoma City, Oklahoma UTAH 
Pleasant Valley, New York Stan Ramsey Company, Inc. 

Balkin Displays 2727 N. Oklahoma Sessen Ante 
70 Cortiand Street Oklahoma City, Oklahoma hang gm 

nn, once seth OREGON PPP, inc. 

693 Pertiend Aveave Kaye Loomis—Advertising Artists 251 Rio Grande Street 
Seciinstins, Sten Gand 630% ~ 13th, P.O. Box 583 Salt Lake City 1, Utah 

Rueby Process Com mgsne, vagen 
284 Court —_ Potter Manufacturing Company a P. 

P.O. Box 988 ee 
Rochester 4, New York 173 St. Paul Street 

Modern Display Sign Co Eugene, Oregon ; 

233 W. Dominick Street Artcraft Signs ee oe 
Rome, New York 937 S.E. Ankeny Street VIRGINIA 

Captain Display Adv. Portland, Oregon 1. H. McBride Sign Co. 
164% Broadway The Kem Company 36 Denver Avenue 
Saranac Lake, New York 2845 S.E. 14th Avenue Lynchburg, Virginia 

Chas. W. Brown Adv. Co., Inc. Portland 2, Oregon Dominion Signs, Inc. 

128 Erie Bivd. Gillespie Decals, Inc. 423 Fourth Street, S.E. 
Schenectady 5, New York 20 S.E. 8th Avenue Roanoke, Virginia 

Screengraphic Art, Inc. - eae tte tee WASHINGTON 
1501 Milton Avenue P we 
Solvay 9, New York ee Avenue e poy 

Frederick G. Spence oe Sa Port Orchard, Washington 
319 S. Clinton Street PENNSYLVANIA Color-Craft Process 
Syracuse, New York Champion Decal ia C y 413% Fairview N. 

Sutliff Signs 6022-24 Media Street Seattle 9, Washington 
134 W. Onondaga Street Philadelphia 31, Pennsylvania — Gillespie Decals, Inc. 


Syracuse, New York Colorscreen Company, Inc. 


Terminal Sales Bidg. 


Dardano-Benzo Sign Company 2008 Smaliman Street Seattle, Washington 
844 Bleecker Street Pittsburgh 22, Pennsylvania Miller & Calkins 
Utica 3, New York Hen. Johnston, Inc. N 626 Monroe 
40 P. A West Spok 1, Washi 
NORTH CAROLINA ty cre ante . 


Reading, Pennsylvania 
1, LD. L. Company 
107 Pennsylvania 


Herald Press, Inc. 
1930 Camden Road 
Charlotte, North Carolina 
Batte Display Company 


Bidg. 221 Morris Field 239-B William Street 
Charlotte, North Carolina 


Cole & Redmayne Co. 
2338 East 11th 
Tacoma, Washington 


Wilkinsburg, Pennsylvania Fenner & Pranger 
Dia-Print Screen Process Company 414 W. Chestnut Street 


Yakima, Washington 


Willi F 
Ths ttiee Shaan illiamsport, Pennsylvania WEST VIRGINIA 

440 N. Eugene RHODE ISLAND Safety Sign Company 

Greensboro, North Carolina Fo-To Screen Process Printing Co. 38th & Macorkle Avenue, S.E. 
Owen G. Dunn Company 550 Broad Street, P.O. Box 43 P.O. Box 47 

242-44 Craven Street Central Falls, Rhode Island Pp camapte hing me 

New Bern, North Carolin el Screen a ‘faint Company 
Owen Ag et a ati SOUTH CAROLINA Box 41 

246 Craven Street Velvetex, Inc. Princeton, West Virginia 

New Sera, North Caroline 424 Center Street WISCONSIN 


West Columbia, South Carolina 


NORTH DAKOTA SOUTH DAKOTA 
Cook Sign Company M. M. Kell Signs 

1418 Front Street Box 172 

Fargo, North Dokoto Garretson, South Dokota 
OHIO Knutson Signs 


167% Dakota So. 

Huron, South Dakota 
City Printers 

519 W. Ist 

Mitchell, South Dakota 


Russ Peters & Associates 
2326 Navarre Road $.W 
Canton, Ohio 

Modern Displays 
1201 West 8th Street 
Cincinnati 3, Ohio 

Welsh Silk Screen Productions 
138 West Sixth Street 


420 West 19th Street 


Cedarburg Sign and Neon Company 
220 Center Street 
Cedarburg, Wisconsin 

W. H. Brady Company 
16 East Spring Street 
Chippewa Falls, Wisconsin 

Weinke Advertising Company 
1305 Woodland Avenue 
Eau Claire, Wisconsin 

Orde Adv. Company 
213 N. Monroe 


Midwest Outdoor Adv. Company Green Bay, Wisconsin 


Buresh Signs 


Sioux Falls, South Dakota 2661 S. Webster Avenue 


Green Bay, Wisconsin 


Cincinnati, Ohio TENNESSEE : 

License Equipment Co. Chattanooga Button & Badge a & Mfg. Co. 
3530 East 88th Street Mfg. Co., Inc. “oc 
Cleveland 5, Ohio 205 E. 8th Street “ - c 

Allied Decals, Inc. Chattanooga, Tennessee Inland Printing Co. 

8400 Hough Avenue Bill Dyer, Signs 2nd aang 
Cleveland 3, Ohio 108 Broad Street es isconsin 

Will-Ed Products Co., Inc. Clinton, Tennessee eae vere iti 
310 E. First Street Advertising South soni Wisenncle 9 e. 
Dayton 10, Ohio 1144 Union Avenue s. poy} 

Harvey Sign Company Memphis, Tennessee “aie E eepaey 
4040 Mayfield Road ' ast Wilson Street 
South Euclid 21, Ohio TEXAS : Madison 3, Wisconsin 

Consolite Corp. M & M Manuf ing Company Display Products Company 
1320 E. State Street Box 3044 191 Main Street 
Fremont, Ohio Amarillo, Texas Oshkosh, Wisconsin 

Berlekamp Sign Co. Kiker Adv. Co. Gokey Sign Company 
1304 Sycamore Street 715 Inwood 111 West Louis Street 
Fremont, Ohio Bryon, Texas Prairie Du Chien, Wisconsin 

Alum-t-Lite Displays Glenn Fordyce Co. Color Arts, Inc. 

625 W. Church Street 3818 Sidney Street 1251 Mound Avenve 
Galion, Ohio Dallas, Texas Racine, Wisconsin 

P and A Manufacturing Co. Star Sales & Process Company Searle Signs ; 

1434 S. Wittenberg Avenue 215 Henry Street 1616 So. Main Street 
Sprinafield, Ohio Dallas, Texas Rice Lake, Wisconsin 

Advertising Plates Company Wetmore and Company Serigraph Sales and Mfg. Co. 
45 W. Alexis Road 1015 So. Shepherd Drive South 12th Street 
Toledo 12, Ohio Houston 19, Texas West Bend, Wisconsin 

Reflective Displays Co. Pylant Sign Advertising City Sign Service 
1431 Mercereou Place 508 W. Indiana Baker Drive 
Toledo, Ohio Midland, Texas Wisconsin Rapids, Wisconsin 
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Joins Strauchen & McKim 
Strauchen & McKim, Cincinnati 
agency, has appointed Arthur T. 
Duhaime to its executive staff. Mr. 
Duhaime formerly was associated 
with Ruthrauff & Ryan, Chicago 


Promotes Paul Hickman 

Paul Hickman, with the maga- 
zine’s advertising staff since Oc- 
tober, 1951, has been promoted to 
classified advertising manager of 
The Progressive Farmer. 


Hotel Offers 1¢ Sale Vacation 

The Hotel Vanderbilt, New 
York, has begun a 1¢ sale premo- 
tion for a weekend tour of New 
York. Arranged with the Lepere 
Travel Agency, Somerville, Mass., 
regular price for the weekend is 
$41, but for one cent additional 
two persons are entitled to the 
“special.” The profit margin will 
be small, but if volume is sufficient 
the idea may be taken out of the 
experimental stage, according to 


the hotel. Some 300 persons from 
the Boston area are planning to 
take the initial tour. 


Bury Forms Own Agency 


Aubrey C. (Al) Bury, secretary 
and director of DeWane Associates 
Inc., has resigned to form his own 
agency, Aubrey C. Bury Co, at 
118 W. 57th St. The New York 
office of DeWane Associates, 
which Mr. Bury managed, has 
been closed. 


Vantage Press Names Agency 

Vantage Press, New York book 
publisher, has appointed Metro- 
politan Advertising Co., New York, 
to handle its advertising. News- 
papers and magazines will be used. 


Statler Tissue to Reingold 

Statler Tissue Corp., Somerville, 
Mass., has appointed Reingold Co., 
Boston, to handle its advertising. 
Chambers and Wiswell previously 
handled the account. 


35 


Overbrook Appoints Golnick 

Overbrook Egg Nog Corp., Balti- 
more, has appointed Leon S. Gol- 
nick & Associates, Baltimore, to 
handle advertising and promotion, 
effective immediately. 


Keller Changes Agencies 
Brooks Keller has joined Laugh- 
lin-Wilson-Baxter & Persons, Dal- 
las agency. Mr. Keller formerly 
was in the copy and television de- 
partment of another Dallas agency. 


| 
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The same ‘‘Scotchlite” that gives day and night visibility to highway advertising 


REFLECTIVE SHEETING 


HOW TO SELL 
24 HOURS A DAY 


A HANDBOOK FOR EXECUTIVES 


WRITE TODAY for this FREE handbook—and sample 
“Scotchlite’’ Sheeting Emblem. Tells you how re- 
flectorized signs and emblems give your company’s 


4 


advertising more SELL— at lowest cost. 


REFLECTIVE SHEETING 


NAME 


Wan eX > 


Please send me sample “‘Scotchlite’’ Sheeting Emblem and 


COMPANY 


ADDRESS. 


arnt ye 


1 
| 
executive handbook, “How to Sell 24 Hours A Day.” 
| 
| 
| 


“3M” Adhesives. General Export: 122 E. 42nd St., New York 17, N.Y. In 


+t 
ie Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn. — also makers 
of “Seotch"’ Brand Pressure-sensitive Tapes, “Scotch” Soun 
“Underseal” Rubberized Coating, “Safety-Walk” Non-sli 


Recording Tape, 
Surfacing, “3M” Abrasives, 
‘anada: London, Ont., Can. 
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Signa-Cratt to Ross Co. I 

Signa-Craft 
manufacturer of emblem 
itial jewelry, has appointed Philip tions will be used 


Ross Co., 
New York, 


and 


Inc., 


in- cations as well as dealer 


New York, to handle} 
advertising. Class and trade publi- 


| available. 


New York, Sept. 30—The Puerto 
| Rican Network will not be a year 
old until Oct. 15, but it already has 
sold 75% of its broadcast day. 

Up-to-date information on how 
radio is faring in this U. S. terri- 
tory was brought to New York last 
week by Harwood Hull Jr., gen- 
eral manager of Puerto Rico's only 


regular network service 

Three basic stations—-WAPA, 
San Juan; WPRP, Ponce, and 
WORA, Mayaguez—carry the 


eight-hour daily schedule, all of 
which is live programming. These 
stations are linked together by FM 
since there are no phone lines 
Two others—WXRF, 


Puerto Rican Radio Network, a Year Old, 
me Has Already Sold 75% of Broadcast Time 


Guayama, and WMDD, Fajardo— 
pick up the WAPA signal and re- 
broadcast the shows off the air. 
President of the network is Jose 
Ramon Quinones, owner of WAPA. 


® Regular network hours are 7 to 
8 a.m., 11 a.m. to 1 p.m., 2 to 4 
p.m. and 6 to 9 p.m. Baseball has 
been prolonging the broadcast day 
somewhat and will continue to do 
so as the Puerto Rican 
opens 

Blatz beer 
have 


season 


and Camel cigarets 
co-sponsored broadcasts of 


the Brooklyn Dodgers and New| 


York Yankees baseball games this 
season. The same advertisers also 


If your product appeals to young or old — or both, 
SPOT MOVIE ADS in theatres will deliver your 
sales message with the greatest impact. No medium 
can match its “selling” combination of sight, sound, 
action and color... plus giant size for ideal pack- 
age identification. 

Royal Crown Cola, for example, is convinced that 
SPOT MOVIE ADS in theatres are MASTER 
SALESMEN for the bottling business. Their SPOT 
MOVIE ADS appear in theatres in areas where 


e 


Family 


promotion is needed to develop dealer outlets — to 


keep sales up after the brand has been established, 


and to gain the constantly growing new market of 


youngsters. 


The Movie Advertising Bureau produced and 
booked in theatres a series of SPOT MOVIE ADS 
for Royal Crown Cola. They’re getting undivided 
attention from a relaxed, receptive audience... 
Think how SPOT MOVIE ADS in theatres could 
demonstrate — dramatize your product or service. 
Get in touch with our nearest office for full infor- 
mation. We handle all details—from planning to 
placing . . . direct or through your agency. 


MOVIE ADVERTISING BUREAU 


KANSAS CITY: 2449 Charlotte St. 
CLEVELAND: 526 Superior N.E. 
SAN FRANCISCO: 821 Market St. 


NEW YORK: 70 East 45 St. 


CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 


Part ed emer re mea bes cigs at we ere $4 
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will cover the coming doings of the 
San Juan championship nine and 
the Ponce team. This sports con- 
tract, which Mr. Hull describes as 
one of the largest in Puerto Rican 
radio history, was signed through 
McCann-Erickson’s Puerto Rico 
office. Games of the Dodgers and 
Yankees are “recreated” from 
play-by-play data supplied by 
Western Union. 


® Among other new business set 
in recent weeks: 

Procter & Gamble, through Pub- 
licidad-o-Carvajal in Havana, 
bought an hour block for three 
back-to-back soap operas. These 
are popular fare on the islands. 

Corona Brewing Corp. signed for 
a 15-minute noontime sports quiz, 
which the station reports has been 
drawing 500 letters a day from 
| listeners. Zerbe-Penn of San Juan 
is the agency. 

Colgate-Palmolive-Peet is pre- 
;senting two daytime dramas. 
| Campbell Soup Co. for V-8 vege- 
| table juices has a 15-minute wake- 
|'up show starring one of Puerto 


Rico’s leading comedians. This 
| time was bought direct. 
Caribe Motors is advertising 


|Chevrolet cars with an evening 

comedy show. McCann-Erickson is 
the agency. On Saturdays at noon- 
time, Caprice shoes broadcasts the 
hit songs of the week. 


# In addition to selling program 
time, the network sells 45 seconds 
of spot announcements between 
programs. This is generally split 
into three 15-second spots. During 
the hours when the network is on 
the air, all programs and ail spots 
are carried simultaneously by the 
three basic stations, which cut in 
locally only for individual call let- 
ters. 

Mr. Hull, who indicated that the 
amount of network time may be 
extended “after we've consolidated 
|our gains,” said the network spot 
| schedule is tight. 
| Puerto Rican broadcasters don’t 

have to worry about television 
competition yet, though WKAQ, 
San Juan, has already been as- 
| Signed a license for Channel 2 

| WAPA, of which Mr. Hull is 
| general manager, has an applica- 
, tion pending for Channel 4. An- 
other San Juan station, WKVM, 
| has applied for the same channel, 
| necessitating a hearing. 

| “We are all ready to go with 
| television if the commission says 
| yes,” Mr. Hull stated. He said 
| WAPA has not bought TV trans- 
| mitting equipment yet, but knows 
where to get it. 

| Melchor Guzman Co. represents 
| the network in this country. 


Mrs. Stevens Joins Staff 
of Robertson & Buckley 

Mrs. Dorothy B. Stevens has 
|been appointed to the copy staff 
}of Robertson & Buckley, Chicago 
| agency. 
| Mrs. Stevens, 
who has. done 
agency work in 
New York, was 
on the merchan- 
dising staff of 
Lever Bros. Co. 
prior to moving 
to Chicago. Her 
background in- 
cludes work in 
both industrial 
and consumer 
products, and she 
was for eight years assistant ad- 
vertising and sales manager of 
various divisions of U. S. Rubber 
Co. 


> 
<. 


= 


Dorothy Stevens 


Given Sponsors Fall Campaign 

Given Mfg. Co., Los Angeles, 
manufacturer of a line of garbage 
disposers, will launch an intensive 
fall advertising campaign, to begin 
with a two-color ad in the Oct. 18 
issue of The Saturday Evening 
Post. Supporting material for 
dealers includes one-minute tele- 
vision commercials, similar theater 
promotional films in color, and 
point of sale material. H. M. Gard- 
ner & Associates, Los Angeles, is 
the agency. 
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Juring the first six months of 1952 the St. Louis Post- | - 
Dispateh carried 17,547,532 lines of. advertising... § > 
1,327,395 lines more than in the first six months of 1951 
_and more than in any other first six months in its history. 


During the last 10 years the St. Louis Post-Dispatch ; 
has more than doubled its advertising lineage, going up J 
from 11,586.81 lines in 1942 to 34,094,238 lines in 1951. 


Cee > ad ° ey : : cae ar. 28 ot 8 ‘ 
These figures emphasize the increasing acceptance of | 


the St. Louis Post-Dispatch by advertisers as well as 


nly 1 Cities _ 

the United States Have Po * Fy 05 Get thes 
Evening Newspapers | | mo 6 MOST 
With Larger Circulations E- 2 : ; When You Get the 


ST.LOUIS POST- DISPATCH 
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2 COUNTRY 2 PROGRESSIVE ~ * 
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Bripceport, Conn., Oct. 1—An 
even two dozen, four-color pages 
in five magazines will be General 
Electric Co.’s bid for the Christmas 
market for its electric blanket. 

These ads, appearing in Novem- 
ber and December issues of Better 
Homes & Gardens, Collier's, House 
& Garden, The Saturday Evening 
Post and Sunset Magazine, will re- 
quire a healthy chunk of the $535,- 
000 GE has set aside for advertis- 
ing its blankets during the next six 


® You'll give this handy gadget a choice spot 
in your top drawer — use it every day! Gives you 


< 
GUIDE not only the full gray scale, but also the corre- 
sponding tone values in standard red, yellow and blue. Write 


us today and get yours. R$. We're pretty sure we can top the photo-engraving 


Advertising Age, October 6, 1952 


General Electric Schedules Concentration 
of Color Pages to Sell Electric Blankets 


vertising, Mr. McLean said, more 
than 1,000 radio spots, as well as 
a barrage of 1,000-line newspaper 
ads, will be bought by distributors 
in the Boston-Providence-Worces- 
ter area during the pre-Christmas 
promotion. Similar local promo- 
tions are being arranged in other 
large metropolitan areas, tying in 
with industry-wide promotion of 
electric blankets wherever possi- 
| ble. 

| The ads exude promises of com- 
| fort and offer “a warm invitation 


results you're now getting — especially on color process work. And the sooner | months. 


you let us prove it the better you'll like it. The blanket promotion, exclu- On Gs FEE SE Sean 


sively in magazines with all ads in| Said that GE advertising will not 
full color, will start Nov. 1. With| Promote the unique GE blanket 
| the exception of some spreads and/| features extensively because this 


ELECTRO 


| will be full pages. 


-erecrave ; s These facts were disclosed by 
ae, aor ¥ puss ‘ 'C. R. McLean, sales manager of 


the electric blanket department of 
PHOTO-ENGRAVERS GE’s small appliance division. 
inc. 10 WEST In addition to the national ad- 


—— 
ASSOCIATION 
MIMNZIE ST. + DElaware 7-1277 


or 
ELECTRO-MATIC Engraving Company, 


MEMBER CHICAGO 


on Home Cooking! 


HOUSEHOLD ’s 2,100,000 reader families 
. eat home cooking three times a day. 


Hiome cooking . . . and this includes lunch 
. if Dad doesn’t get home at noon, 

you can bet he carries a home-cooked 

lunch to work! 


That's typical of the communities where 
HOUSEHOLD goes, the small cities 

and towns from 25,000 down: the home 
has a strong influence on every activity. 
Particularly with HOUSEHOLD reader 
families—78% of them own their homes. 


: Without HOUSEHOLD, you can't 
: hope to cover this best of all 
; home markets... simply because 
j other large-circulation magazines 
skimp the non-metropolitan 
market. This is where 
HOUSEHOLD concentrates 
..to the tune of 81% of its 
circulation, .. HOUSEHOLD is 
heavy where your schedule 
needs weight most! 


ye% 
uy. aes 
PS oe ~ 
Sup ~~ 
et 
y ‘ 
Sa 
HEAVY on food! Food articles 
o aa account for 22% of all HOUSEHOLD 
ZZ editorial. The rest? Building, gardening, 
e - 3 decorating, child care—home activities from 


i . front to back! 


HOUSEHOLD 


5 = tx HOUSEHOLD «= Bigs 


balance your budget ! 


Household Magazine, Topeka, Kansas 


‘Tet 


MATIC | fractional pages, most of the ads| Would be to the general detriment 


lof the industry since it would 
|“knock” competitors. At present, 
| the entire industry is more or less 
| united in an effort to sell the idea 
|of electric blankets to the public. 


;}@ Mr. McLean said that General 
Electric has spent more money ad- 
vertising its electric blankets since 
World War II than all other blan- 
ket manufacturers—whether of the 
conventional or electric variety— 
in that same period. GE’s hold on 
the market is attributable to this 
relentless promotion, he said. More 
than 1,000,000 GE blankets have 
been sold to date. 

Promotion has always been via 
magazines, with color used 
throughout. It is through color that 
GE emphasizes the fashion aspects 
of the product. This year, as a re- 
sult of a survey of more than 200,- 
000 women by the Rahr Color Clin- 
ic, New York, GE has replaced the 
four colors it previously had used 
for its blankets with six new 
shades. Mr. McLean said that the 
survey determined the shades these 
women would use to decorate their 
bedrooms and on the basis of these 
facts the six colors were chosen 


s The leading manufacturers of 
electric blankets are all GE licen- 
sees, he noted. Their products are 
heat controlled by thermostats— 
approximately nine—distributed 
through the blankets. These ther- 
mostats, he said, are effective only 
in the area surrounding each one 
GE, he pointed out, is exclusive 
with the Sleep-Guard prctection 
against overheating, built into the 
entire length of wire in the blanket. 
GE’s method is less clumsy and 
more dependable protection, Mr. 
McLean claimed. Most significant- 
ly, he added, it is the feature that 
prophesies the greater acceptance 
of electric blankets as a soft goods 
—as well as an appliance—item. 

At the present time, Mr. McLean 
stated, 90% of GE’s electric blan- 
kets are sold through appliance 
dealers. One reason that depart- 
ment stores and blanket dealers 
have hesitated to carry electric 
blankets, he said, was because they 
have felt not only that they lack 
the proper appliance merchandis- 
ing background, but also that they 
could not supply adequate tech- 
nical and mechanical service for 
the item. 


= With the use of Sleep-Control in 
GE blankets, he claimed, “the larg- 
| est source of service difficulty has 
| been eliminated.” This fact has 
| accounted for GE blankets finding 
| acceptance as a soft goods item, 
|Mr. McLean said. The feature 
j}earned GE the annual Lewis & 
| Conger Home Safety Award for 
| 1951. 

| Another selling point to encour- 
| age department stores to handle 
the product, he said, is its high 
profit margin. According to a sur- 
vey conducted for GE by Russell 
W. Allen, New York, 1950 depart- 
ment store profits averaged 5% 
generally while blankets, comfort- 
ers and spreads furnished a 7.5% 
profit. GE claims their blanket rep- 
| resents a profit potential of better 
than 8%. 


ees nd 
ee 


Sy ony : er | ll a ———, | ee 
; — x 2. sth xa a Pag . - 0M pea ae 
. hyeneces oe ig . 
ah i Vicar 
ai mee 
: : re 
a Kotte ee 
iE To ‘ | 2 i 
‘eas mae ‘i 4 7 if 
: es SS) 3 
a — Ay a 
os ee Ptr 
os pommeeee | ey 
Sr be MEX ( 4 3 ti 
ag a a i 
; i ! S y) 7 
Eas, { y : 
ee 3 5 \ & jo i ee - *e 
> 1) ‘4 A | ‘ 
re a ‘ “awd ye > 
of : ~ | ee | a 
ae wale = | 
g 4 t mss / Be: 
ee hy 4 * | } 
9G ——. ria ies ; 
a AMER \— .* eS 
a% { Y 
og x] | | 
| i < { _ : 
ie : | 
— = 6 4 
ee 4 { b / Ap - | 
= ‘ P ! 
ofl | | 
wy: 
ag \; Aine. ‘ ' : _ 
Pics ao Vers N\\ | 
ie \ \ t 
ay Y) 4 RED ‘i | 
: $ : | ee A gle A t 
: " . . "os° 
ty iat ~~ ei F c */- . t=) ; 
| Be re 
es . : S ’ 
Sh 

_ ‘“ieann -"-* 
YS ~— « eee 4 
me a ' 
Pe. ee ee _ a. 
coal Seroan ¢ as ; gt eee ee) eS) Rem re ee FS ry Perc tear |e 


of harvest 


— | i 
crop of | 


estern sales! 


.N 


ae 


‘J 


~ 
. . 
. > 


Hitching your sales program to NBC Radio 


plows deeper profit furrows in the fertile West 


The farm-rich, industry-rich Pacific 
Coast, with the highest per capita income 
in the United States, is ready to buy your 
product or service. Make sure your sales 
message gets to this 16 billion dollar 
market. Use NBC, the network with top 
coverage in the Far West! 

NBC Pacifie Coast Network plants 


your product’s selling points firmly in 


83.546 of all Pacific Coast radio homes. 
Good business can’t help sprouting with 
that sort of cultivation. And NBC costs- 
per-thousand are lower than those of any 
other far-western network! 

Make this year’s crop of profits your 
biggest! Call your NBC sales office for 
details on how to reap the most sales 


for the least money out west! 


WESTERN NETWORK + NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporation of America 
HOLLYWOOD °« SAN FRANCISCO + CHICAGO + NEW YORK 


ZZ : ‘ hj > 


: LLLP LL 


LZ 


ees eS ee ee So uaa ; Pee Pe ae i) ae ae mae He pets, ao es eS Re Y o> ee ee o£ See 
Scat: eee ee oe + ae, ee oe, ei. Jee aes eS oS Ne 2 te a 
i ; ee 
Ee ae 
= rat j 
£ 3 ‘iad 
g | er) oo ae ae ee | a eee, Gee Ce ae | A Sr oe 
ra : Re ey a. fe ea aN ia BE ee: a SMR SO Fk Fs rite aMan cts owe : Ne Mee teeta. oS , 5 etios Ait 
ak leat = we a : BS pate, | aos aye 7 ae. i ees 
a aot , a wee ee an ae a. 
a DA me % one: pte 
. : ; ‘ 2 ¥ gg of ‘ ‘ ¢ ar ne , ae : igh 
he. ie ae? a 1 cha ‘ : ; igang Rael 
vee rer ’ ee ae a . on ar 
uy 4 ee (7 aa , oe “s 3 x we 
s. 5 Re f i: _ tae pe a 4 4 ee a = : 
Bere e: si aS er alae i | Yoo te 
= Pe \ Bae ‘ i ‘ a eo 
tes ] Pee 3 os a : ’ 3 be Neg 
ees | ; Pane rg : aad : at Aa ree . 
Gi . ‘i Ba cary ‘ a a ett a a Yt 
: . 3 se RG | om , cae ae a Ra: ak, : oy. ’ ; : : : * gee: sts, - 
os | ge Ae. aes eae Yl i gs ae — sete ete errr ear es a o> 5 A Ssigein “ee ae ws ; 
ae : ian Ges ee ees bc : A 3 a 
o { aa ' ¥ iene: é * TS Ret 
fs @ bumper Ww = 
the | tae ee oes fe - ee a i ee 8 
me = a hee aes Pipes ae a all : - » i = at oe a Ea ig ed - 
ty | ee a S aa ce : > ee Pies 
ae ; Rie Gee fn oe: a “a s ) 5 a 
vie : a a an a ee i ie | in » > we : es a 
i ey ae Bate See et oe. a > Ss s ~ a a re gn 
ee Bie i, Br a ee ; Y 3 ee Uy + Shatin 
: ee a ie se ae . >. ’ re See eee 
: "ae - *. = soa ‘er ‘ s . SN rs ‘ “air si 
oe ‘ : er Say Fs e - ee + » y a af eat es f caeaenn ep 
.. a ee, |p” << ae oe ae 
me ike fe : eae a . a * eee tas sk, 
i ae : a i << -" .) a ; ae ee 
a oe ae a -_ ‘ , : a - 4 es ss: 
e See n a ” s “<* (a 7 -E Pisar ae *: 5 
“ i on a » A ; Nae a eo es . 
eo ———— ss ¢ i 4 ¥ ‘ . > aes ¢< ' : oe i es seas 
ae ¥ ieee én ? 7 . “ee fee Ree 
a oe a i : a 4 } Z i“ Py ee me A : oS pes eee 
et : ef ee Tie i Fs . Cc ™’ ag a. ce =) Rao aie ge 
ms ‘sa ; “a eer. c . ~ . vd ey a % > yy ae se eo a,” sd 
ee a ieee vee. aie aa “a. \ oe d & . , , 5 Ef -. ¥. Saas fre oe 
a ; ae =. P F ‘ “lla = r ; ee : € - a CN rs Sie 
ei os oF er ' " , > aes. “" > wF, > ‘ ry a . es rr jane Ne i & 7 
eet gee . ; ee ; en2) " ns re gee 
ee N SFPrAA Par RAS ee ee ia 
ey . ae a Pia . a. ie ae BAe oe « Po «eee 
és ; + | A . > ~ sage a gop et ms mea Bh. i oes vg ot a Tr i «hae 
ean ' py - *. on g(a #. a Wt ee a eS Ea oe aaa Bem he eS. . 5 
3 4 ~ ee Ss eae bee te ae Keb a cee eS: >, tae ies 
ot 4 . —— : Ri a one tae ee _ epee ee ae We Ss wat ee) s ARS eile 
; : iit — ig ie: Ss eee. | ne eae oe a oO es Sia 
4 ‘ * ' ee ee ee ie CL j a 
: { ol ~~ ae) Rrra rs aaa oy) ic tee 1 Bee. 238 
a a ae ; I A ee ee 7 oy. 
or 7“ ae ae = See es ee a aah 2 ae A Tp ae oie 
{! a’ se % eM ; i. ay a eee re hae ae Ses ey ss ey Nasa Sp = a 7 aera fey yy) : re “ 
Yeo ce - » i ee nn 4 | i 
; ne ee 4 wea ae = :.!lUlU me igen. * 5 : Bot Ly nae of -  _ Fy : : Ny ay 
| t ees = ey fe: eee ee Sige MR 35. ~ AMER Sete “4 . aor 
i] = eee ea eS a ae yA p Pee en io. er ha ar Oi G eee 
] hte ea eve Bee Se ae ye # A a ji pe eterteies - td pe: : 4,4 Wa o / eee 
: 3 be ee Se rs ee ee: ha, ke coil fe re Pe eca  < cS 2 «4 (es 
3 i] " ie: Me Tne ae gk ee . mie 2 i eee st fa G2 4 ea 
ars ) \¥ » We. : me cs ae Oe nn * Ais. we ae ee ate oe 7 yt“ ae 4 «eee 
Lg See : —- —§— ee — “at = =a aes 
: So ip ; y 3a 4 “a eae MM 4 } me = mS a 4 Sam 4 4 4e er aces 
‘ity +e ae ae om 4 RS ce “. —_ ks ” 4 aa “eee oP a alg aa¢ — Ree 7 
y ; he ‘Sia y , . as a ar 2 aa 2 ~ : = ¢ i 3 ‘ he 5 a ss) fe a vid Pea Me 
be . oe =e j Dia a ' ae. ‘aig a ee y : z : - eB eb] 
ey & ee &. eas a oe ee ae? s. as oe t a. 
| we eae Dig a s ‘ ie PP a “4 wate eee 
i oe ee ua Se ‘a an a 3 : Re eet 
: H i i » + a 3 a ' AS Bs ea —s : t em a ae ¥ a a n ae am > * A, aS kee 2a Me 
i ee Se ee ey ae ey wits fo US = a 7 a By 
H) SC eae - i —. ns * = ee 7“ i > en ‘ eas a pine 
. i ae ees ’ , A sail sO af ee og Ae ae ae 
: liek = 3 ae { = ee} ’ ‘ ia 2 ~ Te ae sp Si pepe amy - ve icine Sees v Dee a 
os Ra Sn ee ., a : - ee 9 me tage J saad. Sh SS ae 
i Se % . = ay # . : ‘ee: ..% 2 ieee eat ire ot Deo eae spe 2 eee 
oh oe oe eas us = eit, —_—_ —— Jaen |: some ee E ae od 
Bae a te aaa 4 a " ' ov ; ! 4 a ee 4 ; eo ae : ~ 
, 4 = aaa : let : ~ area  « Sh Ma RC ; ‘ 
ES ene ay ot) . ; and * 4 - oe ae ee Ma aes P nae 
es 6S nee h - : m ed * ) ee SS ae ae 
M Me cere si ee os d “ a * 4am ; pee eae eg ee in | EEE ee 
‘ ee : . . i Pa FF ce ae _ d : fs 1 
: ’ , ees 
i Se a 
; ; ( rt] > Spokane tirsen Se 
i " I. \Yokima 5 asia ES 
' KGW + a 
{ Pertlend ) eS ae 
; M An, eee 
~ . KUGN ) 2 is 
+ { Eugene ) ca = Sp: 
2 > KMED hiss 
, Matted) Be 5. 
a a — ee 
: “WOH ) & Rey as 
e i ») eae 
| i] ‘ : ® ha 
— knee) § xz f Wis 
| Son {KM ; Pana 
il Francisco || Fresne > ase 
} ~~ § Tero > hover 
— ; xigt )| Bakersfield S| ae 
qa —~ ee ae ol 
; | ts Lt  Seuz Ris 
| soe : 
ee « 2 4 
5 *#e - . i} 
| %e 
te aera iis 
| Ses = eh, 
° : $4 
tal Me“ ML _— $3 ty . = qe 
iota & Pon Gs: a: og ¥ A — ras 
Mm. soe | PE hi OR ES] Ne i 
i KHL RENT HSS ag a= J& FAAS Se hor SSS —S me" 
: = WHE 7 a A < at a 227 -— aa -) r— . —7 —— * a MS Ps 
i eb 
} es 
i: %, Neate : ; : J : : : Paco Faia 
ot, ewan cies a 5 eos a Bethea 5 OO eee 33 2 a ra Mae Shi) eet te ae heen eit: 7 f ; Dy at a iat eae ee 
co a - ita ee ae oo eh sei age Se 
pe eo eee . a ee eee nie, ye eee Ae } 
ee poem, he es =e VT bo oe ee. Dake Ce ae Sense eh ora t OO alee ee 


count 


ates, 


Combs Named Garfield V. P. 
Ralph S. Combs, formerly an ac- 
Bozell & 
Jacobs, Seattle, has been named a 
v.p. of Sidney Garfield & Associ- 
Francisco agency. The 
appointment is effective Oct. 1. 


executive with 


San 


Joins Haehnle Advertising 
Robert F. Bender, formerly sales 
manager and general manager of 
and sales 
executive of WKRC-TV, has joined 


WKRC-FM, Cincinnati, 


Haehnie Advertising, Cincinnati. 


Leather Industries’ 
Exec Explains Aims 
and Hopes of Group 


New York, Sept. 30 
Industries of America will use bkw 
spreads in the Oct. 27 and Nov 
24 issues of Life, and a b&w spread 
in the November issue of Ladies’ 
Home Journal to stress quality val- 


ues of leather. Space is also being be 


1,300,000 trucks 
95,200 truck-tractors 
112,000 truck-trailers 


840,000 business passenger 
cars 
are owned by industries or busi- 
nesses in which subscribers to 
The Rotarian are officials, owners, 


portners or key executives. 


used in department store and 
leather goods business papers. Hir- 
shon-Garfield is the agency. 

Irving R. Glass, executive v.p. 
of Tanners’ Council of America, 
told a press conference that peo- 
ple are fed up with cheap and 
shoddy merchandise 


s “Our economy, our thinking and 
merchandising concepts are on the 
verge of a tremendous change, a 
change spearheaded by the ap- 
pearance of the quality concept and 
the emergence of the third dimen- 
sion in the production and distri- 
bution of consumers’ goods,” Mr. 


Leather 


Glass said. “No one can estimate 
its possibilities today any more 
than anyone could reasonably pre- 
dict 12 years ago the incredible up- 
ward surge in American productive 
capacity. 

“Competition itself is changing 
because competition in quality 
rather than in price labels has 
suddenly become a new force. Con- 
sumers will certainly remain price 
conscious, and that is as it should 


“For the first time in many 
years, however, consumer price 
consciousness will be paralleled 
by a concurrent awareness of qual- 
ity, of the desirability, the satis- 
faction and utility of better mer- 
chandise. 


s “The willingness to pay for bet- 
ter things,” he pointed out, “has 
become a potent and undeniable 
economic force capable of re-mold- 
ing the economic prospect. 

“The Leather Industries of 
America,” Mr. Glass said, “are 
aware of their own role in crystali- 
zation of the third dimension, but 


they also recognize that it is a 
change which applies to all busi- 
ness. Leather, symbolizing the gen- 
uine, carries the immediate appeal 
of quality to consumers. It epito- 
mizes the genuine, the element of 
real and recognizable value which 
can act like a catalyst in today’s 
competitive markets. The extent to 
which leather is being featured in 
merchandising as a means of con- 
veying the trading up principle is 
a source of gratification to the 
tanning industry. 

“In telling the story nationally 
to the public and to business, the 
Leather Industries have undertak- 
en a broader obligation than pro- 
moting their specific interests. 
They expect leather to benefit, but 
they also believe that the contribu- 
tion they are making to an explicit 
recognition of a dominant new 
trend is a service to the entire 
economy.” 


Metro Makes Move 

Metropolitan Sunday News- 
papers Inc. moves to 260 Madison 
Ave., New York, on Oct. 1. 


Dieco:BIGGER 


4 BILLION vowar 
MARKET. 


TOTAL NET EFFECTIVE 


BUYING INCOME 


Providence, R. I. 
Lovisville, Ky. 
Miami, Fla. 

Ms my Toledo, Ohio 

. San Antonio, Texas 
\ 5 Tacoma, Wash. 

| Des Moines, lowa 
Tulsa, Okla. 


$ 953,221,000 
826,406,000 
789,488,000 
764,166,000 
756,005,000 
486,782,000 
429,780,000 
424,070,000 


San Diego «iwc. 1,004,186,000 


DATA COPYRIGHTED 1952 SALES MANAGEMENT SURVEY OF BUYING POWER 


THE MOST 


IMPORTANT CORNER ; 


NG TRIBUNE 


IN THE 
Be 
SAN DIEGO 
CALIFORNIA 


a 


iego Union 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


| 

| SELF-SELLING DISPLAY—This 9'2x16'2” 
counter display not only carries an advertis- 
ing message, but is a self-selling dispenser 
| for stapling kits made by Speed Products 
| Co., Long Island City. The display holds 12 
of the machines. When a customer takes one, 
| another slips into its place. Ben Sackheim 

Inc. is the agency. 


FTC Examiner Rules 
Against Cleveland 
Greeting Card Firm 


| 
| WasHincTon, Sept. 30—Federal 
| Trade Commission Hearing Ex- 
| aminer Abner Lipscomb ruled last 
|week that American Greetings 
|Corp., Cleveland, should be pro- 
hibited from buying up stocks of 
|competiters’ greeting cards, and 
}engaging in other practices which 
j}remove competing products from 
normal channels of distribution. 
The examiner’s initial decision, 
supporting the commission's com- 
plaint against the company, would 
also prohibit the firm from offer- 
|}ing inducements to favored re- 
|tailers, unless similar favors are 
| available to competing retailers. 
|! Mr. Lipscomb said nothing in 
his proposed order would prevent 
American from defending promo- 
| tional offers by showing that suit- 
able facilities were offered to each 
competing customer, and that the 
| services, facilities and payments 
|offered each customer were of 
| value “equal to a uniform percent- 
age of each customer’s sales.” 
Unless appealed his decision be- 
comes final in 30 days. 


— Kodak Promotes 
Johnson, Grauel in Ad Dept. 


A. Dexter Johnson and Edwin 
L. Grauel have been promoted 
to assistant directors of advertis- 
ing for Eastman Kodak Co., Ro- 
chester. 

Mr. Johnson joined Kodak in 
1934 after doing advertising work 
in New York and Plainfield, N. J. 


Edwin Ll. Gravel 


A. Dexter Johnson 


He has worked in the department’s 
displays and exhibits divisions 
and since 1949 has been in charge 
of all merchandising operations. 
Mr. Grauel has been with the com- 
pany since 1930. He has been 
business manager of the advertis- 
ing department and has been in 
charge of media buying and other 
business operations. 


Snow Crop Promotes Two 

Robert L. Wolpert, with the 
New York branch sales office, has 
been promoted to sales promotion 
manager by Snow Crop Marketers, 
New York. Eleanor M. Fratto, 
with the company three years, has 
been advanced to administrative 
assistant for advertising. 
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ADVERTISING LEADERSHIP & GROWTH 


SEPT.'41 SEPT.'46 SEPT.'52 


Reader Preference at 
ALL TIME HIGH 


SUPER SERVICE STATION’s editorial 
excellence has reached new highs 
year after year. This has resulted in 
high reader preference enjoyed by NO 
OTHER publication serving the field. 
In a study completed July 16, 1952 by 
R. L. Polk & Company, statisticians to 
the automotive industry, 60.7°> of read- 
ers questioned said they prefer SUPER 
SERVICE STATION to any other book. 


September ‘52 Issue 
Biggest in History 


Reflecting the rapid growth of the gas- 
oline service station market, SUPER 
SERVICE STATION’s September, 1952 
issue marks an ALL TIME HIGH in 
advertising ...a record 178 pages! NO 
OTHER publication serving the gaso- 
line service station field has ever even 
come close to SUPER SERVICE STA- 
TION magazine’s outstanding record 
of accepted leadership in advertising. 


READER PREFERENCE 


ALL OTHER BOOKS SUPER SERVICE STATION 


EXPANSION OF 
SERVICE STATION MARKET 
IN BILLIONS OF DOLLARS 


$6.5 


1946 1951 


Market Bigger 


than Ever 


The gasoline service station market 
has grown big rapidly, steadily. In the 
last decade retail sales have doubled. 
According to U. S. Department of Com- 
merce figures, 1941 sales volume was 
$3,454.000,000.00; 1946 volume climbed 
to $4,066,000,000.00; while 1951 sales 

dtoa d high of $6,585,000, 


000.00. 


tions. 


SUPER SERVICE STATION 


in market expansion...in reader preference... 
in advertising leadership 


A THREE-WAY RECORD YOU 
CAN WIN WITH, EVERY TIME! 


When you pick an aggressive book with high 


readership. in a rapidly expanding market— 
a book demonstrating advertising leadership 
year after year, even month after month— / 
you can be sure you've picked a winner. That’s 
why more advertisers placed SUPER SERV- 
ICE STATION’s September issue at the top 
of their appropriations than any other issue — 
in history. 


Winter Change-Over 
Demand at Peak ' 


Because demand for winter change-over prod- — 
ucts is at its peak, SUPER SERVICE STA- 
TION’s fall and winter issues are traditionally © 
good advertising buys. If you have winteriz- 
ing goods to sell now . .. or if you want to 


give your entire sales promotion drive a big 
lift later . . . it’s time for you to enlist the 
help of this THREE-WAY leader. 


Put this Record Sales Power 
Behind your Product 


To get your full share of this huge gasoline service station busi- 
ness, why not put the sales power evidenced by SUPER SERV- 
ICE STATION’s ALL TIME, THREE-WAY RECORD to work 
for your product right away. Capitalize on an expanding 
market—in the book at the top of most advertisers’ appropria- 


THE IRVING-CLOUD PUBLISHING COMPANY 


Daily News Building 


Chicago 6, Illinois 


ms THE NO. 1 BOOK IN THE GASOLINE SERVICE STATION 71 tae 
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New Burlap Council 
Names JWT, Slates 
Trade Ad Campaign | 


New York, Sept. 30—The Burlap | 
Council, a_ recently established | 
trade and informational group 
formed by Indian Jute Mills Assn. | 
of Calcutta in cooperation with | 
“Wwlap and bag associations in the 
Unite’ States, has retained J 
Waiter Thompson Co. to handle 
preMotion of burlap products tor | 
U.S. consumption | 

Pace advertisements in two col-|} 
orsyto be used in farm and busi- 
nes@ publications, will stress the 
ample supply and low price of 
burlap for packaging 


P@biications scheduled include 
A ican Poultry Journal, Feed- 
8 ls, Institutions, The Packer, 
F essive Farmer and Western 
Fe & Seed 


> campaign is directed at large | 
buyers of burlap bags, such as| 
- 4% shippers, feed and fertilizer | 
ma@ufacturers, on the one hand, 
ali@) large users of potatoes, feed | 
aid fertilizers on the other. The 
major part of the campaign will 
be @hanneled primarily to the po- 
tata and feed markets, which to- | 
getBer account for approximately | 
60% of the U. S. burlap bag mar- 
ket, 


a. fexander Low, president of the 
ap Council and also of Indian 
Jute Mills Assn., told AA that the 
former organization is chiefly an 


advisory group made up of mem- 
bers appointed by four associations. 


ARTHUR L. 
RIESENBERGER, | 
as your ads 
suggest— 


Cincinnatians must be 
“following the trail” to Old 
Log Cabin straight bour- 
bon. Best evidence of this: 
a three-year sales increase 
in Ohio’s District A (Cin- 
cinnati) of about 100 per- 
cent. Being Regional Man- 
ager, you're close to the pic- 
ture, Mr. R.; don't you 
think we're justified in 
drawing the obvious con- 
clusion from your sales and 
the fact that most of your 
Cincinnati newspaper ad- 
vertising the 
Times-Star — a _ year-in, 
year-out National Distillers’ 
custom ? 


comes to 


These are Textile Bag Assn., Bur-) said, will be approximately 800,-, Join U.S. Rubber Promotion 


lap & Jute Assn., National Burlap 
Bag Dealers Assn. and Independent 
Bag Manufacturers Assn. 

Indian Jute Mills Assn. is com- 
posed of 82 burlap cloth producers 
in India. All of the money to fi- 
nance the promotion of burlap in 
this country, he said, is being sup- 
plied by Indian Jute Mills Assn. 
He declined, however, to say how 
much will be used for advertising. 

Burlap cloth production last 
year, Mr. Low said, was 531,000,000 
yards. Production this year, he 


000,000 yards. | 

In addition to business paper 
advertising, the organization plans 
special direct mail and publicity | 
campaigns, 


Arvey Corp. Ofters Kit 

Arvey Corp., Chicago manufac- 
turer of cellulose lamination and 
cardboard advertising displays, is 
offering a free kit of production 
samples to packaging men and 
manufacturers, to demonstrate its 
new printing service. 


More than 25 of the major pro-| 


ducers of tufted cotton products 
have joined the United States Rub- 


ber Co.’s advertising and merchan-| 


dising campaign to promote the 


use of tufted cotton products, ac-| 
cording to a company announce-'| 
| 


ment. 


Hurlburt Joins Cowles 

Allen Hurlburt, formerly admin- 
istrative art director at William 
Weintraub & Co., New York, has 
joined Cowles Magazines as pro- 
motion art director. 
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| WICE Promotes Pearl 


Sumner Pearl, program director, 
has been promoted to station man- 
ager of WICE, Providence, R. I. 
He will retain his program director 
duties. He succeeds John @. Mar- 
tin. James Keough has been named 
business manager. 


Jacob Joins ‘Sales Scrap Book’ 

| Andrew G. Jaccb, formerly east- 
}ern advertising manager of The 
| National Lithographer, New York, 
has been appointed business man- 
— of Sales Scrap Book, New 
‘York. 


Special issues ] 
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Schonfarber Names Cassidy 

Thomas Cassidy, previously as- 
sociated with local radio stations, 
has been appointed radio and tele- 
vision director of Gordon Schon- 
farber & Associates, Providence. 
He succeeds Claire Priner, who has 
resigned. 


Lumbermen Adopt Magazine 


The Northwestern Lumbermens 
Assn., Minneapolis, has adopted 
Northwest Lumber & Building 
Materiai Dealer as its official 
publication, effective with the 
October issue. 


Vollrath Names New Agency 
Vollrath Co., Sheboygan, Wis., 
manufacturer of stainless steel kit- 
chen, hospital and restaurant uten- 
sils, has named Klau-Van Pieter- 
som-Dunlap Associates, Milwau- 
kee, to direct its advertising. C. 
Wendel Muench & Co., Chicago, 
handled the advertising formerly. 


Linn Promoted to Sales Post 


George Linn, formerly super- 
visor of sales promotion in the 
automotive battery division of 
Electric Storage Battery Co., Phila- 
delphia, has been appointed as- 


sistant manager of the company’s 
automotive replacement battery 
sales. 


Three Join Foote, Cone 

Marjorie R. Smeltzer, formerly 
with J. Walter Thompson Co., and 
Louise Smart, previously with 
Benton & Bowles, have joined the 
creative staff of Foote, Cone & 
Belding, New York. Bruce Clerk, 
previously advertising and promo- 
tion director for Ann Fogarty, 
Rappi and Madeline Fauth, has 
joined the agency as fashion co- 
ordinator and stylist. 


Begins New Saturday TV Time | Emil Mogul Expands Radio-TV 
WENR-TV, Chicago, began con-| Dept.: Adds New Personnel 
tinuous Saturday operation for the| Emil Mogul Co., New York, has 
first time Sept. 13. Formerly the! jeased extra space at its present 
station had been telecasting from) }ocation to accommodate its ex- 
9:00 to 11:00 a.m. on Saturday,| panded radio and television de- 
resuming at 3:00 p.m. to conclusion | partment. New personnel in the 
about 12:30 a.m. Sunday. | expanded department include Les- 

: # ter J. Mallets, formerly an account 
Koether Named ‘Look’ Editor executive with Harry B. Cohen 
George Koether, formerly with | Advertising Co., New York, busi- 
the Foundation for Economic Edu- | ness manager, and Nat B. Eisen- 
cation and the Christian Freedom | berg, previously TV producer-di- 
Foundation as an economics writ- rector for Al Paul Lefton Co., 
er, has joined Look as its first full-' New York, supervisor of creative 
time automotive editor. | programming. 
| Florence Katz, who has been 


Chilton special issues have a sound editorial reason for their 


existence: they actually are of special interest to the reader. 


The purpose of Chilton special issues is to give the reader facts, 
figures, and forecasts of special usefulness and timeliness. 
That is why such special issues as AUTOMOTIVE INDUSTRIES 
Statistical Issue .. . HARDWARE AGE Catalog and Directory 
y Number . .. THE SPECTATOR Annual Statement Number .. . 
THE IRON AGE Annual Review issue are noted for their long 
life. And that is why al/ Chilton special issues are among the 


| most consulted of all references. 


Because Chilton special issues are of special value to the reader, 


they represent a special value for the advertiser. He gets re- 


| peated exposure of his message in the perfect atmosphere for 
presenting his story. Yes, advertisements in Chilton special issues 


| continue to get action from buyers long after publication date. 


- '@ 
_ CHILTON 
COMPANY 


(iNconmporaren) 


| COREE 
oi coo 


f Chestnut and 56th Streets 


if 100 E. 42nd Street 
i Philadelphia 39, Pa. = 


New York 17, N. Y. 


THE IRON AGE + HARDWARE AGE 7 MOTOR AGE ° 
HARDWARE WORLD * DEPARTMENT STORE ECONOMIST 7 
THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY . 
AUTOMOTIVE INDUSTRIES @ 


COMMERCIAL CAR JOURNAL 

BOOT & SHOE RECORDER 
THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR @ DISTRIBUTION AGE 


with a purpose... 


|radio time buyer for the agency, 
|has been promoted to radio and 
television time buyer. Marvin 
| Schlaffer has been advanced to 
| production supervisor. 


Heisey & Co. Names Dunham 


Harold J. Dunham has been 
appointed advertising and sales 
promotion manager of A. H. Heis- 
ey & Co., Newark, O., maker of 
pressed and blown handmade 
glass tableware. He also will head 
up the new market research de- 
partment. 


Retail Sales 
Climb to... 
$133,416,000 
in ALTOONA 


“TEST 
TOWN” 


os 
Pennsylvania 
Retail sales total $133,416,000 in 
the Altoona Metropolitan Co 
market. The prosperous livi 
standards of the city’s well 


wage-earners . . . supplemented 
the shopping of trading area f. 


lies . . . concentrate more than 6 
of these sales in Altoona’s store@ 


As a result, the city’s sales are _ 
above average. Food sales s 

an even higher plus.. 48%! That's 
$112 above the U. S. per capita 
food sales, $90 above the state’s 
General merchandise sales top the 
national average by 46% . . . fur- 
niture-household sales by 100%! 


Covered by the 
“RESULT” 


Newspaper 


The Mirror sells your product in 
96% of the city zone homes . . . to 
82% of the families in the entire 
metropolitan county area. This 
newspaper's reputation for results 
shows... year after year... in 
huge advertising volume—maillions 
of lines more than is carried by 
some of the country’s big metro- 
politan newspapers. 


\| ALTOONA, PA.’S ONLY 
EVENING NEWSPAPER 


| RICHARD E. BEELER 
Advertising Manager 


Altoona 


Mirror. 
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This Week in Washington... 


FTC Urged to Hold Public Hearings 


By Stanley Cohen 
Washington Editor have 


WASHINGTON, Oct 


and the Federa] Trade Commission | ancy. 
is not one to be out of step. Some 


2—Public| have discovered the clerical error 
hearings are the order of the day,| which caused much of the discrep- 


mtration of experts. Moreover, the 
mishandling of preliminary figures 
places a shadow of doubt over the 
very valuable data which will be- 
come available soon, with the re- 
lease of the final expenditures 


work of its sister agencies it would study tabulations. 


and it would 
* . + 


Legal hair splitting by the staff 
of the Federal] Communications 


The embarrassing experience of Commission has put the commis- 


of the commission members are| BLS is particularly regrettable be- sion in one of the most ridiculous 
toying with an idea which would} cause the quality of its work al- positions in its history. 


put FTC in the “hearing” business! most 


in a big way sceneiemiemneibdinianianame 


This plan originates with Paul 
E. Hadlick, general counsel of the 
National Oil Marketers Assn. and 
one of the nation’s top anti-trust 
authorities. Mr. Hadlick thinks 
FTC should have a public hearing 
on unfair trade practices in the 
oi] marketing business——so that in- 
dependents will have a chance to 
air their complaints against big 
integrated operators 


@ In the past, FTC has had hear- 
ings only after charging a com- 
pany with violation of a specific 
section of the law. But Mr. Had- 
lick says this ignores the basic 
idea that President Woodrow Wil- 
son expressed when the agency 
was created 35 years ago. He says 
President Wilson visualized FTC 
as “an indispensable instrument 
f information and publicity” but 

t the commissioners’ subse- 
qugntiy became overimpressed 
bn 4 their judicial and investiga- 
tive powers 

*You can never accomplish the 
pUEposes for which FTC was estab- 
lishéd by mimicking or masquerad- 
ing as judges,” he scolds. ‘“Pub- 
licify is the best weapon you have 
to @d unfair and unethical meth- 
ods of competition.” 

s idea has captured the inter- 
est pf Commissioner John Carson, 
whe is circulating it among the 
cOf™missioners. “At least three 
times in the past year I have 
labored to induce the commission 
to Become interested in changing 
itg procedures,” he wrote Mr. Had- 
like “I have always believed that 
suflight is one of the most effec- 
tive> cures for diseases which 
weaken a democratic society.” 

es e e 

Lé@st week this department ob- 
served. that the recent release of 
erroReous consumer expenditure 
dat@ by the Bureau of Labor Sta- 
tigh@s raised a serious question: 
How much control should the Bud- 
get Bureau exercise over govern- 
ment statistics? 

The present lack of coordination 
in the statistical field is deliberate, 
and in all fairness, ought to be dis- 
cussed a bit more. Long ago, the| 
government decided that its var-| 
ious statistical agencies should be} 
autonomous—frcea to do their own! 
work and publish their results 

The Bureau of the Budget sees | 
that the agencies maintain high 
professional standards and do not 
duplicate each other. But there is 
overwhelming opposition to any 
centralized pre-publication review | 
of research results | 

Obviously; it is well for the gov- 
ernment to protect its researchers | 
from intellectual regimentation. As 
this department pointed out, how- 
ever, that autonomy cannot be car- 
ried to the point of research op- 
erated in a “jungle.” 

Centralized review may be too 
high a price to pay to avoid errors 
of the kind committed by BLS. But 
certainly, when BLS is treating in- 
surance expenditures as expense 


and other agencies treat it as sav- 
ings—there is more room for “co- 
ordination” of research definitions 
and terminology. And there is also 
a matter of teamwork 


@ When they were released, the 
original BLS figures flew in the 
face of previously published re- 
ports of the Commerce Department 
and Federal Reserve Board. If 
BLS had healthy respect for the: 


excites the ad- 


As it stands now, FCC is being 


THERE'S NO PLACE LIKE 
THE AMERICAN HOME 


Answers to advertising, to be exact. Some advertisers (and these 
three are just typical) ask people to write in. And when they get 
answers aplenty (which these three did), it generally means that the 


audience is a “high-voltage” one. And that’s what The American 
Home delivers. For full facts, give us a call. 


* 


Which twin pulled better ? 
A furniture manufacturer meas- 
ured leads for the same ad in 
thesame monthin The American 
Home Magazine and another 
mass-circulation magazine. An 
swers ran 2,500 to 1,500 in favor 
of The American Home 


accused—with considerable justice 
—of being considerably less than 
fair to several pioneer telecasters 
who must move to new TV chan- 
nels as a result of the recent reas- 
signment plan. 

In all, some 31 pre-freeze sta- 
tions are moving. Until last week, 
they assumed the moves were 
automatic—the commission would 
simply issue new licenses permit- 
ting them to go to the frequencies 
which were specifically set forth 
in the assignment plan. 

Now, however, FCC staff mem- 
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bers say the moves cannot be 
authorized until the stations appl) 
And under the rules, no applica- 
tion can be automatically granted 
if there is another application for 
the same channel. 
Several of the “pioneers” may be 
thrown into competitive hearings— 
and could even find themselves out 
of business. All because they 
agreed to move to new channels 
in order to help FCC work out a 
better allocation plan. 
* ~ a 
Apparently the country is be- 


A maker of kitchen gadgets 
added a single copy line to his 
ad and offered further informa- 
tion. His requests from The 
American Home readers ran to 
1,700 —- against 375 from an- 
other big-audience magazine 


Read and re-read by 
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coming increasingly uneasy about 
its prosperity. In any event, at least 
three responsible government offi- 
cials found it opportune this week 
to discount the likelihood of a seri- 
ous depression in the foreseeable 
future. 

Economic Stabilizer Roger Put- 
nam said “economic safeguards we 
have provided in the past 20 years 
will forestall any depression of 
1930 magnitude.” Presidential 
Economic Adviser Robert C. Turner 
told U. S. News & World Report 
high government spending will 


continue to provide a _ balance 
wheel, to prevent any sharp de- 
cline in economic activity. 

And Treasury Secretary John 
Snyder—in what was presumably 
a farewell report to the American 
Banking Assn.—said business and 
consumers are in a strong position 
to weather any storms that may be 
ahead. Much of the tremendous 
business expansion of the past six 
years was financed from retained 
earnings, he pointed out. And con- 
sumers—with over $210 billion of 
liquid assets—have a sense of se- 


curity which will enable them to 
supportahi level of buying. 

“AU in uu,” Secretary Snyder 
declared, “there seems no doubt 
but that the long-term factors un- 
derlying our present prosperity 
could provide the basis for a strong 
forward movement when defense 
production eases off. The peace- 
time markets existing in this coun- 
try alone are almost limitless; and 
American business has already 
proved that it is well aware of 
the opportunities which this situa- 
tion provides.” 


WSLS-TV Set for Roanoke 


WSLS, Roanoke, Va., has been 
granted a permit by the FCC for 
construction of a television station 
Work on the project will begin im- 
mediately. Equipment for the sta- 
tion (WSLS-TV, on Channel 10) 
has been on order since July 5, 
1951. 


Appoints Central Advertising 

Richard D. Brew & Co., Belmont, 
Mass., optical instruments manu- 
facturer, has appointed Central 
Advertising Service, Boston, to 
handle its advertising. 


different 


Sleuthing for paint prospects, 
one company ran ads in nine 
publications during 
1951. They found The American 
Home paid off better than any 
of the other eight. 
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TAKES TWO PACKAGES-—For its 70th an- 
niversary, Russell-Miller Milling Co. pro- 
motes this three-tier cake which calls for 
use of both all-purpose and devil's food 
mixes. Color and b&w ads are running in 
more than 25 newspapers, via Olmsted & 

Foley, Minneapolis. 


WOER-TV Shuffling 
Staff & Programs; 
Names New Manager 


New York, Oct. 2—WOR-TV is 
in the midst of a major program 
and personnel shakeup 

At the top, Warren Wade, for- 
merly producer of the repeat per- 
formance “Broadway TV Theater,” 
has been named manager of the 
station, which reportedly has been 
operating at a considerable Joss. 
For several months since Theo@ore 
Streibert, former head of WOR 
and WOR-TV, moved into’ the 
over-all television end of General 
Teleradio’s operations, WOR}*TV 
has not had anybody in the mian- 
ager's seat. : 


® First major action since “Mr. 
Wade's advancement was the re- 
alignment of the station’s n@ws, 
special events, sports and program 
departments. This resulted in the 
exit of Dave Driscoll, news ghief 
of WOR for many years, and Bob 
O'Connor, WOR-TV sports difec- 
tor, and several regular empl®@yes 
on their staffs. An undetermined 
number of engineers—at least 3O— 
received pink slips, but som@ of 
these jobs are seasonal and tefmi- 
nate with the end of the bas@ball 
season. 


@ Among the executives who Rave 
| left WOR and WOR-TV since the 
| stations were acquired by General 
| Tire & Rubber Co. are the v.ps 
| in charge of sales and engineering, 


|the promotion director and the 
publicity director. 
Meanwhile, WOR-TV is plan- 


| ning to revamp its program sched- 
|ule, with economy and increased 
sales in mind. A rumor that the 
Brooklyn Dodger baseball telecasts 
| would be dropped was denied in 


|on-the-air announcements. How- 
|ever, some sources still believed 
|the station would like a more 
| profitable margin on this opera- 
tion. Sports sustainers—like all 
}other non-money-making  pro- 
| grams—wilil be under constant 


| study. 


8 Moves contemplated by the sta- 
tion include a shorter broadcast 
|day and a swing toward film 
shows. 

The all-night live 
interview session, started a few 
months ago with much ballyhoo, 
will be blacked out in the economy 
drive. However, its emcee Freddie 
Robbins will be seen in an hour 
telecast six nights a week, from 1! 
p.m. to midnight. 

As the programming staff now 
shapes up, Harvey Harlowe, pro- 
duction manager and originator of 
the all-night show, will direct 
studio and remote shows, including 
sports. Milton Fenster will 
tinue to supervise film operations, 
and newscaster John Wingate will 
become news manager. 


disc jockey 


con- 
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‘Gazette’ Promotes Two 

The Cedar Rapids Gazette has 
promoted John F. Callender to 
national advertising manager and 
Frank S. Ford to classified ad- 
vertising manager. Mr. Callender 
has been in the paper’s national 
advertising department for the 
past year as a sales representative. 
He joined the local display de- 
partment about six years ago. 


Mr. Ford has been a member of 
the local classified display depart- 
ment for the last four years 


Appoints Thomas Costello 

Thomas J. Costello, with the 
financial editorial department of 
the New York Herald Tribune 
since 1940, has joined the staff of | 
Albert Frank-Guenther Law, New 
York, 


At Low Prices You'll Like 


With our 35 years experience... 


highly trained staff. . . 


with our 
our complete labo- 


ratory and latest equipment, we produce 

quality TV spots, show openings, ete., at a 

price lower than anyone else can touch. 
Send us your copy for estimate 


FILMACK STUDIOS 


, 1335 5. Wabash 


Chicago 5, Ill. 


ope a. eee ee CX seen naar 25. 


Clorets and Clor-aid Tangle in Court 


New York, Sept. 30—In a reply 
to a suit filed by American Chicle 
|Co., Bio-Gum Laboratories Inc 
(subsidiary of Topps Chewing 
Gum Inc.), said yesterday that 
Clor-aid, its chlorophyll chewing 
gum, is not a trademark infringe- 
ment or unfair competition to Clor- 
ets, as charged. 

The answer is expected to say 
that “clor” is descriptive, rather 
than distinctive, of some 30 chloro- 
phyll products and that “aid” is 
dissimilar to “ets.” In its complaint, 
American Chicle charged that con- 
sumers ask for “Clor-aids” instead 
of “Clor-aid”, thereby making the 

name very similar to Clorets, and 
| that retailers have been selling 
| Cher -aid as Clorets. 

American Chicle charges further 
|that Bio-Gum is practicing unfair 
competition in its packaging of 
Clor-aid. The complaint also 
charges that Clor-aid has always 
been selling at 10¢ for 12 tablets 


but that Bio-Gum has distributed 
counter cards saying, “now 10¢.” 
Clorets sells at 12 tablets for 15¢. 


8 The reply says that there is no 
unfair competition attached to the 
packaging of Clor-aid, pointing out 
that most chlorophyll gum prod- 
ucts are packaged in red and green. 

As a technical move, Bio-Gum 
will also file a counterclaim asking 
cancelation of the Clorets trade- 
mark registration because of prior 
registrations. 

American Chicle’s complaint was 
filed in eastern district court of 
New York. The calendar in this 
court is currently running about 
three years behind. 


Charlotte Has 244,842 TV Sets 

There were 244,842 television 
sets in the WBTV, Charlotte, N. C., 
area as of Sept. 17, an increase of 
7,323 sets over the previous 
month's total. 


How can YOU tell whether 


Is 


Every 


er 


chandise to pay for the ad, plus a healthy profit 
“4 besides. the ad obviously has paid off, and the 


mail order man runs another 


Travel 


Secretary 


Point. N.C. 


advertiser 
whether his advertising is doing the job it’s sup- 
posed to do. Mail order advertisers, for instance. 


judge strictly by sales. If an ad sells enough mer 


advertisers, on the other hand, use the 
cost-per-inquiry basis. 
of Bennett-Advertising. 
and handles the advertising for the 
State of North ¢ 


hard and fast rule as to evaluating a magazine in 


has his own way of deciding 


ad. 


As Tom Evans puts it he’s 
Inc.. in High 


‘arolina—“ Although we have no 


terms of inquiries, we consider an inquiry cost of 


under one dollar to be very satisfactory.” 


On that basis. 


how does REDBOOK Magazine 


rate? Well, below are some “for instances” 
REDBOOK VACATION INQUIRY RECORD 
Date of Space Cost of Inquiries Cost per 
ssue State Used Space Received inquiry 
Mar. ‘51 Virginia 7i lines, B&W = $ 854.13 813 $1.05 
Apri! 52. N Carolina Lcolumn,B&W 1,780.00 2,016 88 
Mar. 51 Florida 2columns,B&W 3,440.00 4,123 83 
Mar. 51 Tennessee 142 lines, BI 
& | color 2,120.00 3,858 55 
Mar. ‘52 Arkansas 71 lines, B&W 854.13 2,321 37 


IN OTHER WORDS, THESE FIVE 
ADVERTISERS SPENT $9,048.26 
FOR SPACE IN REDBOOK, AND 
RECEIVED 13,131 INQUIRIES...AN 
AVERAGE OF 69¢ PER INQUIRY. 


dis. 


THE VITAL YEARS 


*++*+ from 18 to 35*+*+** 


Redbooks 


America’s ONLY Mass Medium for Young Adults . 2,000,000 Circulation.. alee than 5,500,000 Readers 


YOUR advertising 
paving off? 


Travelers Buy 


People who have the money to spend for travelling. 
the 


Even while travelling they have many needs. 


obviously have 


More! 


money to buy other things. 


They 


need luggage. Transportation. A place to live. and 


meals, when they get where theyre going. Clothes. 


Insurance. 


Entertainment and recreation. 


REDBOOK’s productivity for travel advertising 


can be harnessed to give your own advertising extra 
selling power. Its ABC Circulation of 2.020.320 


for the first quarter of 1952 offers you 5.550.000 


3.950.000) women 


And its flexible 


vou from 491 to 562 Young 


readers 


men readers. 


dollar. per black 


readers: 


rate 


1.600.000 


system offers 


Adult Readers per 


and white page. depending on the 


frequency or volume of the space vou buy. 


How many magazines can match that? 


> 
a 


y 


e 


THE VITAL MARKET 
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BIG FACTOR 
ia every 
Factory 


SYMBOL—Fall ads of General Motors New 
Departure division will use this ball as a 
symbol of friction-free precision in bear- 
ings. Pages will run in Business Week, For- 
tune, Newsweek, The Saturday Evening 
Post, Time and U. S. News & World Re- 
port. D. P. Brother & Co. is the agency. 


‘ANPA Reaffirms 


Newspapers’ Right 
ie Turn Down Ads 


New York, Sept. 30—Newspa- 
pers which refuse to carry local 
advertising containing slugs which 
mention a national magazine are 
within their rights, according to 
| the American Newspaper Publish- 
| ers Assn. 

“A newspaper,” said the ANPA 
| in an advertising bulletin to mem- 
|bers, “acting independently of 
}anyone else and solely upon its 
| own judgment, can accept or reject 
advertising or copy for advertising 
| for any reason. It can lay down a 
| policy of its own making and so 
| long as it adheres to that policy it 
jis on safe ground.” 

The bulletin said the ANPA'’s 
counsel advised that there is “no 
|teason why a newspaper should 
mention a national magazine if it 
is contrary to its office policy un- 
{less the material submitted for the 
advertising has been copyrighted 
by the magazine with prohibition 
against republication in any form 


without referring to the copy- 
| right.” 
® According to the ANPA, law 


;courts have repeatedly held that 
| newspapers are in private business 
jand are not public utilities and 
| they may publish or refuse to pub- 
\lish what advertising they wish 
y contrary to office policy. 

“If a newspaper is free to refuse 
to accept advertising according to 
its office policy, ANPA counsel 
expresses the belief that it can cer- 
tainly refuse to publish advertising 
‘containing slugs mentioning a mag- 
azine.” 


Robert McNell Is Elected 
President of Thompson-Koch 
Robert 
elected 
Koch, 


A. McNell has been 
president of Thompson- 
New York agency. Prior to 
his election by 
the board of di- 
rectors, Mr. Mc- 
Nell was a v.p. 
and member of 
the plans board 
of W. Earl Both- 
well Inc. He pre- 
viously had been 
associated with 
Biow Co., Duane 
Jones Co., and 
Dancer-Fitzger- 
ald-Sample. He 
succeeds Carl A. 
Baumgartner, who has been with 
Thompson-Koch for 42 years. Mr. 
Baumgartner has not announced 
his future plans. 


Robert McNell 


Atlanta Artists in Seminar 

The Art Directors’ Club of At- 
lanta will sponsor ten weekly sem- 
inars on business and advertising 
art begining Sept. 30 and con- 
tinuing through Dec. 2. The series 
will be presented by the Atlanta 
division of the University of 
Georgia. 
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How Wonder 


Bread 


stays on top in the 
Chicago market! 


S CHICAGO’s best-selling brand of white bread, 
Wonder Bread in 1949 began a program of adver- 
tising designed to maintain and expand its consumer 
franchise and withstand the efforts of competing brands 
and do so at carefully adjusted cost. 

The largest share of Wonder Bread’s Chicago news- 
paper budget since pre-war years had been placed in 
the Chicago Tribune, with outstanding results. So, as 
profit margins tightened and it became necessary to 
make each advertising dollar work harder than ever 
before, Continental Baking Company chose to concen- 
trate on the great, basic market provided by readers of 
the Chicago Tribune. 

In 1950, Continental, thru its agency, Ted Bates & 
Co., began placing Wonder Bread’s Chicago newspaper 
advertising exclusively in the Tribune following this 
newspaper’s consumer-franchise plan. 

Featuring the Wonder Bread slogan, “Helps Build 
Strong Bodies Eight Ways,” the campaign was designed 
from the retailer’s own point of view to keep Wonder 
Bread on the daily shopping lists of Chicago’s largest 


Chicago New York City Detroit 
A - 


ADVERTISING SALES REPRESENTATIVES 


1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Continental Baking Company maintains sales leadership in 
highly competitive white bread classification with the help 
of Chicago Tribune consumer-franchise plan 


and most responsive audience of grocery store customers. 

The campaign used Tribune newsprint color, two- 
page black-and-white spreads and dominant, 1000-line 
units on a consistent schedule. 

The program proved so successful that for more 
than two and one-half years Wonder Bread has contin- 
ued to place practically its entire Chicago newspaper 
appropriation in the Tribune. 

When the leader in a competitive market such as 
this depends on the selling power of one newspaper to 
stay out in front with consumers, you can be sure that 
the newspaper exerts tremendous influence on the kind 
of audience you want to sell. 

Decide now to learn how a Chicago Tribune con- 
sumer-franchise plan can help you realize your sales 
aims in the Chicago market by utilizing your adver- 
tising funds with greater efficiency. Ask a Tribune 


advertising representative for details. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


San Francisco Los Angeles 
a & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Blvd. 
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Boston Agency Helps Small Home F urnishing which can be removed. {color page in Living is only 50% | given credit in each ad. 


“ ‘ a Dealers carrying more than one | greater than that of a half page,| This plan was initiated by the 
Advertisers with Related Product Promotion of the advertised lines could easily | while a b&w page is twice as ex-| agency on behalf of its since de- 
_|combine them in tie-in displays|pensive as a b&w half page in| parted client, Reed & Barton. Co- 

; ™ and ads, he said, and make related | either magazine. operating were Doulton & Co., 

sales thereby. | “It’s quite obvious,” he conclud-| dinnerware manufacturer (Calkins 
In addition, two of the advertis- ed, “that an advertiser, for the|& Holden, Carlock, McClinton & 
ers—Cushman and Priscilla Turn-; money spent here, would have a|Smith); W. F. Breuss Inc., table 
er—get an institutional boost from | hard time paying for a two-color! linen (Marvin Sherres Inc.), and 
the ads, because they make strict-| page in Living under his exclusive | Fostoria Glass Co., crystal (Fuller 


Boston, Sept. 30—Advertisers 
are getting a “four-color ride on 
a bkw budget” through a unique 
’ plan now being tested in magazines 
f by Badger and Browning & Parch- 
er, Boston agency 


At a cost of $3,600 apiece—cover- ly colonial products and the page| sponsorship.” |& Smith & Ross). 
ing ari, copy and bleed as well as is largely a promotion of colonial 
space and merchandising charges design. ® Badger and Browning & Parcher, |@ Each ad showed a place or table 


-four home furnishing accounts 
are being promoted jointly .via 
four-color pages in the October 


while having arranged many credit! setting with a smaller photograph 
© Mr. Gilmore considers the “edi- exchanges in ads of related prod-|of the particular product being 
torial approach” of the ad an ad-| ucts, initiated its first joint promo-| promoted. The pages were rigidly 


a Se ee vantage. He feels that the headline | tion last spring. | similar in layout, and the headline 
i Gate"tor te Brae : eee te eee ans eee, at te, tn coma emma | et ee Snes ely Se See bese 
. The four—Cushman Mfg. Co 00 now nt ful” advi pg 8%" 4 co 7 > SOES SORTINSS | BENS mentioned, e.g., “Fostoria. . . 
ae bale gy Se geen. A VA re 4z a : : u a vice on how to achieve the|as the “portfolio” promotion, as|so beautiful, so right. 
(colonia urni ure), ee “ u , on spy tae ~~ “best” in colonial, will find a more distinguished from the “composite” | Badger and Browning & Parcher 
— ye non — — eas ws : receptive reader than does the con- | just described. handled the artwork, layout and 
Guild (hook aw s) ook Gein eeeke a= & ze = ventional “advertising approach” More ambitious in scope andj production in consultation with the 
pa ~d _ € — ; ; . TESS EE == | via the straight sales pitch. | space than the home furnishing ads, | other agencies. 
V3 Strahan o. (wal A tape aged tei Color is especially important in| the earlier scheme featured a ser-| Many of the same advantages in 
re tributed the ingredients of the co- certain merchandising services free | promoting home furnishings and| ies of four consecutive color pages | merchandising and cost reduction 
lonial style living room pictured or at special rates. He also noted | Mr. Gilmore noted that full color| in the April House Beautiful, each| accrued. It was found that of a 


‘ in the ad that when related products are is not available in House Beauti-| promoting one brand item in a din-| mailing list of more than 2,000 

ss ini iia aeainaaial PO nse in an ad — a many mt, for example, in units of tess| ing table setting. The three prod-| dealers submitted by the three 
e ad pitches for colonial decor) duplications in dealer listings) than a page. And the cost of a|ucts completi i i: ty 

and claims that a blend of its | | completing the setting were | hard goods” manufacturers, 1,150 

sponsors’ products provides “Co-| 

lonial Charm at its very best.” Ex- 


mae cept for Thomas Strahan, handled 
ah by Abbott Kimball Co., the ac- 
oie counts are served by Badger and 
by Browning. 


The advantages of this kind of g 13 
joint advertising are manifold, ac- 


rding to L. Donald Gilmore, Z a a ; 
ency executive. He admitted Bu i. e / 
at three of the four accounts do ern C/f TU) d * 


a mot buy full pages except for line 
peel Igunchings or special promotions. 
— “The plan is thus an immense aid 


t@ small accounts,” Mr. Gilmore 
id. He believes it adds power to 
the promotions, especially by 
i®creasing merchandising poten- 
tialities 
“Fractional pages,” he explained, 
"Qo not approach the impact of a 
or page on salesmen and deal- 
, whose cooperation is essential 
putting a campaign across.” 
le added that display cards of 
iw or smaller than page size ads 
less striking and almost invari- 
a@@ly less persuasive than a mount- 
color page identified with the 
gazine where it appeared 


a There are numerous savings in 
it, too. Only one photograph, and 

~ ae set of plates for each in-| 
Seftion, are required instead of 
‘ : fogr. And there are various savings 
Le agp eenaoangy the promotions. 
r. Gilmore pointed out that, | 

depending on the size and color! 
content of an ad, magazines offer 


| the average 
be Greenwich 
family has 


C1A% 
2 MORE 
a. TO 
. SPEND 


‘ 
than has the average 
U.S. family. Greenwich, 
Conn., a premium mar- 
ket, can be reached at 
little cost through 
Greenwich Time, often 
called “the best subur- 
ban daily newspaper in 
America” ... and the 
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carried at least two of the lines. 
It should be added that the same 
issue of House Beautiful featured 
an editorial piece on sterling silver 
illustrated by an item of each of 
the four manufacturers. On the 
facing page appeared a coler photo 
of a dining room table, similarly 
furnished and appropriately cred- 
ited. 


Three Join N. W. Ayer & Son 
Paul C. Phillips, who has worked 
in Hollywood for <ix years, has 
joined the radio-TV department 
of N. W. Ayer & Son, New York, 
and Willis Ranney Jr. has become 
a member of the Ayer plans-mer- 
chandising department. George T. 
Sweetser, formerly a magazine 
publisher and advertising execu- 
tive, has also joined the Ayer staff. 


Food Fairs Boosts O'Connor 


James T. O'Connor, assistant 
sales promotion director of Food 
Fair Stores Inc., Philadelphia, has 
been promoted to advertising and 
sales promotion manager for the 
New Jersey-New York branch of 
the chain. He will be in charge of 
about 50 Food Fair markets. 


Americans Own 76% 
of World's Autos 


Derroir, Sept. 30—As of last 
New Year's Bve, American auto- 
mobile owners accounted for 76% 
of the total number of passenger 
cars at large in the world. 

Of the 56,000,000 registered pas- 
senger cars in the world, Ameri- 
cans own 42,682,591. They also 
own 9,035,754 of the 18,018,000 
motor trucks on earth. 

This data is contained in the 
1952 collection of facts and figures 
compiled by the Automobile Man- 
ufacturers Assn. in an 80-page 
booklet. 

According to the report, the 
number of trucks operating in the 
U. S. increased 78.2% during the 
past 10 years, while passenger car 
registrations increased 44.2%. By 
the end of last year, there were 
230,461 busses registered in the 
U. S. 


® The tally also shows that 43% | 


of the operating passenger cars 


and 34% of the trucks were pre- 
war models. 


U. S. plants accounted for 72% | 


of the world’s production of motor 
vehicles produced in the world 
during 1951; in line with this fig- 
ure, nearly two-thirds of all U. S. 
families own cars. 

Comparing U. S. car ownership 
with that of the rest of the world, 
the AMA report points out that 
the ratio of population to motor 
vehicles of all kinds is three to 
one in the U.S. while for the world 
as a whole it's 32 to one. 


DCA to Sell Ice Cream 


Doughnut Corp. of America, 
New York, is entering the ice 
cream field for the first time in 
its 33-year history. DCA has ac- 
quired the Howdy Doody ice cream 
novelty franchise along wi 
Americana Enterprises and Spear 
Metal Utilities Corp., companies 


‘that furnish supplies to the ice 


cream novelty industry. In addi- 
tion, a controlling interest has been 
obtained in Globe Extracts Inc., 
flavor manufacturer for the ice 
cream trade. 


‘Vision’ Makes Changes 


Alexander Nimick, 
manager of Vision, has been pro- 
moted to advertising director of 
that publication and Visao, Por- 
tuguese-language fortnightly. 
Charles J. Kirby, a member of the 
New York sales staff, succeeds Mr. 
Nimick. Robert H. Odell, who for- 
merly headed his own public re- 


lations organization, has been ap- | 


pointed assistant to the president 
and publisher. Mrs. Virginia Max- 
field Moore, previously with Read- 
er’s Digest International editions 
has been named advertising pro- 
motion manager. 


Gould Joins Ruppert 

| Joe Gould, formerly with S. C 
| Swanson Inc., New York public 
relations counsel, has joined Jacob 
Ruppert Brewery, New York, as 
assistant public relations director 
in charge of press relations. 


Kable Elected President 

Robert R. Kable, executive v.p., 
has been elected president of 
Kable Printing Co., Mount Morris, 
/Ill. He succeeds his father, the 
late Harry G. Kable. 


EN it’s a question of which of the 

three biggest man-woman magazines 
should get your advertising, just consider this: 
Better Homes & Gardens is the only one 
entirely devoted to things to try, things to buy! 


BH&G’s 3’-million families reach for this 
magazine in a way all their own—with BUY 


on their minds! 


should see your ads? 


They eagerly await each issue of BH&G for 
one reason alone: to absorb its practical sug- 
gestions on what’s new, what’s better, what’s 
for them to do—and to buy. 


That’s all BH&G contains. That’s all its 
millions have in mind as they read. Aren't 
these BUY-minded millions the millions who 


Bu BUYOLOGICAL BRIEFS 


More advertising dollars per issue were spent in 
BH&G than in any other magazine. (1st six months 
1952.) 
More dollars of advertising, more lines of adver- 
tising and more pages of advertising were placed 
in BH&G than in any other major monthly magazine. 
(1st six months of 1952.) 
The most advertising dollars ever spent in a single 
issue of any magazine ever published were spent in 
the April, 1952 issue of BH&G. (And still true as 
this ad goes to press.) 


MEREDITH PUBLISHING COMPANY, Des Moines, lowo 


advertising | 


you, wail 
Mow, Custenuts 


er 1% million buying tamulé 


) 
\ 


have them. 


. 


1 


There’s no reason why 
| you can’t profit greatly 

by encouraging over 1% 
growing young 
families to buy from you. 
Tell them—and SELL 
them through the pages 
of their two favorite fam- 
ily weeklies: Our Sunday 
Visitor and The Register. 


Try 
sales-producing OSV-Reg- 
ister UNIT now for com 
vineing proof. Greater net 


this coast-to-coast 


profits and steady, volume= 
buying new customers are 


yours for a modest invest 
ment. 


Just write, wire or tele } 
phone for friendly, moneys 
making ideas and informa: 


tion . . . yours without : 


obligation, of course. We'll i 
be happy introduce 


your product or service 


to 


most economically to these 


een gape Moye 


larger-than-average, 
volume-buying families 
across the nation. i 


1,915,215 


WEEKLY CIRCULATION 


(June 30, 1951) 


NATIONAL 


CD Bertolet Co.ine. 


—CHICAGD 
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Newspaper Admen Elect 


i Eric M. Wilson, advertising di- 
“4 rector for the Montreal Star, has 
: been elected president of the 


Newspaper Advertising Managers 
Assn. of Eastern Canada. Other of- 


ficers elected are J. Ross Bates, 
the Standard, St. Catharines, Ont., 
Ist v.p.; Charles G. Fenn, the Free 
Press, London, Ont., 2nd v.p., and 
L. Phil Vezina, L’Action Catho- 
lique, Quebec, secretary-treasurer 


Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 

—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results 


Price $10.00. 


BACON’S CLIPPING BUREAU 


343 Se. Dearborn St., Chicago 4 


Sent on approvel. 


Chicago Transit Authority Tries 
Hard to Promote Its Transfers 


Cuicaco, Oct. 1—The Chicago 
Transit Authority has a new entry 
in the field of media promotion. 
The city-owned transportation 
company has been trying—without 
too much success—to sell its sur- 
face system transfers as an adver- 
tising medium. 

H. L. Polland, director of public 
information, reported to AA that 
the program is “still in the experi- 
mental stage.” However, he ad- 
ded that “results so far are some- 
what encouraging’ and he dis- 
closed plans for an aggressive 
campaign to attract advertisers. 

Chicago Transferads, the sales 
representative for the medium, be- 
gan placing copy on the streetcar 
and bus transfers last December. 
This copy announced to advertis- 
ers that space was available and 
ran until early in January, when 


the first 
placed. 


commercial copy was 


® The CTA rates are $300 per 
weekday for the entire surface 
system, with the charges varying 
according to frequency of inser- 
tion and length of contract. There 
are lower rates for Saturday and 
Sunday, when the riding volume 
is lower. 


The results which Mr. Polland|! 


calls “somewhat encouraging” add 
up to this: In the first seven 


months of 1952 the CTA got $16,-| 
792 from advertising on the trans- | 


fers. In other words, the medium 


was used by advertisers for about | 


50 days in this seyen-month pe- 
riod. Among the space buyers were 
Muntz TV Inc., Swift & Co. and 
Miles Laboratories (for Alka- 
Seltzer). On the days when the 


a a i ns ce ae 


. Test YOUR MAILORDER 


COPY. ' Daa 


SL ASU ON THE Bic 


MAIL ORDER 


BUYING SEASON! 


A my 


( 


for you—Send for it Today! 


To You" 


ment to fit your budget. 


Let Capper's Weekly .. . 
Midwest". . 


Weekly Subscribers!" 


CAPPER 
PUBLICATIONS INC 


App 


Latest Survey Reports Show 
4 of CAPPER’S WEEKLY 


Yes—this is just one of the scores of significant facts contained 
in the recently completed survey report, “Mail Order Buying 
Habits of Capper’s Weekly Subscribers." Your FREE copy is ready 


These FACTS are pertinent to the new Mail Order Shopping 
Section of Capper's Weekly. This recently inaugurated, editorial 
style advertising department, ‘‘From the Nation's Shops—Direct 
. reaches more than 400,000 prosperous midwest 
Farm and Rural Town families who are PROVED mail order 
buyers. This new section offers you a style and size of advertise- 


“The Feature News Weekly of the Rural 
. with its long established dependable performance 
record do a real MAIL ORDER SALES job for You! 

Write today for the folder giving complete information on 
“From the Nation's Shops—Direct To You"'—and we'll also send 
you a FREE copy of “Mail Order Buying Habits of Capper’s 


er's Week 


912 Kansas Avenue Topeka,Kansas 


space was unsold, the CTA ran 
copy promoting its modernization 
program, charter service and ad- 
vantages of using the public trans- 
portation system. 


8 Recently the CTA announced a 
new factual Chicago promotional 
series which will appear on the 
transfers. Prepared with the as- 
sistance of the Chicago Assn. of 
Commerce & Industry, this se- 
ries seeks to acquaint riders “with 
our city’s leadership in commerce, 
industry, finance and other fields.” 
The first fact sheet in the series 
was entitled, “Chicago. ..market- 
{ing capital of the nation,” and 
read as follows: 

CHICAGO is widely known as “The 
Great Central Market.” Here, twenty 
thousand manufacturing and wholesaling 


concerns provide a highly diversified 


source of supply 
of the nation’s buyers 

Operating from Chicago, sellers can 
|} reach more customers in less time, at 
less cost than from any other major mar- 
keting center 

Chicago is America’s top business loca- 
| tion the nation’s Number One region of 
| opportunity 


@ The next nine numbers in the 
series cover Chicago as the trans- 
portation heart of America, air 
hub of the nation, leader in farm 
machinery production, world lead- 
er in meat processing, America’s 
| number one convention city, 
world-famed for industrial leader- 
| ship, a financial giant, a great in- 
land port, a leading retail center, 
| wholesale center for 21 states. The 
CTA says that “about 50 of the 
| city’s spheres of leadership will be 
| spotlighted through this medium.” 
| To promote this promotion, the 
|CTA has put out a leaflet designed 
| “to direct the attention of Chica- 
go’s civic, business and education- 
al leaders to this project.” The 
leaflet went to community groups 
and was also distributed in city 
schools with the idea of encourag- 
ing students to make a collection 
of the transfers “not only for use 
in their civic studies, but also as 
a means of stimulating pride in the 
accomplishments of their home 
city.” 


le Behind all this feverish promo- 
}tion and promotion of promotions 
ithere is a grand design—to in- 
| crease readership of the transfers 
so that the medium can be sold. 
|The CTA says that the transfers 
| have a daily circulation of 1,100,- 
}000 and Mr. Polland points out 
| that at $300 a day this “is consid- 
erably less than most other me- 


| 


for a large percentage | 
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dia.” However, he admits that one 
of the major problems in selling 
the space has been “the obtaining 
of reliable information on actual 
readership.” 

Mr. Polland told AA that the 
CTA has in the hopper a program 
which will yield the type of re- 
liable information on readership 
which can be presented to poten- 
tial advertisers. Starting Nov. 21 
and extending into December, the 
CTA is going to run a series of 
premium offers on_ transfers. 
Streetcar and bus riders will be 
invited to place orders by mail 
for attractive premium items and 
Mr. Polland said, “It is our hope 
that with data so obtained, adver- 
tisers will be readily attracted to 
this as yet somewhat untested me- 
dium.” 


@ One old standby that the CTA 
is still using to attract transfer 
readers is “A Smile A Day.” This 
feature appears on the top of each 
transfer and is usually culled from 
the “Joe Miller Jokebook.” It has 
received quite a bit of notoriety 
from radio commentators and 
newspaper columnists who con- 
sider the humor kind of “corny.” 
Here are two current examples: 

1. “I baked a sponge cake for you, 
darling,” said the young bride, “but it 
didn't turn out exactly right. I guess I 
must have bought the wrong kind of 
sponges.” 

2. Definition 
spoken inner conviction 
someone is watching 


Conscience is that ur 
that tells you 


JotC International Edition 
Goes from Monthly to Weekly 


The New York Journal of Com- 
merce, a Ridder publication, will 
change its three-year-old monthly 
international edition to a weekly 
newspaper starting with the Satur- 
day, Oct. 11, issue. Editorial con- 
tent will feature individual full- 
page sections on specific countries, 
“designed to market the goods and 
service of each country and to 
spotlight the opportunities for cap- 
ital investment.” 

The weekly edition will have a 
controlled circulation of 30,000 in 
133 world market areas. 


Business Publications Elect 
Harry C. Simonson, associate 
publisher and editor of Ver Halen 
Publications and publisher of Lab 
World, has been elected president 
of the Western Society of Business 
Publications. Other officers elected 
are Carlton Darling, advertising 
manager of Patterson's Beverage 
Gazetteer, v.p. and Louis Rangno, 
general manager of Jaffe Publica- 
tions, reelected secretary-treasurer 


Nr 


| Ud Beyer 


SAYS... 


(at the Top in Illinois) 


Best Test City 
in the Mid-West 


Population 126,876 A.B.C. City Zone 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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CAMPAIGN PLANNED—Planning a new western campaign for Pacific-Mercury Tele- 


vision Mfg. Corp., are Edward L. Koblitz 


(left), head of Edwards Agency, Los An- 


geles, Joseph Benaron, president and chairman of the board for Pacific-Mercury 
(right), and E. J. Carpenter, Appliance Distributors, Denver, newly appointed dis- 
tributor. The company has started a schedule in Good Housekeeping. 


JWT Is Undisputed 
Agency Champ Now 
in Number of V.P.s 


New York, Oct. 2—J. Walter 
Thompson Co. this week widened 
its undisputed lead in the agency 
v.p. competition by adding nine 
more names to its expansive list 

The last time AA undertook to 
size up the agency v.p. situation 
(AA., Dec. 31) our executive 
counter showed Foote, Cone & 
Belding leading the field with 56 
v.p.’s. Thompson, the No. 1 billing 
agency, was then three men be- 
hind. 

In the interim, that situation has 
been more than corrected. Thomp- | 
son doesn’t talk about such things 
as the total number of v.p.’s, but 
Standard Advertising Register lists 
69 names with that label—51 in 
New York, the others in branch 
offices. Add to the 69 the nine 
newcomers and you get a total of 
78, and JWT’s position of leader-, 
ship would seem secure for some 
time to come. 


# Appointed v.p.’s in the New York | 
office are John H. Morse of the} 
trade and technical department; | 
Frank B. Stephenson and Edmund | 
J. Smith, art directors; Thomas F. | 
O’Grady and Ezra Mclntosh, ac-| 
count executives, and Shirley F.| 
Woodell, account executive in the | 
international department. 

The other three new appointees | 
are West Coast account executives | 
—Lowell E. Mainland and Gurden | 
A. Mooser of San Francisco and | 
Tom R. Cooper of Los Angeles. | 


Mergenthaler Linotype Co. © 
Appoints Dykstra Ad Head 
as- | 


Edward Dykstra, formerly 
sistant advertising manager of the | 
Shaw-Box Crane and Hoist divi-| 
sion of Manning, 
Maxwell & Moore | 
Inc., Muskegon, | 
Mich., has been 
appointed adver- 
tising and sales | 
promotion man-|} 
ager of Mergen- 
thaler Linotype} 
Co., Brooklyn. He 
succeeds William 
L. Bartlett. 

Mr. Dykstra 
has been associ- 
ated for many 
years with the advertising and 
sales promotion departments of 
midwestern industrial companies. 
He is a member of both the Na- 
tional and the Chicago Industrial 
Advertisers Assn. 


Edward F. Dykstra 


Ocker Joins Guild, Bascom 

Ray F. Ocker, formerly with 
Buchanan & Co., San Francisco, 
has joined Guild, Bascom & Bon- 
figli, San Francisco, as production 
manager. The agency has been 
named to direct advertising for In- 
stant Beverage Corp., San Fran- 
cisco 


KLX Appoints Levy A.M. 


Milton L. Levy, formerly adver- 
tising manager of KBKR, Baker, 
Ore., has been named advertising 
manager of KLX, Oakland, Cal. 


CBS-Columbia Boosts Barron 


CBS-Columbia, the manufactur- 
ing subsidiary of Columbia Broad- 
casting System, New York, has 
promoted Mort D. Barron to as- 
sistant sales promotion manager. 
He was assistant sales manager. 


Whittall Elected President 

Frank A. Whittall has been 
elected president of Continental 
Can Co. of Canada, Montreal. He 
succeeds Harry A. Rapelye, who 
has retired. Until 1935, Mr. Whit- 
tall was sales manager and director 
of Whittall Can Co. At that time 
the company became a part of the 
Continental organization. In 1943 
he was elected v.p. in charge of 
sales and last June was promoted 
to executive v-p. 


Boys’ Wear Quarterly to Bow 

Esquire’s Apparel Arts will start 
publishing a special supplement 
devoted to boys’ apparel four times 
yearly in February. The quarterly 
will be known as Apparel Arts for 
Boys. The book, directed to the 
trade, will preview “father and 
sons” fashion plates which will 
subsequently appear in Esquire 
and will carry full fashion and 
market coverage of the boys’ ap- 
parel industry 


To Broadcast Public Service 
Gillette Co., Boston, sponsor of 
the World Series baseball and tele- 
vision broadcasts for the 11th con- 
secutive year, will once again car- 
ry a public service message during 
each game of the series. On a sev- 
en-game basis, the messages will 
promote the register and vote, 
community chest, defense bond, 
ground observers corps, blood 
donor, highway safety and forest 
fire prevention campaigns 
] 
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Alka-Seltzer 


To give your fine brochures and other printed 


material stimubating sparkle and graphic clar- 


iy <i help you capture and hold the eyes of 


We especially recommend romekote cast coated 


two sides, Enamel and Cover. 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, 
St. Louis, Cincinnati, Atlanta, Dallas and San Francisco 


Mass Audience .. . 


Alka-Seltzer drives home its 
message of relief all day 

every day—with Cleveland 
car card advertising. More 
than 28 millior transit rid- 


ers each month. 


Mitchell, 
McCandless & Klaus 


527 National City Bank Bidg. 
Cleveland 14, Ohio 


PAPERS 


TRADE MARK 


Whatever Your Paper Publem... Hs a Challenge to Champion! 
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both editions for a 20% surcharge 


Extends California Coverage 
on basic earned rates 


Southern California Bowling 
News, Los Angeles, has extended 
its coverage to include all of Cali- KGO-TV Promotes Sacks 
fornia “Southern” is being David Sacks has been promoted 
dropped from the title, and south- to sales manager of KGO-TV. 


ern and northerir California edi- San Francisco ABC outlet. He 
BAY tions are being published. Initial! joined the station's sales staff in 
fos circulation guarantee for the new 1951, and in February of this year 


edition is 2,000 paid, making the became manager of ABC-TV spot 
total paid guarantee for both edi- sales. Vincent Francis, station 
tions 6,200. Current basic adver- manager, has been acting as sales 
tisers may run the same copy in manager. 


\ 


ELECTROTYPE COMPANY 


SI7 SOUTH JEFFERSON ST. CHICAGO 7. fa 


House of Wile Is 
75 Years Old; 
Will Sell Whisky 


New York, Sept. 30—Last week 
was a big week in the corporate 
life of the House of Wile. It was 
a week set aside to mark the 75th 
anniversary of the founding of the 
wine and spirit importer known as 
Julius Wile Sons & Co. 

It was also something of an occa- 
sion for the Wile advertising agen- 
ey, J. D. Tarcher & Co., which is 
observing its 18th year on the ac- 
count. E. C. Ridley, v.p. of the 
Tarcher agency, is likewise in on 
the toasts. He’s been account exec 
on Wile since the beginning, back moting such class items as D.O.M.; Humbert Dry Sack sherry. 
in 1934. Benedictine (perhaps the oldest 

Wile currently spends something trademark item on the market to- ® These are the Big Four of Wile’s 
in the neighborhood of $400,000 a day), Peter Dawson scotch, Bol- 28 prestige imports—all of which 
year through J. D. Tarcher, pro- linger champagne and Williams &| are bound together by the Wile 


WILE WHEELS—That’s Richard L. Blum Jr. (left), youthful president of Julius Wile 

Sons & Co., with Madame Jacques Bollinger, owner and managing director of the 

Bollinger Champagne Co., Ay, France, and Herbert Foreman, Wile sales manager. 
Wile is the sole U. S. agent for Bollinger champagne. 


| label—‘“sole agents in the U.S.A.” 


Mrs. Harold Florin, farm homemaker of Avalon, 
Wis. uses an electric dryer for bedspreads, 


blankets, rugs, mattress pads, and quilted robes. 


om 


The manufacturer’s literature isn’t quite as 
convincing as the experience of the woman who 


uses the manufacturer’s product. So SUCCESSFUL 


FARMING reports on home appliances with case 
histories of farm homemakers, and photographs 
y actual installations. In a recent article, clothes 


; . . 
+ | dryers get the usual realistic treatment .. . 


What they ask about dryers 


The better farm homemakers today are a major 


- 
<5 eet le Paes 


market not only for dryers, but for everything that 


peor mane 


makes farm living better! 

Twelve years of record prosperity have brought a 
far-reaching revolution in farm homes. The new labor- 
-aving and leisure-increasing equipment...style and 
period consciousness in furniture, draperies, rugs, and 
decorations ...greater appreciation of color, pattern, 
texture, design... are evidence of the record demand 
for quality merchandise among the best farm families. 

The best audience is best reached by SuCCESSFUL 
FARMING ...concentrating one million of its 1,200,000 
circulation in the fifteen agricultural Heart states with 


the highest living standards and highest incomes. The 
Mrs. Harvey Moeckley of Polk City, Ia. shifts clothes from 


average income of these SF Heart states subscribers washer to dryer, sets controls for time and temperature. 

easily exceeds the national farm average by 50°. 
SUCCESSFUL FARMING advertising gives intensive 

penetration and high readership based on fifty years 


of service. In a market mostly missed by general media, 


where TV still gives spotty coverage, every national 


advertiser of furniture, appliances, and merchandise 


for better living needs SUCCESSFUL FARMING to balance 


national advertising effort. Call any SF office. 


Merepirn Pusuisnine Co. 
Des Moines eee New York, 
Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, 


Mrs. Jay Dillon, of Elkhorn, Neb., dries the work clothes of 
three sons and her husband in the gas drver. 


Los Angeles. 


As the importer, Wile Sons han- 
dles all advertising in this coun- 
try. Since 1934, it has remained 
largely with such class magazines 
as Fortune, The New Yorker and 
Town & Country. (Newspapers 
are used for special drives and at 
Christmas time). In the early days, 

las now, Wile was a consistent user 
lof short copy, but the emphasis 
then was on oldness of the im- 
| ported lines. Today the appeal 
| tends to emphasize when and how 
to use Benedictine, Dry Sack and 
| the others. 

| One oldtime ad (circa 1934-35) 
|showed reproductions of the Big 
Four bottles with the headline: 
|“Three generations of connois- 
| seurs can’t be wrong.” Copy told 
| of Benedictine dating to 1510; Bol- 
| linger champagne, “the favorite in 
England” for more than a century; 
Dry Sack, “the old fashioned” 
sherry. 


s The copy also stressed Wile’s 
qualifications as experts on wines 
and liquors. “Three generations of 
importing experience stand senti- 
nel in guarding your choice of 
imported liquors.” (The second 
and third generations of the Wile 
family and the third and fourth 
generations of the Blum family 
operate the company today.) 

Current advertising still shows 
the four bottles under a headline 
like: “You too will enjoy these 
world famous brands.” Brief copy 
advises using Benedictine after 
coffee or points up the “aristo- 
cratic” nature of Bollinger cham- 
pagne or talks of Dawson scotch 
as “a wee bit smoother—a wee bit 
mellower—a wee bit tastier.” 

The signature, in small type, 
points out that Wile is the “sole 
U. S. agent” and reproduces the 
Wile seal, with the exhortation: 
“Let this seal be your guide to 
quality.” 


® In addition to its advertising 
counsel, the House of Wile em- 
ploys Robert S. Taplinger & Asso- 
ciates to handle publicity on its 
imported labels. It is the Tap- 
linger organization which is usual- 
ly cited for the great to-do a few 
years ago over Pimm’s Cup. Ear- 
lier this year, Taplinger and Tar- 
cher combined to push Benedic- 
tine—as a color. The theory was 
that if enough of the ladies got to 
talking about Benedictine, the col- 
or, the idea would carry over to 
drinking habits (AA, March 10). 
They pushed so strenuously that 
about $4,500,000 was spent in ad- 
| vertising the new color. The cash 
was put up by dress makers, ho- 
| siery houses, shoe makers and big 
| department stores. 
| The color promotion is still in 
full swing, with House & Garden 
expected to promote it again 
| for home decorations next spring. 
|And when springtime comes 
around again there'll also be a 
Dry Sack beach line on the mar- 
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ket. (The sherry, it should be ex- 
plained, was placed in a distinc- 
tive burlap sack about five years 
ago.) 

@ The 75th anniversary is also 
planning time for Wile and _ its 
agency and p.r. company. The 
House of Wile next month will 
introduce a new item called Im- 
porter’s Choice, the first American 


whisky it has put out. In New! 


York, 
$5.49. 

Advertising will start in October 
and will also be aimed at the 
prestige market, the top segment 
of the income ladder. 


Shulton Hikes Ad Budget 
tor Old Spice and Others 


Shulton Inc., New York, has in- 
creased its fall and Christmas ad- 
vertising budget once again, fol- 
lowing an earlier announcement of 
“the strongest campaign” in the 
history of the company. Old Spice 
for men will get the greater per- 
centage of the increase, with TV 
and radio spot commercials sched- 
uled between now and Thanks- 
giving. A b&w page is set for a 
fall issue of Life. Also in the same 
book will be b&w bleed pages for 
Friendship’s Garden liquid petals, 
the new Shulton cream perfume. 

Christmas gift advertising for all 
four toiletry lines has been in- 
creased with the addition of Good 
Housekeeping, Seventeen and ra- 
dio and TV spots. A special Christ- 
mas campaign on the Desert Flow- 
er line will run in December issues 
of Glamour, Harper's Bazaar, The 
New Yorker, Redbook and Vogue. 
A 500-line newspaper campaign for 
Desert Flower hand and body lo- 
tion is set for 85 newspapers in 67 
cities. Wesley Associates is the 
agency. 


Sets Up Freezer Food Taboos 

The Portland, Ore., Better Busi- 
ness Bureau, aided by freezer-food 
plant executives, has set up tenta- 
tive standards for the advertising 
and selling of freezer-food com- 
binations. The proposed standards, 
sent to the entire industry with a 
request for voluntary compliance, 
recommend the elimination from 
advertising of such terms as 
“wholesale” and “at wholesale 
prices,” as well as stating prices 
per pound of certain cuts of meat, 
based on purchase of sides, quar- 
ters or other large quantities con- 
taining cheaper cuts. 


Lux Offers ‘Gaucho’ Scart 

Lever Bros. Co. is offering a 
“Gaucho” scarf send-away premi- 
um for 50¢ and two Lux toilet soap 
wrappers. Taken from the 20th 
Century-Fox film, “Way of a 
Gaucho,” the silk scarf, valued at 
$2.50, will be offered through “Lux 
Video Theater” and “Lux Radio 
Theater” on CBS, Dell Modern 
Group, This Week Magazine and 
Woman’s Home Companion, as well 
as through point of sale. The offer 
breaks on radio and TV Oct. 6. 
J. Walter Thompson Co., New 
York, is the Lux agency. 


Choice will sell for about 


'YONNE SAYS:— 
you'D . 
BETTER < 


orour We 
GROCERY STOR 
INVENTORIES 


Send for Complete 10 Week Studies of 
Margarine * Instant Coffee * Detergents 
Packaged Tea * Tea in Bags 
Ask about other Studies 
Send or call for complete details 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


, Elwers Joins Bastord Co. 

| George Elwers, formerly Chi- 
cago regional editor and later 
machinery editor of Iron Age, has 
joined the publicity department 
of G. M. Basford Co., New York 
and Cleveland agency. 


|New Haven Clock Names Roth 
| Herbert D. Roth, formerly with 
|/L. Luria & Son, has joined New 
| Haven Clock & Watch Co., New 
Haven, Conn., as sales director of 
consumer goods. 


Carborundum Boosts Scott 

Fred W. Scott Jr. has been pro- 
moted to manager of the new mer- 
chandising sales division of Car- 
borundum Co., Niagara Falls, N. Y. 
He was previously sales manager | 
of the coated products division. | 


Ostier Appoints Casmir 

Ostier Inc., New York jewelry 
manufacturer, has appointed Cas-, 
mir Advertising, New York, to di-' 
rect its advertising. National maga- 
zines and direct mail will be used. 


1952 Survey of the Vending Industry 
16 Pages of Valuable, Factual Data Covering: 


@ SALES STATISTICS BY PRODUCT © MARKETING PRACTICES 
SOPTRATING METHODS © 1960-505! COMPARISONS 
SSUTING FORECASTS @BRAND PREFERENCES 
Get the complete accurate picture of the veading indus. 


WSM-TV 


for SHELL 


On February 9, 1952, the American Oil Company (local 
Shell distributor) contracted for a half hour film show 
(Roller Derby) over WSM-TV. At the end of thirteen 
weeks two highly significant things had happened: 


If you like advertising results you can 
measure at the cash register, let 
Irving Waugh or any Petry Man tell 
you how WSM.TV has rung up equally 
impressive results for many 
advertisers. 


1. Shell stations had handed out 10,000 copies of 
Roller Derby News. 


2. Shell gas sales were 20% ahead of the corre- 
sponding 13 week period in 1951. 


pumps up 20% sales increase 
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Of the 293,000 top 


executives reached by The Rotar- 


ranking 


ian, only 


< 32.5% 


the combined 


circulation of the other four lead- 


A ore reached by 


ing executive publications 


Game Maker Appoints Agency 
Parker Brothers Inc., Salem, 
Mass., maker of Monopoly and 
other games, has appointed Badger 
and Browning & Parcher, Boston, 
to handle its advertising and mer- 
chandising, effective Jan. 1. Maga- 
zines, trade publications and news- 
papers will be used. Northeastern 
Advertising, Lynn, Mass., cur- 
rently handles the account. 


Artists Representative Bows 
Verne Smith & Associates, artists 

representative, has opened at 720 

N. Michigan Ave., Chicago. The 


organization will act as represent- 
ative for illustrators and fashion 
anc advertising artists in Chicago 
and New York. 


Freiberger Adds 2 to Staff 


Robert Swysgood, formerly TV 
producer for WKY-TV, Oklahoma 
City, and radio-TV director for 
Lowe Runkle Co., Oklahoma City 
agency, has been named head of 
the new television department of 
Curt Freiberger & Co., Denver 
agency. He will be assisted by Les 
Barry, previously announcer, TV 
director and producer for KFI and 
KFI-TV, Los Angeles. 


Agency Bows in Jamestown 

A new agency has been opened 
in the Fenton Bidg., Jamestown, 
N. Y., by Terry N. Joanethis and 
William K. Larson. Mr. Joanethis 
formerly was with Morse Engrav- 
ing Co. and Mr. Larson with Dahl- 
strom Metallic Door Co. 


Resigns As Ad Manager 

Merl Solomon has resigned as 
advertising manager for E. W. Ed- 
wards & Son, Buffalo department 
store, to join H. J. Weil Inc., Buf- 
falo agency. Doris Harmon suc- 
ceeds Mr. Solomon at the Edwards 
Co 
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TOOAY... 
Were all in the steel business / 
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FOR EACH OF US TO GET MORE STEEL...AND PRODUCTS MADE OF STEEL... 
WE'VE GOT TO PROVIDE MORE SCRAP TO MAKE THE STEEL. 


Half the melting stock used in the 
steel mill or iron foundry consists of 
iron and steel scrap. In normal times, 
enough scrap is produced by the mills, 
foundries, railroads, fabricators and 
scrap dealers to fill the need. 

But now the mills have stepped up 
capacity to meet the greatly increased 
military and civilian demands for steel. 
And that increased capacity has out- 
stepped the supply of scrap. 

That is why we are calling on plants 
in both metal-working and NON. 
METAL-WORKING industries to pro- 
vide the needed scrap NOW. 


You have the heavy scrap 
needed to make more steel 
Enough obsolete machinery, equip- 


ment and parts are being carried as 
useless inventory to give a big push to 


the production of steel. Surveys have 
proved this. 

The trick is to get that old steel into 
the hands of the steel producers. 

We're putting that job up to you. 

To help maintain steel production... 
provide more steel for the equipment 
you want... turn in your idle iron 
and steel to your local scrap dealer. 


What you can do to help 
maintain steel production 


3. Sapeint one top official in your plant 
to take full responsibility for surveying 
the plant and getting out the scrap. 


2. Consult with your local Scrap Mo- 
bilization Committee about its program 
to help out in the scrap crisis. For 
chairman’s name, check with your 
Chamber of Commerce, or the nearest 


This adcertisement is a contribution, in the national interest, by 


ADVERTISING AGE 


office of the National Production Au- 
thority, Department of Commerce. 


3. Call in your local scrap dealer to 
help you work out a practical scrapping 
program. Non-ferrous scrap is needed, 
too. 


4. Write for free booklet, “Top Man- 
agement: Your Program For Emer- 
gency Scrap Recovery”, addressing Ad- 
vertising Council, 25 W. 45 St., New 
York 19, N. Y. 


$3: 


LASTS LONGER—Proctor Electric Co., Phil 
adelphic, broke an intensive promotion 
for its mew Mary Proctor Zedalon ironing 
table cover with this page in Life Sep*. 29 
John Falkner Arndt & Co. is the agency 


Central Four A’s 
Meets Oct. 9 and 10 


Cuicaco, Sept. 30—The Central 
Council of the American Assn. of 
Advertising Agencies will hold its 
| annual meeting next week, Oct. 9- 
}10, at the Drake Hotel here 

The first day will be devoted to 
|talks and discussions of manage- 
| ment problems. In the morning the 
| group will be addressed by Arno 
Johnson, v.p. and director of re- 
| search of J. Walter Thompson Co. 
| Frederic Gamble, president of the 
|Four A’s, and his staff members 
| will report on the broad activities 
j}of the parent group. 
| At lunchtime, the members wil! 
| break up into four groups of agen- 
| cies in brackets according to vol- 
j}ume of business for discussions. 
Fie afternoon session will feature 
the chairmen of these groups re- 
| porting on significant observations 
| made at the discussions 
= The following day's sessions will 
' hear a notable list of speakers. In 
ithe morning, Mr. Gamble will 
speak on “The State of Industry,” 
| Charlotte Montgomery of Tide will 
talk about “Selling the House- 
wife,” John H. Johnson, editor and 
publisher of Ebony, on “Selling the 
| Negro Market,” and John P. Cun- 
ningham of Cunningham & Walsh 
will close with “An Expedition in- 
|to Some Closed Minds.” 
| The iuncheon speaker is Millard 
|C. Faught, president of Faught Co., 
|who will picture “The Future of 
| Television.” 
Afternoon speakers are Otis 
|Carney, J. Walter Thompson Co., 
“The Creative Approach to TV 
Commercials”; Betty Betz, autho 
and columnist, “Selling the Teen- 
Ager”; Floyd S. Chalmers, execu- 
tive v.p. of Maclean-Hunter Pub- 
lishing Co., “Selling to the Canadi- 
an Market”; Ladd Haystead, Agri- 
cultural Leaders’ Digest, “Is Agri- 
culture Listening?” and Robert E 
Lang, director of Radio-Free Eu- 
rope, “Ideas Behind the Iron Cur- 
| tain.” 


Westcott Named Board Head 


Fred R. Westcott, president, has 

| been elected chairman of the board 
|of Cabin Crafts Inc., Dalton, Ga., 
maker of bedspreads, bath rugs 
and carpets and rugs. He is suc- 
ceeded by Robert G. McCamy, who 
has been v.p. since the company 
was founded by himself, Mr. West- 
cott and G. L. Westcott 20 years 
ago. G. L. Westcott, who has been 
secretary-treasurer, has resigned 
his duties as secretary. 


‘American Motel’ Hikes Rates 

American Motel Magazine, Chi- 
cago, which has a 45% increase 
in paid circulation this year over 
last year (ABC statement) is in- 
creasing its rates. One-time one- 
page rate goes from $260 to $290. 
Other rates increase accordingly 
Contracts received before Decem- 
ber 31 will be billed at the old 
rate through the first six months 
of 1953. 
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'Cinerama Projection System 

Debuts in N.Y. on $60,000 
Cinerama, new motion picture 

production and projection system 


Christmas Promotion 
with an added dimension, was 


forEarlyNovember 
introduced at the Broadway The- 


New York, Sept. 30—Retail ater, New York, on Sept. 30 with 
stores, which do about 25% ofa $60,000 campaign in newspapers, 
their annual volume during the TV spots and in magazines like 
Christmas season, will start their|Cue and The New Yorker. 
holiday promotions early in No-| The advertising dwells on the 

tage }emotional thrill of the new tech- 
vember this year. nique (“You're in the heart of 
Howard P. Abrahams, manager gel ” .. Pave F 

: : this picture”) without describing 
of the National Retail Dry Goods the movie to be exhibited or the 
Assn.’s sales promotion division, | technical apparatus. McCann- 
told the fall conference of the as-|Erickson is handling the pro- 
sociation’s smaller stores division | motion. 
last week that there has been a 
strong trend away from institu-| ABC Appoints Petry, Blair 
bee aggro campaigns at} American Broadcasting Co. has 

ristmas, with most stores pre-/| signed Edward Petry Co. to rep- 

ferring to use the money to/ resent KECA, Los Angeles, for na- 
‘sweeten up’ their regular mer-_| tional spot sales representation, ef- 
chandise advertising.” | fective Oct. 1. Petry has been rep- 

Omnibus pages are being plan- resenting KECA-TV since Sept. 1. 
ned by many stores this year, he ABC had earlier signed the repre- 
cites teaaieen than ie |} sentative for its New York and 
added, — sill give - ©P-| San Francisco stations. Under the 
portunity to suggest many gift! agreement, Petry acts as national 
ideas on one page. | spot sales representative for these 

Stations in cities other than where 


Retailers Setting 


they are located. ABC also recently 
signed John Blair & Co. and Blair- 
TV Inc. to represent its Chicago 
and Detroit radio and TV opera- 
tions. 


Ex-Soda Dispensers Organize 
The Ancient & Honorable Guild 
of Former Soda Dispensers has 
been formed with Dan Mahony of 
Lily-Tulip Cup Corp. as temporary 
chairman. The organization is com- 
posed of ex-soda dispensers, in- 
cluding railroad executives, cor- 
poration presidents and profession- 
al men. Its purposes are to bring 
back the chocolate soda as the 
American favorite and “to see to 
it that the profession of soda dis- 
pensing will be referred to with 
proper respect and that the pro- 
fession will no longer be libeled.” 


Brewer Buys Radio Roundup 
Regal Amber Brewing Co., San 
Francisco, has signed to sponsor 
a nine-station CBS radio Califor- 
nia network show, “Tom Hanlon’s 
Press Box.” The program, aired 
Saturdays, 4:45-5 p.m., will give 
a complete roundup of football 
scores. Abbott Kimball Co., San 
Francisco, is the agency. 


LITHOGRAPHED CARDBOARD DISPLAYS 


‘ 
IDEAS + FACILITIES + EXPERIENCE 


With thousands sunk in space and air, 
The sales department tore its hair; 


The big campaign flashed in the pan— 


They hadn't called the INLAND man! 


CHICAGO 6 * 


s ‘More and more stores are dis- 
covering the importance of hav- | 
ing a theme for the Christmas 
campaign,” he said. “Often it is 
possible to translate the theme in-| 
to a slogan which can be illus- 
trated with a device or an insig-| 
nia which can be used in news- 


papers, discussed on the radio,| 
used on posters, sign toppers, | 
salesmen’s buttons, window and) 
interior display. 

“Stores that use radio regularly 


will re-slant it at Christmas, and | 
beam their programs at the chil- 
dren. Santa will figure promi- 
nently in them, interviewing 
youngsters, or reading the letters 
they have written him. This is 
a sure-fire way to have the kids 
listen for their letters and many 
parents become a part of the ‘cap- | 
tive audience.’ | 

“Television, like radio, will con- 
tribute best in the form of pro-| 
grams aimed toward children. Con- 
sistent department store TV users | 
re-slanted their programs in this! 
way last year, and will do so this 
year again. | 


s “However,” Mr. Abrahams cau- | 
tioned, “don’t look for a big use} 
of TV by retailers. Among stores | 
that tried telecasting for the first) 
time at Christmas last year, suc- | 
cess came to those with children’s 
programs. Those who used other | 
types of appeals were not enthusi- | 
astic about results.” 

Mr. Abrahams spoke of “a grow- | 
ing trend” toward religious win- | 
dows in stores, but said that en-| 
tertainment windows of eens 
appeal will get wider use. “Many | 
stores will use both religious and| 
entertainment windows, with the | 
emphasis, of course, on merchan-| 
dise windows,” he added. 


Guild Films Inc. Gets Stock 
Film Library for Television 

Guild Films Inc., Hollywood, has 
acquired exclusive sales represen- 
tation rights for a stock film li- 
brary. The library, initially com- 
posed of 400 film clips, will be of- 
fered to television stations, net-! 
works and agencies. The clips are 
not available to television film pro- 
ducers for incorporation into live 
action TV programs. 

The background shots are of- 
fered on a basis of unlimited-use- 
per-year, with 400 additional clips 
to be made available a year from 
now. 

Keith Starts Four Campaigns THE FRESNO BEE 

George E. Keith Co., Brockton, 
Mass., manufacturer of men's 
shoes, is launching four separate 
campaigns this fall for its brand é 
shoes. The shoe brand and maga- 
zines used are Speed shoes in 
Collier's (Sept. 20); Saddle Bold 
in Collier’s (Oct. 11) and a full- 
color page in Esquire’s October is- 
sue; Blondes in Collier’s (Nov. 1), 
and Vel-Flex in Time (Sept. 29, 
Oct. 20 and Nov. 24). Trade publi- 
cations and point of purchase also 
will be used. Hanly, Hicks & Mont- 
gomery, New York, is the agency. 


THE SACRAMENTO BEE @ 


THE MODESTO BEE @ 


Don’t miss California’s inland 
market — the Billion Dollar 
Valley of the Bees. It has more 
people and more buying power 
than the whole State of Kansas 
... higher retail sales than any 


BILLION DOLLAR 
VALLEY OF THE BEES 


U. S. city except the top five.* 
To cover the Valley, you need 
the Valley's own leading papers 
—The Sacramento Bee, The Mo- 
desto Bee and The Fresno Bee. 
"Sales M 's 1952 Copyrighted Survey 


McClatchy Newspapers 


. O'Mara & Ormsbee, Inc. 


National Representatives . . 


RANDOLPH 6-3256 
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Modern Copy Beats Old Timers’ 
in this Reader's Book 

To the Editor: Each year around 
the holidays, some sentimental ad- 
man or other writes a letter in 
which he praises those great, old- 
time copywriters. Such an essay, 
when printed in AA, brings on a 
rash of similar treatises, and before 
long, we are dewy-eyed with 
nostalgia 

Recently I went to the public 
library where I spent a few hours 


WINTER OR SUMMER 
use lots of photos in promo- 
tions. They ovtpul! other i! 
lustrations surveys soy. We 
have over 17,000 te choose 
from. SINGLE PRINTS NOW 
AVAILABLE. Write for FREE 
prootbook #10-A 

EVE* CATCHERS, Inc. 
207 E. 37 St., New York 16, N.Y. 


Florentine Dagger Lighter 


lighter, letter-opener, paperweight 
ind distinguished desk ornament, all 
m one, Ascot’s Dagger Lighter is the 
weal gift for customers, friends and 
business associates. Nationally adver- 
tised, nationally recognized as a most 
tstinctive gift. $19.98 at retail. Other 
Ascots from $6.95 to $200 at retai 
~ ee 


) QWindproof Po 


Bapetners 
P ian 


one 


New Olympiad 
by Ascot 
Styled tor office 
or home! $9.95 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


going over the old masters. I dug 
out elderly issues of magazines 
popular years ago and read the ads. 

Allowing due credit for the fact 
that most of the old copy men were 
pioneers, and venturing in a field 
not as overdone as today, I can’t 
see what causes all the excitement. 
Maybe I didn’t look at the right 
material, but what I saw had 
plenty of defects. Usually the lay- 
outs were crowded, copy crude, 
and art work poor. Birds were in 


gilded cages those days, so you 
have to allow for the sentiment 
that was woven into messages. 


Nevertheless, since much fine lit- 
erature was produced 30 and 40 
years ago, I can’t understand why 
admen didn’t read it and learn 
how to use words. 

I noted, too, that the vast ma- 
jority of products advertised then 


SPee Tere 
Peover 


j 


| head reads, 


| SAY 


NEW 
THIS 
YEAR! 


Gift-packaged or in sheath to match 
the black onyx, beige onyx or jade 
green hilt colors. All metal parts are 
handsomely gold-tinished 


Message or monogram may be or- 
dered at slight additional cost on 
lighter hilt or sheath. Write Dept 
A\A-1, Business Gift Division, A.S.R 
Corp., Brooklyn 1, N. Y. 


id's most 


the wor 
beautiful gift Lighters 


are no longer in existence. If sales 
weren't good enough to keep the 
concerns going, it’s difficult to 
justify the ads as an inspiration. 

Much of the old copy is loaded 
with exaggeration or just plain 
lies, The writers, or perhaps their 
clients, weren’t very strong on in- 
tegrity. Many of the statements if 
made today would make the FTC 
wince. 

Despite the faults of modern 
copy, it’s far superior to that of 
the Hearts and Flowers era. The 
young cub who wants to improve 
his technique had better stay away 
from the ancients. He'll only get 
dust on his hands and cobwebs on 
his mind. 

If you'll pardon me, I'll go back 
to the ad I was working on. The 
“Somewhere East of 
Pittsburgh.” 

STEPHEN TEDOR, 

Advertising Manager, Com- 

mercial Trades Institute, Chi- 

cago. 


Offers a ‘Refined’ Version 

To the Editor: I note that some- 
one writes objection to your use 
of the word “lousy” in headline 
of recent issue of AA. 

Now isn’t that just too bad? 

May I suggest this headline as 
a substitute— 
APPLIANCE MANUFACTURERS AND 
TRADE, SPOILED BY LONG EASY GOING 
PRESENT RATE OF ACTIVITY IS 
SOMEWHAT BELOW THEIR FOND EX- 
PECTATIONS BUT WILL CORRECT SITU- 
ATION BY RAISING PRICES 

Personally, I think the above 
headline is lousy, but it is so re- 
fined! 

It must be fun—being an editor. 

FREDERIC KAMMANN, 
Kammann-Mahan Inc., Cin- 
cinnati 


‘Fortune’Uses Ad-iness, too, 
Reader Points Out 

To the Editor: People in the 
glass house of the magazine pub- 


lishing field should not throw 
anti-advertising stones...at least 
until they’ve warned their own 


advertising department. 

In a news story in ADVERTISING 
Ace, Sept. 1, Page 3, the lead of 
an anti-advertising story is: “ ‘For- 
tune’ says ‘ad-iness’ language of 
ads bores and confuses readers.” 
On Page 14 of the same issue of 
ADVERTISING AGE, Fortune in its 
own paid ad gets knee deep in the 
‘ad-iness’ it condemns. It takes a 
whole page for Fortune to say: 

“Who in he— 
reads 
Fortune—” 

They tell you the answer on 
Page 15. Abovt 65° of Page 15 
is in the new Fortune color—ad- 
iness white! 

Now the Fortune copywriter | 
goes all out for ad-iness; that is, 
he uses all those editorially a 
horrent things: 


| 
has just made al 


(1) “Fortune 
survey.” 
(2) You are asked to wade 


through a mass of statistics show- | 
ing Fortune has real merit 

(3) There is frequent use of the 
bad word (Fortune says) “new.” 

(4) They even use their hated 
“snob-appeal.”” The ad says: “So 
put your advertisement before the 
people who count...put it in For- 
tune.” 

I’m not mad at Fortune's copy- 
writer. His ad reflects good crafts- 
manship despite the ivory tower 
regurgitating that comes out of 
Fortune’s editorial offices regularly 
attacking the advertising profes- 
sion. 

Several years ago I made the 
suggestion that the editorial writers 
for Time, Life and Fortune should © 


i ee! eg 


be required to sell advertising 
space for at least six months and 
then sell an advertised electrical 
appliance for six months. After a 
year on the firing line of adver- 
tising and selling, they might lose 
some of their antipathy toward the 
guys who really work for a living 
and pay for the soft cushions on 
the pedestals in their ivory towers. 

The weird part of al] this is that 
a crackerjack sales promotion and 
advertising staff sell the public and 
the trade that Fortune is the offi- 
cial spokesman for Business. The 
hucksters of the trade have built 
this platform, the editors then lam- 
baste systematically every phase 
of business. They do their lambast- 
ing in such a way as to give most 
comfort to the Federal Trade 
Commission, the antitrust division, 
Consumers Union, and other fra- 
ternity brothers of the anti-busi- 
ness Ivy League. 

FRANK MASTERSON, 

Assistant to the President, 

American Fair Trade Council 

Inc., New York. 

o e e 
‘Clarity and Detail’ 

To the Editor: The article on 
Miller Brewing Co. in your Sept. 
1 issue of ADVERTISING AGE is one 
of the finest and most thorough 
that I have been privileged to 
read. Mr. Bradway showed an 
amazing insight into the spirit of 
our operation and successfully put 
on paper the intangibles which, I 
believe, are the basis of our 
growth. 

Many of our friends and asso- 
ciates in the industry have made 
complimentary comments on the 
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story and have indicated that they 
share my high regard for ADVER- 
TISING AGE’s analysis and presenta- 
tion. In our conversation, Mr. 
Bradway displayed a good under- 
standing of our unique situation 
and I was delighted to find that 
he had passed it on to your read- 
ers with such clarity and detail. 
Please accept both the Miller 
Brewing Co.’s and my thanks for 
your excellent presentation. If, in 
the future, we can assist ADVERTIS- 
ING AGE in any way, please let me 
| know. 


FrepericK C. MILLER, 

| President, Miller Brewing Co., 
Milwaukee. 

s + * 

Losing Faith? 

| To the Editor: As many of your 
agency readers probably know, the 
|term “weasel” onomatopoetically 
designates a particular copy tech- 
nique. You state a fact which is 
liberally true. But you omit rele- 
| vant and material facts which get 
in your way 

Classic example of the weasel is 
a cigaret testimonial widely fea- 
tured a number of years ago. In 
this a famous tenor from the Met 
announced: “Blank cigarets have 
never harmed my throat in the 
slightest.” It would have been 
strange, indeed, if they had, be- 
cause this singer had never 
smoked. 

Now an interesting mutation of 
the species appears in the current 
Pepsi-Cola ad (Sept. 14 This Week 
Magazine). While the copywriter 
who midwifed the birth of this new 
strain should have it named in his 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


371,134 DAILY 


* 300,970 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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honor, pending the ceremonials 
may I suggest that it be tempo- 
rarily known as the “revob,” which 
is short for “reverse-obfuscate.” 
Here it is: “... The success of Pep- 
si-Cola in the familiar large two 
drink bottle has led to demand for 
a single drink size...” 

Since the new one-drink bottle 
will seil for as much as the old 
two-drink bottle, let us hope that 
the movement will not spread too 
fast. A manufacturer might have to 
give in to a public demand that the 
“big 12-ounce economy size” for 
75¢ be changed to a “medium 6- 
ounce economy size” for 75¢. Or 
the baker announcing that folks 
have shown such a terrific appre-| 
ciation for his pound-loaf at 15¢/ 
that he’s go'ng to return the favor | 
by changing it to the same fine 
quality in an 8-ounce loaf for 15¢. 

Who are all those nasty old crit- 
ics talking about when they say the 
public is losing faith in advertis- 
ing? 

Rosert T. Herz, 
Dallas. 


Shoeless Fashion Plate 

To the Editor: In view of the 
fact that men’s clothing ads, possi- 
bly because of a self-imposed “oc- 
cupational limitation,” generally | 
gravitate toward anonymous regi- | 
mentation, Erie Clothing Stores in 
Chicago feel that it takes more) 
than a big fat headline and a small 


GENTLEMEN 


Tesed? You bet. Something in 
wen's febric thet can de rich, 
rere ané strongely ottrective. 


price to get attention in less than 
half-page newspaper space. And 
being rather adventurous by na- 
ture, these hardy merchandisers 
decided to do something different 
to get a few bars of solo voice in a 
thundering chorus of fall suit ads. 
As their advertising agency, we 
present to you the first of a new 
Erie series, which makes its debut 
in the Sept. 8 Chicago Tribune in 
a modest 500-line space. While no 
waves of reaction have as yet ar~ 
rived at our offices, we predict that 
Erie will be fully aware of the fact 
that they HAD an AD long before 
their doors close on Monday busi- 
ness. 
LorrRAINE B. SHAw, 
Copy Director, Gourfain-Cobb 
Advertising Agency, Chicago. 


Campaign Kits to Include 
Tips on Effective Letters 

To the Editor: We issue, on a 
monthly basis, a kit of miscellane- 
ous information bearing on public | 
relations for Community Chests! 


st eae 


. 


and Red Feather campaigns. About 
1,300 Chests receive this kit or 
folder. 

We should like permission to in- 
clude in our November kit the 
piece which appeared in your Aug. 
25 issue, headed “Tivs on Effective 
Letters,” and by-lined with the 
name of Whitt Northmore Schultz. 

We customarily mimeograph the 
material which goes in our kit. We 
would be quite willing to credit 
ADVERTISING AGE. 

HAROLD PETERSEN, 

Public Relations, Community 

Chests and Councils of Amer- 

ica, New York. 

« > + 


WWARL Carries Hungarian 

Programs, Deckinger Finds 
To the Editor: I was accurate 

right down to the latest. WWRL 


advises me that my question No. 


87 had the wrong answer. [ Market 
Research Question Box, AA, Sept. 


1.) 

I was under the impression that 
no New York station carried Hun- 
garian programs. They do. bless 
‘em! (We certainly don’t want to 
see the Hungarians lacking for a 
program!) 

Hence, the correct answer to 
Question No. 87 is “none of them.” 

E. L. DECKINGER, 
Vice-President, The Biow Co., 
New York. 

. e * 


Cites an Example 

To the Editor: As an example of 
public relations, ex-Britisher Bill 
Hutton’s statement that “Ameri- 
can admen should learn how to 
sell products before they tackle 


the job of selling free enterprise” 
is hardly a recommendation for 
his course of lessons! [AA, Sept. 
15.) 

Where he got the idea that we 
don't know how to sell products is 
an interesting question. Has he, 
perhaps, noticed that Americans 
don't ride bicycles to work and 
concluded that we don’t know how 
to sell bicycles? 

As for having “the nerve to 
think we can do a good job on sell- 
ing the free way of life,” it would 
perhaps take nerve on Mr. Hut- 
ton’s part. It’s a specialized job, 
like any other selling job, and re- 
quires acquaintance with the mar- 
ket. 


H. Buasee, 
The Sheldon-Claire Co., Chi- 
cago. 
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165 Church St., New York 7, N. Y. 


Burrelle's will clip it } 
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b Bk) ror Your propuct 
[7 IN NORTHERN OHIO? 


A SPECIALIST 


mm help you 


Sales 


WGAR’s 
RETAIL 


will 


and sales! 


Want More 


WGAR announces a new service, 


designed to boost in-store promotions 
and to build store traffic — 


Here’s a new specialist at your 
service. Miss Meg Zahrt has joined 
the WGAR staff directly from 


Broadcast Advertising Bureau 
—to climax a career of 


consult MEG ZAHRT 


NORTHERN OHIO’S ONLY FULL-TIME 
RADIO RETAIL SPECIALIST 


RADIO . . . AMERICA’S GREATEST 


ADVERTISING MEDIUM 


rad 


er PE tse 
t : * 


& 

— WGAR Clevelond + 50,000 watts - CBS S 
wt Y EASTERN OFFICE: 665 FIFTH AVE,,NEW YORK CITY et 

-— " 


sittey 


AP, SR octane iy Wie’ Sree e aire 


successful programs and promotions. 


She has been, successively, 
advertising manager, 

sales promotion manager, 

public relations director 

and radio director 

for major department stores in Ohio 
—and knows every aspect of 

radio promotion of retail sales. 


% Represented Nationally by The Henry I. Christal Co. 
* In Canada by Radio Time Sales, Lid. Toronto. 
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Marvel Introduces 


‘Fool-Proof’ Slide 


Fastener to Trade 


New York, Sept. 30—A _ pat- 
ented, supposedly fool-proof me- 
tallic slide fastener, which report- 
edly is the first major advance in 
the closing field since the zipper 
was developed a generation ago, 
was shown last week at a press 
luncheon held by Marvel Slide 
Fastener Corp., Long Island City, 
N.Y 

The company, which has been 
in the zipper business for a num- 
ber of years, closed down about a 
year ago to re-tool its plant for 
production of the new slide fasten- 
er 

Morris Norkin, president of the} 
company, indicated that the fast-| 
eners have been shown to leading 
ready-to-wear manufacturers who, | 
he said, have placed substantial or- 
ders for immediate delivery. Mar- 
ve! is processing the fasteners for 
packaging and expects to have the | 
product on sale in department 
stores within six months for home | 
use | 
advertising program is be- | 
ing planned but will not be ready | 
for several weeks. Selection of an} 
agency is now being made under | 
‘he supervision of Mr. Norkin and 
William Spencer, advertising and 
s@es promotion consultant 

The company expects to use! 
Dbiisiness papers, fashion maga-| 
Zimes and cooperative advertising | 
with department stores, Mr. Spen- | 
caf said. The selection of an agen-| 
cy, he said, has been narrowed | 
d@wn to two or three, and it 
paBsible that an appointment will | 

made within the next two} 
ks 
AC-TV to Telecast in ‘53 | 


he Federal Communications | 


umnission has granted Mid-}| 
t TV Co. the call letters} 
AC-TV. WMAC-TV (for the} 


thifee cities it will serve in Ohio—} 
sion, Akron and Canton) | 
wD begin operating on Channel 23 
ab@ut the first of 1953. Midwest | 
TV is owned by Edward Lamb! 
erprises, which also owns two} 
stations, WTVN, Columbus, | 
WICU, Frie, Pa., and three} 

© outlets, WIKK, Erie, WTOD. | 
se and WHOO, Orlando, Fla., 


publishes the Erie Dispatch 


1S | 


ar 


Husted to Ketchum, MacLeod 


Orval C. Husted, formerly writ- 
er of technicai literature for the 
Girdler Corp., Louisville, manu- 
facturer of complete plants, has 
joined Ketchum, MacLeod & Grove, 
Pittsburgh, Mr. Husted has been 
assigned to the agency's technical 
literature department as a member 
of the engineering writing staff. 


"ao ape) 
ge in 


Coupons are used to win 
new customers and to hold 
present ones 


Eureka designed coupons 
produced on “ESPCO” Sofety 
Paper afford protection against 
counterfeiting. Safety paper 
coupons are more effective, 
attractive and indicate value 


Write today for information 
cnd somple of various types 
of coupons such as we produce 
for leading companies. 


Eureka Specialty Printing Co. 


Specialty Division 


Vasoll Retires from K&E, 
Stewart Becomes Treasurer 

D. C. Stewart, general manager 
of Kenyon & Eckhardt, New York, 
has been promoted to treasurer of 
the agency and a member of the 
executive committee, effective Oct. 
l As treasurer, he _ succeeds 
Charles H. Vasoll, who retired on 
Sept. 30. 

Mr. Vasoll was a founder of 
K&E in 1929. Prior to that he was 
assistant treasurer of the agency’s 
predecessor company, Ray D. Lil- 
libridge Inc. 


| ‘Vegetable Grower’ to Bow 

| The Commercial Vegetable 
Grower, published by Exchange 
Publishing Co., N. Wabash Bldg., 
Chicago, is scheduled to appear 
about Jan. 1. The publication will 
be a “national service magazine 
for fruit, vegetable, berry and 
melon growers,” and will have an 
initial circulation guarantee of 25,- 
335. T. E. Youngblood is president 
and publisher. M. V. Wooston Jr. is 
v.p. and advertising director. One- 
time, one-page rate is $325. Color 
rates are $75 extra per page. 


Can Makers Name Geyer 

Can Manufacturers’ Institute, 
New York, has named Geyer, New- 
ell & Ganger, New York, as its 
marketing and promotion counsel. 
CMI was formerly with Benton & 
Bowles, New York. 


‘Glamour’ Promotes Koehler 

Donald H. Koehler, a member 
of the Chicago advertising sales 
staff for four years, has been 
named western advertising man- 
ager of Glamour. 


auverusing Age, October 6, 1952 


| Thuemmel Adds 3 Accounts 

Grant Thuemmel Agency, Port- 
land, Ore., which opened Aug. 1, 
has been named to handle adver- 
tising for Fowler Mfg. Co.; J. P. 
Finley & Son, and Portland Trust 
Bank, all of Portland. 


| Promotes Leighton Harris 


Leighton G. Harris, assistant 
advertising director, has been ad- 
vanced to sales promotion manager 
of New England Life Insurance 
Co., Boston. 


. 
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RIDDLES OF MACHINABILITY, METALWORKING PRODUCTION 


SUPER-POWERED ANSWERS 


A Curtiee- Wright reciprocating siigine nears final as- 
sembly of Woodridge, N. 3. Turbe<compound models 


of this engine deveisp 


3,500 horsepower, with. the 


highest power-to-displacement ratio ever achieved, Big 
nome, too, in the production and develapment of terbe- 
prop, turbo-jet, and rem-jet engines, Curties- Wright ig 


siting new records in 


reducing the “flying cost 


living’ wherever American planes take: to; 
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C-P-P Appoints Ettinger 
Colgate-Palmolive-Peet Co. has 
named Ettinger Co., New York and 
Hollywood, to publicize its national 
programs, “The Colgate Comedy 
Hour” (NBC-TV) and “Mr. and 
Mrs. North” (CBS-TV and AM). 


‘Flair Annual’ Out Soon 


Flair Annual, edited by Fleur 
Cowles, associate editor of Cowles 
Magazines, and published by Ran- 
dom House, will go on sale for 
$10 the copy on Oct. 17. 


Macy Elects Cowles 

Gardner Cowles, president of 
Cowles Magazines; Robert Mont- 
gomery, actor-producer, and Abra- 
ham L. Bienstock, an attorney, 
have been named to the board of 
directors of R. H. Macy & Co. 


Livingston Opens Own Agency 

Fred Livingston, formerly public 
relations director for Canadian 
Ace Brewing Co., Chicago, has 
opened his own p.r. agency at 
6 E. Lake St., Chicago. 


Two Name Burke Dowling 

Burke Dowling Adams Inc., At- 
lanta and New York, has been 
appointed to direct advertising for 
the Atlanta Paper Co., Atlanta, 
and Scandinavian Airlines System, 
New York. 


Walker Elects Moynihan 


Edward A. Moynihan has been 
elected president of Hiram Walker 
Distributors Inc., which acts as 
wholesaler for Hiram Walker 
brands in metropolitan New York. 


| Maunders Heads Detroit Office 


Donald Charles Maunders, for- 
merly on the staff of the Pontiac 
Press and of Katz Agency, Detroit, 
has been named head of the De- 
troit advertising office of the New 
York Journal of Commerce. 


Molineaux Names Dowd Inc. 

House of Old Molineaux, Boston 
vintner, has switched its account 
from Hirshon-Garfield, Boston, to 
John C. Dowd Inc., Boston, effec- 
tive Oct. 1. 


SKILL PROVIDES 


THIS 1S A GOOD PLACE 


TO DO BUSINESS 


TO THE FLYING COST OF LIVING 


If you board a Super-Constellation tomorrow, the world’s most advanced 
reciprocating engines will pour 13,000 horsepower into the job of speeding you 
on your way. But the most exciting story about these great engines begins 
back in the production shops at Curtiss-Wright. 


Here, men skilled in finding better ways to manufacture precision engines have 
probed deep irto the cost-reducing opportunities of matching machining speeds 
and tools to the variant microstructures of materials. And the results have been 
spectacular. Cutting times in the machining of complex steel crankcase sections 
have been slashed on one operation from 148 to 34 minutes. In the machining 
of cylinder barrels, a shift in cutting tools now lets one $50,000 machine do the 
work of two . . . saves $8,000 a year in man-hour costs alone. Everywhere at 
Curtiss-Wright, production costs are coming down because production execu- 
tives are putting their widening knowledge of machinability to work. 


On a subject as important to all metalworking-production executives as the 
machinability of metals, you’d expect American Machinist to be the first maga- 
zine to report fully on it. And you'd be right. Our first Special Editorial Report 
on the machining significance of microstructure appeared in November, 1946. 
Our second in July of 1947. Three more, reporting exclusively about develop- 
ments at Curtiss-Wright, reached Metalworking’s production executives in 1950 
and 1951 issues. And soon, the latest and best data on this subject will appear 
in another brilliant American Machinist report. 


Chalk this up, then, as just one more reason why 


.. American Machinist’s unmatched coverage of the wide-ranging 
interests of metalworking-production executives draws almost 50°% 
more subscribers than any other metalworking publication. Its all- 
paid circulation is now past the 30,000 mark. 


.. American Machinist, by delivering a production-minded, manage- 
ment-concentrated subscriber audience unapproached by any other 
metalworking magazine, attracts the largest dollar advertising 
investment ... and the most advertising for metalworking-produc- 
tion machinery, equipment, and supplies . . . of any metalworking 


publication in the world. 


True for 75 years, it is even truer today. When you want to sell your products 
to metalworking-production management, you concentrate your advertising in 
American Machinist. 


WITH AMERICA’S BIGGEST INDUSTRY 
The McGraw-Hill Magazine of Metalworkin 
McGraw-Hill Building, New York 36 


roduction 


Published every other Monday 


Member of the Audit Bureau of Circulotions and the Associat 


iness Publicetions 


Heileman’s Prexy 
Runs Own Letters 
in Newspaper Ads 


La Crosse, W1s., Sept. 30—What 
began as a series of five chatty let- 
| ters from Ralph T. Johanson, pres- 
ident of G. Heileman Brewing Co., 
!to distributors, has developed into 
a special newspaper campaign 

The five letters, which deal 
|frankly with Heileman’s way of 
| brewing Old Style Lager, will run 
/as full-page newspaper ads in 24 
lmarkets. This is in addition to 


‘LETTER NUMBER ONE 


| frown the President of the 
} G Heileman Brewing Co. LaCre 


wane Wiimote 


| CSO ee 
~ 
ON Style Lager 
Heileman's regular newspaper ad- 
vertising. 


| The ads tell about the purity of 
| the beer (not watered down), how 
Heileman’s makes its own malt, 
the purity of the water drawn from 
| Artesian wells, ete., in non-te@h- 
| nical language. 

The 24 cities are in Wiscongin, 
Illinois, Iowa, Minnesota, Nofth 
and South Dakota, Montana, Ne- 
braska and Wyoming. Radio spets 
in some of these areas will back 
the campaign. 


= The campaign was kicked off 
last Friday in North and Sowgth 
Dakota. Prior to the appearance of 
the first ad, Mr. Johanson mad@ a 
plane trip to all cities in the Da- 
kotas where the beer is distributed 
to confer with distributors ab@ut 
the campaign. 

Advertising also is appearing in 
The Dakota Farmer. 

The ads will appear for two c@n- 
secutive weeks and then ev@ry 
other week. 

Gordon Best Co., Chicago, is the 
agency. 


KELO to O. L. Taylor Co. 

KELO, Sioux Falls, S. D., NBC 
radio outlet, has named O. L. 
a Co. to represent it nation- 
ally. 
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BUSINESS 


} x 
| PUBLISHED Sa 
MONTHLY 


$3.00 PER YEAR Bs PAGES 


<3 MINIMUM 
The only magazine that reaches 
aviation’s fastest growing mar- 
ket — the BUSINESSMAN — the 
| FARMER — who uses his plane 
| as a business tool. 


ss 
| Send today for your ~ 


_ FREE COPY Wr = 
and all vital statistics on 
this rich select market 


BUSINESS FLYING 


for Commerce and Agriculture 
| 2132 Fordem Ave Madison 1, Wis 


” a peer ien pea si ie wey cs eee . i 17 Me Se TE a Fs ogee eee aye ai “ge Te ” a re 
Ne eed ET a eG i ie i See oe a re my Ue cl ee ee Na a map eon er Be oe as TS Ses eee Nei tee SA ee ia nt ake 
: es Ce reste ee ae on ec)! en seme | + eR Co on ee 5 ipod ghee + ies RRS 0 Oe ese 
re celine al Ben" ER Tee i if i SR Boe hee oS ae Neat Sh RII rae Speier sic | See Fs eae (i pe arose <) - Ee 
mrs baat 
oe 63 RS ios 
i aarti 
ne? : a Se ae 
ee, Pe 
ae a a a 2 
an te Meg 
a Abe 
a } . 
oe, a * 
A ; we 4 
x ie | 4, Rr 
eae , | Sef 
; ei. 
ae ? 
4 eS oy 
bd ee 
ce! | © antowan eaewins ou ay, : 
ee Sa ee. 
‘ |} =e pe iii ies 8 
a. i} ote a me any 
‘es it coe Lissa ee 
ee || == SSCA Eo oer 
¥ || scemare | "SaaS oss mt 
ee SSE SS yee 
Sy | SSS SS ; 
i - H ie Sa Sea . } 5233S ° Ssces oz. - ve 7 
an = Be aa es Ss sa, oe 
oe 5 eee aaa | EBS ome ere nn hes z 
ae ta | Ze yee SD 
2 ae : ee: 
ut 2 > ay ee ee) > Ly 
es ae Fe Ss aye Pee 
¥ a ia ee a ape 
ae at Bios i G4 
aes. 2k, Seo ae re: 
3 ie cS et 
s . i Pac ee airs ie 
he Wh ee Ni et 
1 pe fe Scie 
mane . i cc, Ree Se ; 
ral ee So MSs Se 
aa Re ete Star? 
ee Pees ae Sa 
Be ae ae ae 
Nee ee ae hes 
e : a a ae es 
: as ie Sa 
a4 ¢ ake we at) . 
Ne « ene) ¥ 
ee ; eee Sere 
Be eee ae 
on i | ._ 
- za Tet 
rs “ a i oN: 
pe, ~~," 
— d ee a 
om f ae ee 
Ses ° ca 
ae f ae 
eas , See 
eee ¢ eek. 
rset i Aa 
ot eae 
a i Ea x 
foe 
f . ° ' ete 
: -_ 
ae “a . ea 
eae AS Ae 
ee -_ §. «eas 
? . t Csi 
Poe | : eee. 
; } Saas 
pent as 
ae, - ees 
. on _ tor “A 
wy \ ye ee a 
° SP, 
‘ ’ fe 3 1 i nice 
‘a e t) = <? gs 
r at ae oe —— Se ie ; 
ees eae Sh" 
: = Pe oe 
ae” v6 ae OB 
3 ee ae inet "PES 
3 " H mn ae fe 
eS a 7 ——— ares 
. - ae m — | — 
; : c ———— re 
be ee i a cc eee 
Se bia pi i ac a | be 
| | SEN EN FLYIN 
ie z e > oe att 
ee r i > + Sa ua 
Be re . 2 ° . eos 2 
ae ag ie Pi ia ge TX = Pe - e 
pee ae Oe I n” . Aspe . i 
ame j wae on oe 77-19 ys : geo is cad . ee go 
aie Saee: i sf F at ieee 
~ 2 AMY ae Pe 4° bb oll is 
: eS ier. av spe 
tp Ue See ft b Bas 
be i eater } oe 
ee eee: ‘i ots 
a a ae "sage oR 
3 ‘lui eae } ay 
7 ning, alae i ne ay 
et Rid Sa Titi | ” ae 
: es: ous eS ai ke 
ie I} oe 
. 21 ema i nw m 
‘= a: 
j re tees 
os 
| te 
Fan 
Pras ed aa 2 . if > Re 
a Pe ee * ie is g 5 a ‘ : : ‘ ve ge gna ees 
mS ae ‘sy Bee Tb 2 Seated Le ss ; ey a me is Ried a & en Rees ei: oe shee ae yee Hg Raa ee “s by “185 
oeeeey bot Sete ne TE 28 cae paameuee a Ph as LZ ial a acl ad 


U.S. Fiber Switches Agencies 

U.S. Fiber & Plastics Corp., Stir- 
é ling, N.J has named Riedl & 
Freede, Paterson, N.J., to handle 
advertising for its play and sports 
plastic products. The company will 
launch the heaviest campaign of 
its history early next year. Grant 
& Wadsworth, New York, was the 
previous agency 


Railway System Given Award 

The Southern Railway System 
has received the 1952 award of the 
Deep South District of the Adver- 
tising Federation of America as 
“the southern advertiser making 
the greatest contribution to south- 
ern advertising.” 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


investigate this new tackle and 


Write or 


Ewing to Direct 2 Dailies 

Robert Ewing Jr., New Orleans, 
has been elected chairman of the 
board of the Shreveport Times and 
the News-Star and Morning World. 
Monroe, La. Mr. Ewing will fill 
the positions held by Wilson Ewing 
before his recent death 


It will pay to 
equipment merchandiaing medium 
phone Fred E Owens, Publisher 


Wilmette, iilinois © 


Ross Roy Inc. Names Brown 
Ross Roy Ine. Detroit, has 
named Russell L. Brown, formerly | 
with Ford Motor Co. and Detroit! 
Air Conditioning Institute, to its 
product information staff 


Phone. Wilmette 4714 


Here’s What We Mean By... 


... CIRCULATION 
--- MARKET 

... STATE 

In the 100 county market reached by the Fort 
Worth Star Telegram, 552,100 families have an 
annual effective buying income of $2,418,313,000. 
In this market, 


-.- the Daily Star Telegram reaches 
50% or more families in 11 counties, 
40% or more families in 19 counties, 
30% or more families in 31 counties, 
20% or more families in 54 counties 


--. the Sunday Star Telegram reaches 


9 counties, 


50% or more families in 
40% or more families in 19 counties, 
30% or more families in 36 counties, 
20% or more families in 61 counties 


98.1% OF FORT WORTH (TARRANT COUNTY) FAMILIES READ 
THE STAR TELEGRAM. The Star Telegram reaches this fabulous 
EP market and you can SELL your products or services through 
; the Star Telegram. 


WRITE Amon Carter, Jr., National Advertising Director, for complete 
market and circulation analysis. 


or. 
— 


r The FORT WORTH — 


a STAR-TELEGRA 


AMON G CARTER publisher es 


~ 


LARGEST CIRCULATION IN TEXAS 
without the use of schemes, premiums or contests — 


“Just a Good Newspaper” 


Advertising Age, October 6, 1952 


GEE GAW—General Electric Co. this fall is using 20 radio and TV personalities 

of all four major networks and the presidential campaign theme in its disploys, 

merchandising kits and ads for its fall receiver sales promotion. This full-color counter 

display feotures 13 of those radio TV personalities. Maxon Inc., New York, is the 
agency. 


Industrial Designers Plan Spring Exhibit 


New York, Sept. 30—Lacking 
incentive, many industrial design- 
ers have held back revolutionary 
ideas, according to John Vassos, 
founder and president of the In- 
dustrial Designers Institute. 

Furthermore, Mr. Vassos_ be- 
lieves, designers’ contributions to 
American industry have never 
been sufficiently publicized. To 
remedy this situation, in part, a 
new kind of exhibition—as yet 
unnamed—will occupy Grand Cen- 
tral Palace next spring from May 
17 through 24. 

Termed a “miniature world’s 
fair,” the exhibit is intended to 
dramatize the U. S. standard of 
living and serve as a clearing 
house for new ideas. Home fur- 
nishings such will not be 
stressed but such allied products 
as typewriters, modern offices, 
schoolrooms and factories will be 
featured. Miracle fibres for home 
makers and advanced home light- 
ing techniques will also be dis- 
played. 


as 


@ A special series of exhibits is 
planned to portray the role of 
atomic energy in everyday life, 


and major portions of the show 
will be given over to the newest, 
most advanced products on the 
market which are available to the 
consuming public. 

The show is being staged by S. 
Robert Elton, director of the Na- 
tional Homefurnishings Show 
which is currently occupying 
Grand Central Palace. Mr. Elton 
will work in close collaboration 
with the Industrial Designers In- 
stitute. 


Hoftman Moves to New Plant 


Hoffman Radio Corp., Los Ange- 
les, has moved to a new plant at 
3764 S. Broadway Pl. The new 
quarters will include lobby, of- 
fices, conference rooms, display 
space for samples of current mer- 
chandising campaigns, and an of- 
fice for the company’s house organ. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Se en eee 
gr . s f 
job. ck id 
rca Br poe ‘work, pa 


es 


» B. li I 
always in line. 

Inc., 431 S. Dearborn St.. 
(Now in our 23rd successful 


SHOP, 
Chicago 5 


year 


A VISIT 


TO OUR 
PLANT 


would convince any artist, art direc- 
tor, production man, or advertising executive 
that fine photoengraving is a handcraft con- 


trolled throughout by sympathetic under- 


standing of the artist’s copy. The amount 


of detailed hand work required to produce 


fine reproduction is astonishing to visi- 


tors. There’s no short-cut to quality. 


COLLINS, MILLER & HUTCHINGS, INC. 
207 NORTH MICHIGAN AVENUE * CHICAGO 1 
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Advertising Age, October 6, 1952 


Johnnie Feller Is the World's Leading 
Auto Repairer, Thanks to Advertising 


M1aMI1, Sept. 30—Twenty years 
ago, a former featherweight boxer 
from New York and an auto agen- 
cy man from Bir- 
mingham, Ala., 
accidentally 
crossed paths 
here. 

Friendship 
soon developed 
into a partner- 
ship that became 
known as “John- 
nie & Mack by 
the Railroad 
Track,” a _ small 
auto repair shop 

The two men were John S. Fell- 
er, the ex-pug. and Charles Mc- 
Connell. Within a year after join- 
ing forces, Mr. McConnell sold his 
interest to John Feller and re- 
turned to Alabama. 

Today, Johnnie & Mack, which 
specializes in painting automobiles, 
turning out tailor-made seat covers 
and tops for convertibles, is the 
largest plant of its kind in the 
world. 


Johnnie Feller 


s “From the very first day we 
opened for business,” said Mr. 
Feller last week in his barren- 
looking office at 74 N. E. 20th St. 
(close to the railroad tracks), “I 
was convinced that advertising and 
merchandising would build up my 
business. And, I wasn’t wrong. 
“Each month I set aside a per- 
centage of the gross receipts for 


advertising, and I have maintained 


that same percentage ever since. I} 


am a firm believer in going direct 
to the consumer through newspa- 
per ads. I have found this to be 
the most effective medium for get- 
ting our message across. It must 
be so, for our customers come from 
every section of the country.” 

Mr. Feller has built a company 
that last year grossed almost $2,- 
000,000 and spent close to $200,000 
for advertising. At least 85° was 
channelea into newspaper space, 
with the remainder going into out- 
door, radio and television. 


@ The theory that business in 
South Florida flows with the tour- 
ist tide was discarded long ago by 
Mr. Feller, who admitted that he 
does a heavier volume of business 
during the summer months than 
during the winter season. 

“In fact,” he added, “we increase 
our advertising space during the 
summer and concentrate on the 
year-round people. The vacation- 
ers have heard of us and come in 
anyway. We get them from the 48 
states, and hundreds have told me 
they purposely wait to have a top 
put on their car, or get a paint job 
done, until they come down here 
during the winter.” 

At Johnnie & Mack you can get 
a guaranteed baked paint job for 
$30; seat covers range from $15 to 
$30, and convertible tops start 
around $37.50. These prices are 
about a third lower than anywhere 
else. 


8 How is it done? 

1. Volume advertising as well as 
volume buying. Both the Miami 
Herald and Miami Daily News re- 
ceive the bulk of paid space. Paints, 
undercoating materials, glass and 
a variety of upholstery fabrics are 
purchased in carloads and invento- 
ried in one of 13 garage-like build- 
ings, all located within a square 
block. 

2. An assembly belt production 
system was devised by Feller him- 
self whereby cars roll out of the 
paint shop on an average of one 
every five minutes, going through 
13 operations. 

3. Other departments are simi- 
larly set up. Seat covers are han- 
dled by four teams of six men each, 
with each man performing a single 
phase. For example, one strips the 
inside, another cleans the interior, 


and others look after the fitting,’ 


sewing and replacement. 
Competitors find these figures 
hard to believe, but Johnnie, as Mr 
Feller is known to all of his 300 
employes, is ready to show his 
books to any doubting Thomas. 
During the months of July and Au- 
gust, 3,900 cars were repainted and 
2,800 sets of seat covers were built. 
This was in addition to the front 
end work also done in the shops, 
tops for convertibles and general 
upholstery for interiors. 


s August is anniversary month for 
Mr. Feller. This year Johnnie pre- 
sented each customer, regardless of 
size of the job done, with a split 
of champagne. Last month he 
handed out more than 7,200 bottles. 

From time to time he comes up 
with other gimmicks. It could be 
a pillow with each upholstery or- 
der, polish for a newly painted 
car, a thorough wash with each un- 


dercoating and other giveaways. 
Just about this time of the vear he 
revives his certificate that guaran- 
tees a free repainting if a hurricane 
damages a car that has been 
through his plant. 

Mr. Feller says that being suc- 
cessful is no mystery. 

“I make a point of finding out 
what the public wants, and then 
give it to them with price, service 
and quality,” he told AA. “I tell 
them about it through newspaper 
ads. But, if I didn't deliver, or sat- 
isfy the public, we 
where we are today.” 


Sealy Signs for Newscasts 

Sealy Inc., Chicago manufacturer 
of mattresses, has signed to spon- 
sor five-minute participations in 
the broadcasts of newscaster Chet 
Huntley, Los Angeles. The partici- 
pations, to be aired over 16 sta- 
tions of the ABC Pacific Coast ra- 
dio network, will be on the Tues- 
day and Thursday broadcasts, 
which are heard from 5:30 to 5:45 
p.m. Alvin Wilder Co., Los Ange- 
les, is the agency for Sealy. 


wouldn't be’ 


Places 16 Ads in ‘SEP,’ ‘Time’ 

Sixteen insertions in The Satur- 
day Evening Post and Time be- 
tween now and next August have 
been scheduled by Massachusetts 
Mutual Life Insurance Coa., 
Springfield, through J. Walter 
Thompson Co. Each ad features 
“human interest” art by Norman 
Rockwell. Text messages will be 
short and informal. 


Joins Monark Silver King 

Monark Silver King Inc., Chi- 
cago manufacturer of wheel goods 
and power lawn mowers, has ap- 
pointed George P Milazzo assistant 
director of advertising. Mr. Milaz- 
zo formerly was in the advertising 
and sales promotion division of the 
commercia! equipment department 
of Hotpoint Inc., Chicago appliance 
manufacturer. 


me 
LICATION SERV! 
ALER, RETAILE 


87* of oilheating 
and fueloil dealers 
read FUELOIL & 
OIL HEAT. Almost 
100* of all manu- 
facturers of oilheat- 
ing equipment read 
it, too. Advertising 
to these responsive 
readers pays...a 
matter of record. 
Write for a copy of 
The 1952 FACT 
BOOK. 


FUELOIL & OL HEAT 
2 W. 45th St. © New York 36 
MUrray Hill 2-4786 


The Merchandising Extras | 


of Kitchen Karnival! 


Account Executives! Time Buyers! 


No Other Radio Show Offers 


Kitchen Karnival is the daily half-hour radio show that offers 
you capacity merchandising in the Baltimore area food stores. 
Here are the important extras that Kitchen Karnival gives you. 


Your product is mass displayed at luncheon broadcasts and 
at church and civic broadcasts in and around Baltimore. 


Your product is offered as a prize at each weekly broadcast. 


Your product is actually sampled by luncheon guests and 
audiences numbering over 500 each week. Surveys show that 
each participating housewife will tell 6 others about her experi- 
ence. Hence, 3,000 per week. 


Your product gets special point-of-sale display and active in- 
store promotion from full time merchandising men. 


The Merchandising Department works for the advertiser in the following 
manner e Advertising matter is displayed in preferential places e Obtains tie-in 
ads in newspapers and hand billse Special merchandising manager plans 
campaigns and promotions for each sponsor, sets up luncheons, shows and dis- 
plays and personally visits dozens of chain and independent stores weekly e Stores 
not handling advertisers’ product are encouraged to do so, bona fide orders are 
obtained, forwarded to wholesalers e Stores cooperating are given courtesy plugs 
on the aire Competitor survey made available to youe You receive weekly 
report of activities and progress of the special Kitchen Karnival campaign 
promoting your product. 


50,000 WATTS WBAL NBC IN MARYLAND 


NATIONALLY REPRESENTED BY EDWARD PETRY & CO. 
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TO GET SALES 


family units...in the 


magazine they read... 


VATIONAL 
GEOGRAPHIC! 


More than 2,000,000 National 
Geographic family units cut 
across almost every business, 
profession and occupation. 
They call The National Geo- 
As 


members of the National Geo- 


graphic “our magazine.” 
graphic Society they actually 
it. 
many as 84,000 pieces of first 


own They write us as 
class mail a day. They renew 
their subscriptions at an amaz- 
ing rate of more than 87%. 
Entire families regularly read 
the 


the magazine, both 


and have confidence in 
pages of 
editorial and advertising. They 
hve a their 
he We 


think there’s room there for 


warm spot in 


ts for our product. 


your product, too! 


America’s most 


/ 


Now, more than 2,000,000 circulation 
according to publisher's current records. 


Caloric Stove Plans Drive 

Caloric Stove Corp., Philadel- 
phia, will introduce its new auto- 
matic gas clothes dryer with a 
series of trade paper ads planned 
to break during the American Gas 
Assn. convention in Atlantic City 
on Oct. 27. Further promotional 
plans have not been announced as 
yet. McKee & Albright, Philadel- 
phia, is the agency 


Knight Gets New Shoe Account 

Vic Knight Co. Los Angeles 
agency, has resigned the account of 
Cobblers Inc., Los Angeles shoe 
manufacturer, to devote its entire 


| shoe advertising efforts to Aronov 


‘ 


of California, Pasadena. A national 
campaign in consumer and trade 
publications is planned. 


Pfeifter's Promotes Frank 


Pfeiffer’'s Food Products Co., 
Buffalo manufacturer of salad 
dressing, has promoted Robert 


Frank to secretary and advertising 
director. Mr. Frank formerly was 
with Roizen & Rich, Buffalo agen- 
cy, and has been a member of 
Pfeiffer's sales department for five 
years. 


Magazines Adopt NIAA Size 

Effective with their January, 
1953, issues Western Bottler, Mid- 
Continent Bottler, The Coca-Cola 
Bottler and The American Bottler, 
all publications of the Occidental 
Publishing Co., Los Angeles, will 
adopt the National Industrial Ad- 
vertising Assn.’s standard trim 
size of 8%x11'4”". 


MRC Transfers Kirkpatrick 
Market Research Corp. of Amer- 
ica has transferred Robert D. Kirk- 
patrick Jr., senior service executive 
in the Chicago client service office, 
to the company’s San Francisco 
office. The West Coast office is 
now staffed to handle complete 


servicing of western clients. 


Ward-Griffith Boosts Harklow 

Arnold Harklow has been pro- 
moted to Boston manager of 
Ward-Griffith Co., newspaper rep- 
resentative. Mr. Harklow had 
served as assistant Boston man- 
ager under the late Aubrey C. 
MacCarey. John Reid Jr. has been 
+ gmat assistant to Mr. Hark- 
ow. 


arm 


management 


To publish monthly 
IN 1953 


Ma The overwhelming need for a business magazine 


for the West's large scale business farmers has been 
definitely proved in FARM MANAGEMENT'S first 


year of publication. Reader acceptance and reader 


comment has pointed out the need for a monthly pub- 


lication to serve the Pacific Slope’s business farmers. 


Mw Beginning with the January issue in 1953, FARM 
MANAGEMENT will publish monthly. It will con- 


tinue with the same high standards of editorial cover- 


age of all phases of business farming. 


Mer A\so beginning in 1953, WESTERN DAIRY 
JOURNAL, WESTERN LIVESTOCK JOURNAL 
and FARM MANAGEMENT combine to form the 
CROW TRIO. This package provides advertisers the 


best Western farm coverage ever offered—and it is 


available at discounted rates. 


Call or write one of the following for details: 


Herman C. Schimpff, Advertising Manager, or Don | 
Assistant Advertising Manager, Crow 
Publications, Los Angeles 58, California 


L. Wonacott, 


IN THE EAST 


New York 


ic 


IN THE WEST 
McDonald-Thompson Company — San Francisco, 
Los Angeles, Seattle, Dallas and Denver 


PARTY SWITCH—When Mutual of New 
Benton & Bowles, the client threw a pa 
here taking part in the festivities ore (left to right) Phil P. Warner, account execu- 


tive; Holcombe Parkes, account supervisor; Robert P. Clarke, 
director for MONY, and Marjane Cloke, his assistant. 


York celebrated its first anniversary with 
rty for the agency, oddly enough. Shown 


assistant advertising 


Wicuira Fats, Tex., Oct. 1—The 
first unit in a new group of Fedway 
stores to cost a total of about $30,- 
000,000 will open here tomorrow. 
The second unit will open in Cor- 
pus Christi on Oct. 16 and five 
other units will be set up early 
next year in Amarillo, Midland 


N. M., and Westwood, Cal. 
Federated Department Stores Inc., 


ing groups, will aim at selling 
middle income families “who ac- 
count for 80° of U. S. consumer 
purchases.” 

Fred Lazarus Jr., Federated 

president, said: “There is no limit 
to the number of potential Fedways 
since Federated regards this first 
group as essentially a pilot opera- 
tion.” Fedway will be operated as 
a division in much the same way 
as Federated’s other autonomous 
divisions, each headed by a major 
department store. 
These include Abraham & Straus, 
Brooklyn; Bloomingdale's, New 
York; Filene’s, Boston; Lazarus, 
Columbus, O., and Shillito’s, Cin- 
cinnati. 


s The new group of stores will 
“concentrate on bringing to their 
communities the kind of advertis- 
ing previously seen only in major 
cities,” according to Lois W. Munn, 
sales promotion director for the 
Fedways. As a result, there will be 
consistent, day-by-day advertising 
in daily newspapers. 

Fedways will also be “big users” 
of outdoor posters, “and every 
other advertising medium avail- 
able in their communities.” When 
it is available, they expect to go 
into television. 

The Fedway advertising pattern 
is expected to be somewhat dif- 
ferent from that of the big city 
department stores, in line with 
Fedway’s whole management con- 
cept. This calls for a strong degree 
of local management by store man- 
agers, but aid in planning and pro- 
gram development will come from 
Fedway’s New York headquarters. 


s For example, major themes and 
promotions will be developed at 
the New York headquarters with 
the aid of loca) store officials at 
the beginnings of their seasons. 


Peck & Billingslea, Chicago, Billingslea & Ficke, 


CROW PUBLICATIONS 


But local managers and their ad- 
vertising heads will have extreme 
flexibility in the day-to-day place- 
ment of advertising. 

The New York office will make 
special drawings, prepare mats and 
“provide all the advantages of a 
full-scale big store advertising de- 
partment.” But because the Fed- 
way concept is based on the fact 
that timing is an important element 
of style, and style is important to 
sales, the flexibility will, be vital. 

“More ads will be developed 
than actually run, thus giving the 
local store manager and advertis- 
ing manager the option to change 


and Longview, Tex., Albuquerque, | 


All Fedway stores, operated by | 


New $30,000,000 Chain of Fedway Stores 
Will Aim at Middle Income Family Market 


ads or run them dependent on local 
problems,” said Miss Munn. “Fed- 
way layouts or formats will be 
typical in all stores with different 
treatment appropriate for fashions 
and home furnishings, and oppor- 
tunity for variations appropriate 
to the community. All Fedway ads 
will follow the principles of good 
advertising and will be recognized 
by their layout and general char- 
acter.” 


one of the country’s largest retail- | 


@ The Fedway idea, according to 
Morris Ginsburg, president of the 
division, is to give small but fast- 
growing communities “big-time” 
department stores. “It represents 
a new approach to the need to 
bring improved distribution of 
consumer goods to those areas to 
which there are new, vital popula- 
tion shifts,” he said. “Fedways 
will be located primarily in small 
and medium-size communities 
whose outstanding population in- 
creases and defense activities show 
evidence of solid growth.” 

All Fedway stores will be mod- 
ern and will be “dominant” struc- 
tures in their communities. Mer- 
chandise will be out in the open 
and not in glass showcases. Ease 
of shopping will be stressed, with 
ads pointing out: “It’s easy at Fed- 
way.” While emphasis will be on 
medium-price merchandise, Fed- 
way will] also carry low and high- 
price items. All stores will carry 
apparel, home lines and hard lines. 


& Stocks in the stores will consist 
primarily of nationally-advertised 
brands and Fedway’s own brands. 
“In many cases,” said Mr. Gins- 
burg, “the Fedway brands will 
compete in exactly the same price 
range as nationally-advertised 
brands.” 

He said the stores will be open 
two evenings a week. Local condi- 
tions will determine which nights 
the stores wiil stay open. All stores 
will be open on those nights to 
9 p.m. 


Nebraska Plugs Itself 
in ‘N. Y. Times’ on Oct. 5 

The New York Times published 
a 16-page all-advertising section 
on Sunday, Oct. 5, on “Nebraska: 
The State of Opportunity.” A total 
of 13,600 lines of advertising ap- 
| pear in the section. Five and a 
|half pages were given over to 
| articles and illustrations pointing 
out the state’s advantages for in- 
| dustry. 
| Display advertisers included the 
| Nebraska Farmer, General Electric 
& Gas Co., Cudahy Packing Co., 
Greyhound Bus, and Union Stock 
Yards Co. of Omaha. 


Zitchak Joins Lennen 

William B. Zifchak, with 
McCann-Erickson for more than 
13 years, has joined Lennen & 
Mitchell as outdoor manager. He 
will continue as outdoor manager 
when the new company of Lennen 
& Newell is formed in the near 
future. 
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Ba h year the promise of luscious, ripe vegetables 
is fulfilled in America’s back-yard gardens. In in- 
creasing numbers, families are turning to amateur 
farming for healthful pleasures of the out-of-doors 
and the ultimate enjoyment of “home-grown” flavors. 

Awakening our “green thumb” are the enticing 
catalogues and displays of the Garden Seed Com- 
panies. Their colorful. sparkling illustrations are a 
magic stimulus to eye and appetite. 

Wherever fine reproduction is important to selling- 
in-print. Oxford quality papers make a vital contri- 
bution. For truer. more brilliant color values and 
clearer, more sharply defined halftones. it is well to 
specify from a wide selection of Oxford grades for 


your next printed promotion. 


XFORD PAPERS 
Help Build Sales 


OXFORD MIAMI PAPER COMPANY 
35 Fast Wacker Drive, Chicago 1, UL 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N01 


Mills at Rumford, Maine, and West Carrollton, Ohio 
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AXAFORD PAPERS 


Help Build Sales 


For over fifty years Oxford Papers have helped good printing 


do a more effective job at a reasonable cost. Oxford provides 


Nation-wide Service 


Through Oxford Merchants 
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a wide range of coated and uncoated papers for catalogues, 


brochures, labels, 


other printing and converting jobs. Whenever you plan 


printed promotion, think first of your Oxford Merchant .. . 
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his advice can be invaluable. 
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IT PAYS TG ASK FOR — AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS 


COATED PAPERS 


Polar Superfine Enamel 
Maineflex Enamel 
Maineflex Enamel Cover 
Maineflex Enamel! 
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Arno Johnson Tells Life Insurance Admen 
They Just Don’t Do Enough Advertising 


(Continued from Page 1) 
special consideration in life in- 
surance advertising. 

1. A 45% decrease in the cost 
of reaching $1,000 of consumer 
purchasing power with an adver- 
tising message in magazines or 
newspapers compared with 1941. 

2. A three-fold increase since 
1941 in competition for attention 
in national advertising. 

3. The new TV medium already 
covers 40% of the families and is 
expanding rapidly. 

4. A five-fold increase in the 
number of prime prospects for ad- 
ditional life insurance (those with 
incomes above $3,000). 


® He said the cost of reaching a 
person with a selling message in 


newspapers and magazines is 45% | 
lower than prewar because “circu- | 
increased almost! 


lations have 
enough to offset increases in ad- 
vertising rates, and the level of 


disposable income or purchasing | 


power of the persons reached has 
increased far more than the cost 
of reaching these persons.” 

Mr. Johnson said the broadening 
of the insurance market (28,620,- 
000 prime prospects today as com- 


pared to 5,703,000 in 1941) “indi-| 
cates opportunities in the use of} 
local media such as newspapers, | 


radio and television. 
“With the market now so broad 
in terms of the large percentage 


of families who are ‘excellent’ or! 


‘good’ prospects, a life insurance 
company often can afford to use 


these local media that inherently | 


give intensive and broad coverage 
of local areas, Such local adver- 
tising may lend itself to featuring 
individual agents or policy- 
holders,” he said. 


® As for companies with a na- 
tional market pattern, “the selec- 
tivity of national magazines” is 
likewise important. “In 1951,” he 
said, “the upper half of families 
in income (the 54% with incomes 
over $3,000) accounted for $5,490,- 
000,000, or 83% of the actual! total 
of $6 billion life insurance pre- 
miums payments. While magazines 
do not give intensive coverage of 
each local market, they do place 
their message largely among those 
in the upper half of incomes who 
are the best prospects in terms of 
money potential.” 

Mr. Johnson said the introduc- 
tion of new TV stations as a re-| 
sult of the end of the “freeze” will 
mean that the coverage of U. S. 
families will continue expanding 
rapidly. “It warrants careful con- 
sideration in advertising plans.” 


@ Charles J. Zimmerman, man- 
aging director of the Life Insur- 
ance Agency Management Assn., 
Hartford, proposed that his group 
and Life Insurance Advertisers 
Assn. cooperate in a_ project 
aimed at discovering more ef- 
fective measurements of sales pro- 
motion campaigns. 

He said that the inability to 
measure the results of advertising 


efforts is a handicap because “a 
few chief executives of life insur- 
ance companies believe that ad- 
vertising can have no significantly 
helpful influence on the sale of 
personal insurance.” 

Byrne Hope Sanders, v.p. of 
Sanders Marketing Research, To- 
ronto, called on the association to 
start a program which “sells the 
idea of life insurance to women.” 
She also said that too much insur- 
ance has been sold without stress- 
ing the “you” enough. 

s “As I think of insurance ads,” 


she said, “the strongest impression 
I retain is of a bereaved widow— 
grieving. I don’t want to think of 
myself in that way. I like to think 
of myself as happy, active, influ- 
ential, in my home and business. 
In short, a well-adjusted, success- 
ful person. So does every other 
woman. I'd like to see more insur- 
ance sold to her in those terms.” 

David W. Tibbott of New Eng- 
land Mutual, formerly v.p. of the 
association, was elected president. 
He succeeds A. L. Cawthornpage 
of the Canadian head office of the 
Metropolitan Life. 


LIST AWARD WINNERS 

MontTrREAL, Oct. 2—Awards of 
excellence given by the Life Insur- 
ance Advertisers Assn. at its an- 
nual meeting here included the 
following: 

National magazine advertising— 
Great-West Life, John Hancock 
Mutual Life, New York Life, Se- 
curity Mutual Life and Travelers | 
Insurance Co. 

Newspaper advertising—Domin- 
ion Life, John Hancock Mutua] 
| Life, Liberty Life, London Life, | 
Postal Life (New York), Pruden- 
tial of America and Shenandoah 
Life. 

Direct mail advertising—Equi- 
table Life Assurance Society of | 
U.S., New York Life, Security Mu- 
tual Life and United States Life. 


Eastman Joins Tyler Fixture 
Tyler Fixture Corp., Niles, Mich., 
manufacturer of commercial re- 
frigeration and farm and home | 
freezers, has appointed Arthur A. 
Eastman Jr. advertising manager 
of its ‘Harderfreez’ division. For- | 
merly a copy and account execu- 
tive with Caldwell, Larkin & Co.,| 


| Indianapolis agency, Mr. Eastman 


will supervise all the division’s ad- | 
vertising and sales promotion. 


Ricketts Joins Strong Cobb 

M. M. Ricketts, formerly gen-| 
eral manager of the pharmaceuti- | 
cal division of Commercial Sol-| 
vents Corp., New York, has been | 
elected v.p. of Strong Cobb & Co., | 
Cleveland pharmaceutical manu-| 
facturer. He will become general | 
manager of Strong Cobb’s Ameri- 
ean chlorophyll division in Lake | 
Worth, Fla. | 


Miss Hill Joins Ralph Bing 


Alice Hill, formerly a_ verse} 
writer with American Greeting 
Publishers Inc., Cleveland, has 
joined the copy staff of Ralph 
Bing Advertising, Cleveland. 


| 
| 


Admen from Davenport 


Yes, a number of admen lo- 
cated in the above territory 
are customers of Wagners 
Printers. These fellows are 
concerned primarily with a 
quality job at a fair price. But 
in addition, they like the co- 
operation and alert service 
that often adds to the effec- 
tiveness and punch of their 


to Burlington to Keokuk 


& im 1854 , 
“Store will be opened promptly a 6 am. and remain * 
2). gpa entil 9 p.m. the year ‘round. “More mast 
©" pot be opened on the Sai-hath day unless 

% wecessary od (hen onhy 

for a few minules” 


“Any employee who is in the ho! of smoking Spanish 
Cigars, getting shaved al a bbe: shop, going to 
dances and other place: «i arnusement, 
will most surety give is employer 
reason to suspect |is integ 
rity and all eround 
; ty” 

Sunday. Men employees arr given one evening a 4 
week for courting purposes. and two if they 
@0 to prayer meeting regularty, After 1A. 


hours of work in the store, the me 7! 
maining Ware tm mast be Fee 

spent to wood . 
Pe 


EMPLOYES TAKE NOTE—This terse list of 
store rules was posted 98 years ago in the 
W. C. Porter Drug Store in Greensboro, N. 
C. The store is also notable becouse it was 
where Sidrey Porter (O. Henry) studied 
pharmacy ond Lunsford Richardson, founder 
of Vick Chemical Co., developed his original 
Vicks VapoRub compound. 


Ratner, Former ‘BH&G’ Editor, 
Joins Campbell-Mithun as V. P. 
J. E. Ratner, formerly editor of 


Better Homes & Gardens, has been 
appointed a v.p. of Campbell- 
Mithun, Minne- 
apolis. He will 
direct all copy 
activities in the 
Minneapolis of- 
fice and be a 
member of the 
plans board. 

Mr. Ratner be- 
came research 
associate for 
BH&G in 1946. 
He was named 
managing editor 
two years later, 


J. E. Ratner 


* and in 1950 became editor. Prior 


to entering the Navy during World 
War II, he was associated with 
Deep Rock Oil Corp. between 1932 
and 1942 as market research direc- 
tor and assistant to the general 
manager, general superintendent, 
advertising manager and superin- 
tendent of the western division. 


WTV] Area Has 143,500 Sets 


As of Sept. 15, there were 143,-. 
500 television sets within the view- 


ing area of WTVJ, Miami. 
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HEADLIN 


oF DISPLAY T 


Headlines for catalogs, mailing 
Pieces, house organs, literally 
every kind of printing job are 
easily, rapidly, inexpensively, 
made up right in your office with 
the new Headliner... an ingen- 
ious photo-lettering machine that 
delivers finished type-proofs 
ready for paste-up in ninety sec- 
onds. Headliner produces copy 
in all popular type styles and 
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HEADLINER 


‘ 


Agency needs 


eas 
see ‘ 


eR TO SAVE 90% 


» 
essasaeee® 


YyPE COSTS 
¥ 


eseses 
& seeaser | 


sizes ranging from 18 point to 
72 point. Operation is simplicity 
itself. An office girl can quickly 
become your ‘type compositor.’’ 
No more waiting for proofs, no 
touch-up necessary, costly o- 
paquing time is eliminated. With 
Headliner you save more than 
90% of your display type cost... 
teduce overall mechanical pro- 
duction cost. Clip coupon below 
for free, illustrated brochure ex- 
plaining step-by-step money- 
saving procedure with Headliner. 


Makers of 2 
the world-famous, 


Body copy produced on 
DSJ Model — Headlines 
? } ptoto-set by Headliner. 
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Ralph C. Coxhead Corporation 


| 
printed pieces. They well | 
know that attention to details 


Fred Cumblad 


is a Wagner attribute—good Ted Ne-son | 


to have—difficult to find. 

The two Wagner men shown above welcome an opportunity to prove 
it, by action, on your next job. Letterpress or offset. Wagners Printers, 
Davenport, Iowa. 


720 Frelinghuysen Ave., Newark 5, N. J. 
Please send me HEADLINER Booklet 205 
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/ 
Ideas like fish are hard to ‘ : 
land. But here's a real idea— § 
let Pontiac help you! We 
have an organization full of 
practical ideas with the per- : 
sonnel and ability to follow 
thru to completion. For 
instance, we've had 40 years — 
experience in providing the | 
advertising profession with 
artwork, photography, ad : 
setting, photoengraving, color 
process, and electrotyping! 
Call us when you're fishing 
for ideas, you'll be pleased 
with our abilities, and the 
courteous cooperative 
(j—eagp, attention we'll give 
your problem. 
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rg W. VAN BUREN STREET 


HA ymarket 1-1000 © Chicago 7, Illinois 
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KVVC Promotes Rembe 


KVVC, Ventura, Cal., has pro- 
moted Karl Rembe from sales 
manager to station manager. He 
succeeds C. A. Humbert, who has 
resigned. Roy Winkelmann, for- 
merly Oxnard sales manager for 
KVEN, Ventura, succeeds Mr. 
Rembe. 


! Four complete Clip Books of Ready- 
To-Use Art—hbundreds of different art 

| proofs—absolutely FREE if you'll take 
@ 10-day look at our new monthly art 
service. Saves time and money sparks 
layeut and copy ideas. Merely clip and | 
este up for offset or line cuts. The $10 ] 
kit of spot art given FREE as an intro- 


ductory gift-—request yours on company | 
letterhead. We'll include the current 
issue of eur new art service ‘only $495 
& mont on 10-day approval. No obii- 
gation rite today 


HARRY VOLK JR. ART STUDIO 


600 Central Building, Atlantic City, W. J. | 


Whether you are 
order or 


of your letter 


You can make 


sional men were 


Leading Advertisers in Business Publications 
489 Advertisers Spending $50,000 or More in 1951 


IT CREATES 
FAVORABLE IMPRESSIONS 


writing thanks for an 
to answer a complaint, the 
quality of your letterhead plays an im- 
portant part in the customer’s impression 


thousands of business and protes- 
determined in the 
nation-wide Neenah Letterhead Test. 


this test in your own 


NEENAH PAPER COMPANY 
Neenah, Wisconsin 


Serene 7 Me 


(Continued from Page 2) pd 7 hy 4 &. senor 
ibbey-Owens-Ford Giass Co 
Company men R 3 Caterpillar Tractor Co 
‘ 223,200. Yale & Towne Mfg. Co 
| | ond S America 222,600.* 101 Standard Pressed Stee! Co 
Revere Copper & Brass 220,000. 102 Ford Motor 
General American Transpor 103 Buffalo Forge Co. 
tation Corp 220,600.¢ 104 Crown Cork & Seal Co 
American Radiator & Standard 105 Gaylord Container Corp 
Sanitary Corp 216,800.* 106 Chicago Tribune 
Harnischfeger Corp 212,900.* 107 Reynolds Metals Co 
Minneapolis-Honeywell Regu- Brown & Sharpe Mfg. Co 
later Co. 211,300.* 109 Youngstown Sheet & Tube Co 
A. H. Robins Co 500. 110 National Steel Corp 
Inland Steel Co. .... 207,300. 111 Gardner-Denver Co 
Standard Oil Co. (Indiana) 203,000. 112 Black, Sivalls & Bryson 
Hercules Powder Co. .. 201,300. 113 Borg-Warner Corp 
Dresser Industries 200,700.* 114 Osborn Mfg. Co. 
John A. Roebling’s Sons Co 500.* 115 Sun Oil Co. .. 
Jeffrey Mfg. Co 200,000. 116 Barber-Coleman Co. 
Standard Oi! Co. (New Jersey) 200,000. 117 Sperry Corp 
Conmar Products Corp 000 118 Continental Can Co 
Allegheny Ludium Steel Corp 198,100.* 119 Simonds Saw & Stee! Co 
Grinnell Co. 000. 120 Shell Oil Co. . : 
American Steel Foundries 194,000. 121 Hastings Mfg. Co 
i  erewens & Gaaest 122 Combustion Engineering Super- 
193,000. heater Co. 
National Lead Co. 191,100 123 Sangamo Electric Co 
National Supply Co. 191,000.* 124 Raybestos-Manhattan 
McGraw Electric Co. .. 189,200.* 125 Foster-Wheeler Corp 
Sylvania Electric Products Co .300.* 126 Colorado Fuel & Iron Corp 
Girdler Corp. .. 187,000. 127 Ingersoll-Rand Co. 
Mack Mfg. Corp. a 187,000. 128 Torrington Co. .. 
Air Reduction Sales Co 184,700.* 129 Sharon Steel Cor 
Stewart-Warner 183,900.* 130 Cincinnati Milling. Machine Co. 
Electric Storage Battery Co 180,000. 131 Iowa Mfg. Co. 
L. S. Starrett 180,000. 132 Johnson & Johnson 
Jenkins Bros. 000 Nopco Chemical Co 


Mack Trucks . 


180,000. 133 
179,100. 134 S. K. F. Industries 
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The actual letterhead preferences of 


A well-planned 
the information 
correspond: names of executives, depart- 
mental references, correct addresses. 


Your aaciaa. is part of your 
CUSTOMER SERVICE PROGRAM 


IT SIMPLIFIES 
CUSTOMER CORRESPONDENCE 


letterhead gives 
they need to 


cus- 


IT ADDS 

INSTITUTIONAL BACKGROUND 
When vou see a customer in your office, 
its furnishings add background to your 
talk. In the same way, your letterhead 
is the background tor your written 
message. 


office by reading the portfolio, The 
Psychology of Business Impression and 
studying the ‘Test Kit of 24 basic 
letterhead treatments. When you 
learn the preferences within your 
own organization, you can check 
them against the preferences in other EQURTESY COUPON 
organizations. To get leet tata 
‘ . ' 
‘e »v of this 
a tree a f tht ; The Psychology of Business Impression, 
portfolio, check the ry Letterhead Test Kit, and Opinion Cards. 
! 
below, sign! 
conpe= 8 ' Neenah Guide to Better Indexing—a complete 
your name, and attach : sample file of quality index, which also con- 
‘ 1 tains useful information about tab cuts, and 
to your letterhead. : sizes, ruling, color control systems. 
| SIGNATURE 
' AA‘ 
' 
' 
' 
weenan ovloe ' 
10 : 
perten INOERING ' 
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Gar Wood Industries 
Chicago Pneumatic Tool Co. 
Clark Equipment Co. 

Van Norman Co. 

Black & Decker ~es = 
Chas. Pfizer & Co. tnt 
Hyster Co. 
Armour & Co. 
Lyon Metal Products 

Alien B. DuMont Labs 
Warner & Swasey Co. 

Cities Service Co. . 

Gisholt Machine Co. . 
Archer-Daniels-Midland 
Yarnall-Waring Co 

National Starch Products 
Carpenter Steel Co. 

U. S. Industrial Chemicals sey 
Armco Steel Corp. 
Bucyrus-Erie Co. 

William Wrigley Jr. Co 

Corn Products Refining Co. 
Corning Glass Works .... 
Square D Co. 
Ohio Brass Co. 
American Air Filte 
Pennsylvania Salt ite. “ta 
American Seating Co. 
Blackhawk Mfg. C 
Oakite Products .. 
Atlas Powder Co. 
Nera 4 Quigan Corp. 


#9 


Buda Co. 

Ceco Stee! Products Corp. 
Landers, Frary & Clark 
New Britain Machine Co 
Pittsburgh Corning nen 
H. K. Porter Co 
Sherwin-Williams Co. 
Udylite Corp. 
Koehring Co. 
Sundstrand — ‘Tool Co 
Walker Mfg. Co. 

Toledo Scale Co. 

A. 0. Smith Corp. 

National Motor Sewing Co. 
Mathieson Chemical 

1-T-E Circuit Breaker Co 
Elliott Co. 
Century Electric Co... 
—a Electric & Engineer- 
oun. Corning Fiberglas Corp. 
Ex-Cell-0 Cor; 
Rohm & Haas, Co. 

Detroit Steel Products Co. 
P. R. Mallory & Co. 
Allen-Bradley Co. 
H. J. Heinz Co. . 
Taylor Instruments Co. 
Jones & Laughlin Steel Corp. 
Foote Se Gear & Machine 


Automatic Electric heal 
Carnation Co. 

Dayton Rubber Co. 
Gates Rubber Co. 
Hearst Corp. 
Hewitt-Robins . 
Walworth Co. .. 
Wellington Sears Co. 
United Shoe Machinery Corp 
Globe- Union 

Norfolk & Western Railway 
American Gottent Co. 
Veeder-Root 
Goodall-Sanford ... 
Graybar Electric Co. 

Jones & Lamson _— Co 


Houdaille-Hershey Corp 
Thomas A. Edison Inc. 

Day Brite Lighting Co. 
American Hoist & Derrick Co 
American Gas Assn 
— Electric Products 


Formica eet 
Cleveland Worm & Gear Co. 
National Aluminate Corp. 
Standard Oil Co. (California) 
Rust-Oleum Corp. 
Champion Spark Plug Co. 

R. “ LeBlond Machine Tool 


Chicago Bridge ath Iron Co. 
Anheuser-Busch . 

Ramsey Corp. 

Okonite 
Avco Mfg. Co. 
Douglas ‘hircratt Co. 
Tide Water Associated Oil Co 


000. | 236 
149,000.* | 237 
600.* 238 
47,800.* 239 
145,600. 240 
45,100.* 241 
144,700. | 242 
144.200.* | 243 
44,000. 244 
143,500. 245 
3,000. 246 
141,400. 247 
141,300.* 2 
140,000. 249 
140,000. 2 
140,000 1 
139,600.* 252 
139,000. 253 
38 500.* 2 
137,200.* 255 
137.100. 2 
137,000. | 257 
137,000. 258 
136.200.* 259 
000. | 260 
135.000. | 261 
135,000. | 262 
3,000. | 263 
133,000. | 2 
32,900.* | 265 
32,600. | 2 
32,600. | 267 
31,300. | 268 
30,000. | 269 
30,000. | 270 
130,000. 
30.000. | 271 
30,000. | 272 
30,000. | 273 
27,000. | 274 
26.300.* | 275 
26,100.* | 276 
6.000. | 277 
125,000. | 278 
5,000. | 279 
25.000. | 280 
5,000. | 281 
25,000. | 282 
25,000. | 283 
125,000. 
285 
124,800. | 286 
124,000.* | 287 
123,600.* 
123,500.* | 288 
122,800. 
121,900.* | 289 
121,000. | 290 
121,000. | 291 
120,000. | 292 
120,000. | 293 
294 
120,000. | 295 
120,000. | 296 
119,000. | 297 
118,100.* | 298 
118,100.* | 299 
118,000. | 300 
116,700.* | 
116,400.* | 301 
116,000. | 302 
116,000. | 303 
115,200. | 304 
115,000. | 305 
113,200.* | 
ye 307 
111,400. 
111,000. | 309 
111,000. | 310 
Hoge | 32 
110.000. | 318 
0,000. | 315 
110,000. | 316 
0,000. 317 
BY 
109,000. 
108,400.* 320 
108,000. | 321 
107,100. | 322 
107,000. | 323 
7,000. 324 
107,000. | 325 
300. 
106,100. 326 
327 
106,000.* 328 
105,000. 329 
500. 330 
104,100. 331 
104,000. 332 
103,200.* 333 


103,000. 334 
102,900.* 335 


Fenwal | ape 
Phillips Petvdinaie Co. 
A. P. Controls Corp. . 
Liquid Carbonic Corp. 
Pangborn Corp. ... 
Sealed Power Corp. 
Allied Radio Corp. 
Timken-Detroit Axle Co 
Scovill Mfg. Co. 
Baker-Raulang Co. 
Bituminous Coal 
Cameron Iron 
Continental Supply Co 
DeLaval Separator Co. 
Dodge Mfg. Corp 

Dravo Corp ; 
Enterprise Mfg. Co. 
Howell Electric Motor Co 
Seamless Rubber Co. .. 
Lane Wells Co. 

Metals & Controls Corp. 
Philadelphia Gear Works 
Reeves Pulley Co. . 
Riker Laboratories . . 

F. J. Stokes Machine Co. 
Underwood Corp. 
Visking Corp. 
Cutler-Hammer 
Foxboro Co. 

Farrell Birmingham Co. 
Pullman Co . 
lrwin, Neisler & = me 
Union Oil Co. . ia 
Atlas Press Co. 

i Electrical Instrument 


Institute 


National Acme Co. 
Yoder Co. , 
American Can Co. 
American Car & Foundry Co. 
Johnson Bronze : 

Eimco Corp. 


D. W. Onan & Sons 
Reed Roller Bit Co. 
Trane Co. .. 
Nash Kelvinator ‘Corp. 
Sponge Rubber Products Co. 

S. S. White Dental +: Co. . 
McQuay Norris Mfg. Co. .. 
Chase National Bank ........ 
Euclid Road Machinery Co. 
Robert Gair Co. 
National Electrical Manutactur- 
ers Assn. 


R. rt "dahon Co. 
Landis Machine Co. .. 
Wallace & Tiernan Co. 
Cummins Engine Co. 
Hooker Electrochemical Co. 
Chapman Valve Mfg. 
Commercial Credit Co. 
Congoleum-Nairn 
Leeds & Northrup Co. .. 
Philadelphia Inquirer ..... 
Wm. Powell Co 
ar a & Ward Bolt 
Sterling Electric Motors .. 
Keasbey & Mattison Co. 
Weatherhead Co. 
Cast Iron Pipe Research Assn. 
Dewey & Almy Chemical Co. 
Emerson Electric Mfg. Co. 
Gerber Products Co. ....... 
Armstrong Machine Works 
Wheland Co. 
Hammermill Paper Co. 
Bridgeport Brass Co. . 
Canada Dry Ginger Ale Co. 
Clearing Machine Corp. 
Diversey Corp. .. 
Fiske Bros. Refining Co. 
Kald Hald Mfg. Co. 
Master Electric Co. 
Perfect Circle Co. ... 
Ridge Tool Co. 
Tyler Fixture Corp. 
Wiegand Co. 
Westinghouse Air Brake Co. . 
Cooper-Bessemer Corp. 
Bausch & Lomb Optical Co. . 
Kaiser Aluminum & Chemical 
orp. p , 
Dowell Inc. 
Rapids-Standard Co. 
Standard Brands ‘ 
S. C. Johnson & Son .... 
Eljer Co. 
Armstrong Blum Mfy. Co. 
Bull Dog Electric Products Co 
Container Corp. of America 
Arvin Industries 
Chase Bag Co. . 


100,000. 
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80,750. 


Missing sales to industry? You need the broad, blanket coverage your advertising 
gets in INDUSTRIAL MAINTENANCE MAGAZINE. 


More readers! 15% more than ony other industrial publication. Readers at the 


plant operating, engi 9 


levels. Readers who specify. 


More plants! INDUSTRIAL MAINTENANCE takes your message into more than 
50,000 well-rated plants in 23 different industries. Prospects you may have missed! 
You get this broader, better coverage at lowest cost per thousand readers 
. at only $1.75 per thousand. Try it! 


COVER mouSTRY COMPLETELY INDUSTRIAL MAINTENANCE 


Phila., Pa. 
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336 Heyden Chemical Co. 75,000. 


337 International Minerals & 
Chemical Corp 

338 Kearney, James Corp. 

339 Kentile Inc. 

340 Ohio Crankshaft Co. 

341 Parker Kalon Corp. 

342 Riley Stoker Corp. 

343 Taylor Forge & Pipe Works 

344 Henry Disston & 

345 Bemis Bros. Bag Co. 

346 Denison Engineering Co 

347 Gillette Co. 

348 Raytheon Mfg. Co. 

349 American Laundry Machinery 


Co. 
350 Cleaver-Brooks Co. 


351 Greenlee Bros. & Co 600. 
352 Surface Combustion Co 100. 
353 Aeroquip Corp 0,000. 
354 Chicago Metal Hose Corp ' q 
355 Diamond Chain & Mfg. Co 000. 
356 Dorr Co. 000. 
357 Ethyl! Corp . ’ 
358 Kimberly-Clark Corp. 70,000. 
359 Marley Co. 70,000. 
360 Pfaudler Co. 0,000. 
361 Raymond Concrete Pile Co 70,000. 
362 Robertshaw-Fulton Controls Co 70,000. 
363 A. E. Staley Mfg. Co 0,000. 
364 Fafnir Bearing Co. 69,200.* 
365 Hinde & Dauch Paper Co 69,000. 
366 Independent Pneumatic Too! Co 300. 
367 Firestone Tire & Rubber Co 68,200.* 
368 Lamson & Sessions Co. 68,200. 
369 Kennametal Inc. 67,800.* 
370 Lunkenheimer Co. . 67,700.* 
371 Dentists Supply Co. 67,400. 
372 Brunner Mfg. Co 67,000. 
373 Galion Iron Works & Mfg. Co. 7,000. 
374 Superior Tube Co. . 67,000. 
375 Synthron Co. 67,000. 
376 Macwhyte Co. 66,700.* 
377 “Walter Kidde & Co. 66,700.* 


378 Elastic 9g Nut Corp. of 
Americ 66,600.* 


379 Manning, gear "& Moore 66,300.* 
380 E L. Bruce Co. 65,000. 
381 Cannon er Co. 65,000. 
382 Dana Cor 65,000. 
383 Electric Controlier & Mfg. Co 65,000. 
384 Federal Products Corp 65,000. 
385 Guardian Electric Mfg. Co 65,000. 
386 Kohler Co 65,000. 
387 Mergenthaler Linotype Co 65,000. 
388 Rome Cable Corp. 65,000. 
389 Royal Metal Mfg. Co. 65,000. 
390 Royal Typewriter Co 65,000. 
391 Sandoz Chemical Works 65,000. 
392 Whitney Hansen Industries 65,000. 
393 Wheeling Corrugating Co 600. 
394 General Tire & Rubber Co 64,600.* 


395 Durez Plastics & Chemicals Co. 64,500. 
396 Brewer Electric Mfg. Co 64 

397 Adams & Westlake Co 
398 Lynch Corp. . 63,600. 


399 Singer Sewing Machine Co 63,400. 
400 Diamond Power Specialty Corp 63,100. 
401 Seven-Up Co. 63,000. 
402 Reichhold Chemicals . 63,000. 
403 J. D. Adams Co. 62,600. 
404 Shelmar Products Corp. 62,500. 
405 Stanley Works 62,300.* 


406 €. F. Houghton Co 62,000. 
407 Proto Tools . 62,000. 
408 Henry Vogt Machine Co 2,000. 
409 Synthane Corp. 60,500. 
410 Ames Co. 60,000. 
411 Axelson Mfg. Co 60,000. 
412 Bear Mfg. Co. 60,000. 
413 Beaunit Mills 0,000. 
414 Browser Inc 60,000 
415 Breeze Corp. ee 000. 
416 Crouse-Hinds Co 60,000. 
417 Driver-Harris Co. 60,000. 


418 Firth Sterling Stee! & Car- 
bide Corp 60,000 
60 


419 Four Wheel Drive Auto Co 000 

420 Gilbert & Barker Mfg. Co 60,000. 

421 Kirk & Blum Mfg. Co 60,000. 

422 National Twist Drill & Tool Co 000. 
423 Metropolitan Sunday Magazine 

60,000. 

60,000. 

Cc. 60,000. 

426 pone Steel Strapping Co. 60,000. 


427 (U. S. Vitamin Corp. 60,000. 
428 Florida Citrus Commission 


429 Tung-Sol Electric 9,000. 
430 Sprout & Waldron Co. 58,700. 
431 Eagle-Picher Co ee 500. 
432 Philadelphia Bulletin 58,500. 
433 Belden Mfg. Co. .. 58,000. 
434 Reo Motors : 58.000. 
435 Sonoco Products Co 58,000. 
436 Cleveland Twist Drill Co 57,500.* 
437 Purolator Products 57,000. 
438 Hoover Co. 56,200. 
439 Simplex Wire Cable Co. . 56,000. 
440 Weverhaeuser Timber Co 55,600. 
441 Hanson Van Winkle _— Co. 5,500. 
442 Nation's Business ... 55,300. 
443 Procter & Gamble Co. 55.200.* 
444 Clipper Mfg. Co. 55,000. 
445 Monroe Auto Equipment Co. 55,000. 
446 Lewis-Shepard Co 5.000. 
447 Fuller Brush Co 5,000. 
448 Farval Corp 55.000. 
449 Farm Journal 55,000. 
450 Bullard Co 55,000. 


451 Bay State Abrasive Products 
Co. 55.000. 
55. ‘ 


452 Berkline Corp. .000. 
453 Ampco Metal 54,000. 
454 Bailey Meter Co 54,000. 
455 Willson Products 53,200. 
456 M. W. Kellogg Co 53.000. 
457 Bell & Howell Co. 52,500 
458 Stuart Co. 52.200. 
459 Dollinger Corp. 52.000. 
460 Pioneer Rubber Co. 52,000. 
461 Tomkins-Johnson Co. . 52,000. 
462 Standard Register Co. 52,000. 
463 George J. Meyer Mfg. Co 51,900. 
464 } H. Nicholson & Co. 51,100. 
465 ‘or & Schwartz ... 51,000. 
466 seme A Steel Co. 51,000. 
467 American Monorail Co. 50.400.* 
468 Boeing Aircraft Co. 50,400.* 
469 Block Drug Co. ... 50,000. 
470 Cleveland Container Co. 000. 
471 Columbus Plastic Products 50.000 
472 De Walt Inc. 50,000 
473 Elwell Parker Electric Co 50,000. 
474 Emery Industries .... 50,000. 
475 Forbes Lithograph Mfg. Co 50,000 
476 Kearney & Trecker Corp. 50,000 
477 Lock Joint Pipe Co. 50,000. 
478 Marion Power Shovel Co 50,000. 
479 Magnus, Mabee & Reynard 50,000. 
480 McKesson & Robbins .... 50,000. 
481 WMinneapolis-Moline Co. 50,000. 
482 Monarch Machine Tool Co 50,000. 
483 Motor Products Corp. (Deep- 
freeze Div.) ‘ 50,000. 
484 Pyle-National ng 50.000 
485 Simoniz Co. 50,000 
486 Reeves Bros. 50,000. 
487 Schramm Inc. . 50,000 
488 K. R. Wilson 50.000. 
Young Radiator Co. 50,000 


*Estimates 
NOTE: Expenditures of subsidiaries and company 
divisions have been included in the over-all parent 
company total. 


COMBINATION 


TREAT—Batten, Barton, 
Durstine & Osborn dreamed up this ani- 
mated chicken to dramatize the fact that 
Ocean Spray cranberry sauce goes well 
with chicken all yeor ‘round. The chicken 
is appearing in 60-second, 20-second and 
10-second TV spots in eight major cities 
for the National Cranberry Assn., Hanson, 
Mass. 


Plans Radio Station in S. C. 
James C. Byrd Jr. has been 

granted a permit by the Federal 

Communications Commission for 


the establishment of a new radio 
station in Spartanburg, S. C. It 
will operate on a frequency of 
1,400 kilocycles with a power of} 
250 watts. Plans call for an 18- 
hour broadcasting day 


WCAU-TV Appoints Six 

Bill Bode, associate director at 
WCAU-TV, Philadelphia, has been 
promoted to staff director. Mort 
Chavenson has been promoted to 
assistant art director. Jack Dolph 
and Terry Taylor have been added 
to the station’s production staff. 
Robert Swanson, formerly with 
WCAM, Camden, and John Dean, 
previously with WTEL, Phila- 
delphia, have been named staff 
announcers. 


Meredith Promotes Two 
Meredith Publishing Co., Des 
Moines, has promoted Hugh Curtis 


ito editor of Better Homes & Gar- 


dens, and Bert Dieter, Meredith art 
editor, will assume additional 
duties as content director of the 
publication. Mr. Curtis, with the 
company since 1931, succeeds J. E. 
Ratner, who resigned to take a 
post with Campbell-Mithun, Min- 
neapolis agency. 


Sloan Gets Spot Sales Post; 
Mayo Directs WOR-TV Sales 

John F, Sloan, who recently re- 
signed as general manager of 
WPAT, Paterson, N. J., to join 
WOR-TV, New York, has been 
named to direct national spot sales 
for KHJ-TV, Los Angeles. General 
Teleradio (Mutual Broadcasting 
System) has set up offices in New 
York and Chicago to represent its 
West Coast video station, which 
formerly was handled by Edward 
Petry & Co. Eighteen salesmen will 
work on this assignment. 

Meanwhile, Mr. Sloan will con- 
tinue as sales manager of WOR- 
TV, Mutual’s key video outlet. In 
this posi he replaces Robert C 
Mayo, who has been given the 
new title of sales director of the 
station. 


O'Malley is Midwest Ad Head 


Charles R. O'Malley has been 
named by Bruce Publishing Co., 
St. Paul, to be midwestern ad- 
vertising manager for Northern 
Automotive Journal and Hardware 
Trade, 
quarters in Chicago. 


He will make his head-| 


oo . 


Sieady sa: 
Bier ‘aca All Year’ 


The Dairy Farm Family. 


He Sane 


HOARD'S DA ran 
| The Stondord of Form Quality 


+ 


Make your messages 


reach out ana grab ém 


P Fluorescent 


a 


aw Nu 


Five incomparable DAY-GLO Daylight Fluorescent colors 
can make your sales messages sing a siren song. From dawn to 
dusk —all through the day —DAY-GLO colors reach out and 
grab prospects —eatch and hold attention —stimulate action. 


DAY-GLO® Daylight Fluorescent colors—the brightest colors 
in the world—automatically draw peak-traffic attention to 


your sales story —add interest and impact to your outdoor 


Daylight 


Colors 


convenience, without obligation of course. 


posters. transit ads, inserts, point of sale, direct mail. 

If you want to know how to use DAY-GLO Daylight Fluores- 
cent colors to make your advertising really reach out and 
grab readers —make it stop and sell more prospects —make it 
visible up to four times as far—there’s an expert DAY-GLO 
Color Consultant near you. He is at your service, at your 


SWITZER BROTHERS, INC. 


4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


For complete details—drop us a line. 
Or—better still—stop in for a visit at 
the SPPA Convention. We'll be very 
glad to see you! 


LAWTER CHEMICALS, BOS 


3554 TOUHY AVENUE 
‘CHICAGO 45, ILLINOIS 
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Pillsbury Launches Annual Bake-Off Contest Show Joins LaRoche 


MINNEAPOLIS, Oct. 2-——Pillsbury 
Mills thinks it has accomplished an 
advertising miracle with its Grand 
National Recipe and Baking Con- 
test 

The company says the contest, 
after only three years, has become 
a national institution, a status 
which usually takes decades for 
similar commercial promotions to 
achieve. 

Apart from producing some fine 
recipes and apart from its imme- 
diate promotional and _ publicity 
opportunities, the bake-off pro- 
vides Pillsbury with a glamorous 
year-round flour selling program. 

The current contest will be simi- 
lar to last year's. Grocery stores 
are contest headquarters, and cus- 
tomers must buy a sack of Pills- 
bury’s Best flour to be eligible 


8 The contest has been advertised 
this vear through the Arthur God- 
frey simulcast, and spreads are 
appearing in Better Homes & Gar- 


dens, McCall's, Good Housekeep- annals ot: 
ing, Successful Farming and This v.p and account 
Week Magazine. General Electric supervisor with 
again is tying in with the cam- Pedlar & Ryan, 
paign, providing ranges and mix- has joined C. J. 
ers for the bake-off, and offering LaRoche & Co., 
bonus awards in advertising New York, as a 

member of the 


pitched to the contest 

The contest closes Oct. 15 and 
the bake-off is at the Waldorf- 
Astoria Dec. 8, with over $100,000 
in cash and prizes awaiting the 
wirners 


Clarin Appoints Agency 

Clarin Mfg. Co., Chicago folding 
chair maker, has named Good- 
kind, Joice & Morgan, Chicago, to 
handle its advertising. School, 
church and _ special industrial 
media will be used. 


Kane Joins ‘Newsweek’ 

Charles E. Kane, sales manager 
and co-founder of Scientific Amer- 
ican, has joined the New York 
sales staff of Newsweek 


plans board and 


executive _ staff. 
Pedlar & Ryan 
Donald Shaw resigned all its 


accounts in May, 
when Thomas L. L. Ryan, presi- 
dent, also announced his retire- 
ment from active management of 
the agency. 


Publishes Glassware Booklet 

“Glassware Definitions,” a book- 
let designed to give both consumer 
and advertiser a clearer conception 
of glassware terms and definitions, 
has been prepared by the National 
Better Business Bureau, New York, 
in cooperation with the American 
Glassware Assn. The booklet is 
designed also to promote honest 
and accurate statements in adver- 
tising copy. 


| proved... 


1. 74% 


5 to 55%.) 


the PLASTILUX sign took effect. 


said it brought in more prospects. 


6. 99% 


be furnished upon request. 


National Dealer™ Survey 


reported sales increased an 
average of 14% following erection of 
Srand-name sign. (Increases ranged from 


2. 94% said that PLASTILUX signs had 
established them in the community as the 
DEALER for the product on the sign. 


) 3. 62% reported they have stocked a 
> more complete line of the product since 


© 4.79% said their clerks pushed brand- 
name products more after sign went up. 


5. 97% reported PLASTILUX signs have 
brightened their storefronts and 87% 


of dealers reported PLASTILUX 
signs easier to maintain than neon signs. 


* We recently asked 100 dealers, 
each of 16 national sign accounts, to give 
us their honest opinion of PLASTILUX 
signs after a year's use. A full report, 
minus company and product names, will 


Proof 
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ie * 


from 


your brand name, tha 


Get SIGNews: 


Sent free tw advertising and sales people. It's the voice of SIGNvertis- 
ing, keeping you informed of the newest in dealer identification and 


Poinv-ot- Purchase des clopments 


and recognize the sign 


into focus at the point 


this pay-off point. 


on the sign. 


vertising Engineers to 
punch at your pay-off 


Positive 


... that patented PLASTILUX’ signs a 
make “A Dealer” YOUR dealer 


When the illuminated sign in front of a store features 


t dealer is YOUR dealer, not just 


another dealer. People with money and ready to buy, see 


identifying YOUR dealer. 


Thousands of prospective customers pass this dealer daily. 
The sign keeps pounding home that this is the place to 
buy your product. All your other advertising is brought 


-of-sale and the trigger is pulled at 


How do we know this? We have PROOF POSITIVE 
from the dealers themselves. 94° of them say they are 
recognized as the dealer for the specific product shown 


A phone call or letter will bring one of our SIGN- 


show how YOU can add this 
points. 


tTmet scre 


wct oF SELLING 


WRITE FOR MORE DETAILS 


NEON PRODUCTS, INC., 3002 NEON AVE., LIMA, OHIO 
‘ 
NEW YORK, CHICAGO, LOS ANGELES, DETROIT; REPRESENTATIVES IN PRINCIPAL CITIES 
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‘52 Ad Outlays Running 10% Higher, © 


ANA Survey of 151 


(Continued from Page 1) 
fields they did not—they usually 
felt that the advertising percentage 
| would rise slightly. Among the 16 
industry groupings whose data are 
comparable for all three years, the 
|average percentage for 1953 is 
higher than for 1952 in six indus- 
| tries, shows no change in seven 
|and decreases in three. 

The results of the survey 
tables below) are broken down 
further than in previous years. 
This is because (1) multi-product 
members were willing to submit 
two or more reports covering dif- 
ferent phases of their operations; 
(2) a special survey was conducted 
on two products—radio and TV 
sets and tires, and (3) the addition 
of four new classifications. 

As usual in the conventions, 
many of the topics uppermost in 
the minds of the admen weren’t 
scheduled for discussion on the 
| convention floor. The ANA tried 
to solve this particular problem 


(see 


Companies Finds © 


by setting up off-the-record ses- 
sions. Some of the topics sug- 
gested for discussion were: brok- 
erage of space and time by whole- 
salers and retailers; how useful 
are store audits conducted by 
newspapers; gratuities to TV 
technical crews, and “do media 
salesmen take up too much of 
your time?” 

A durable goods sessions oper- 
ating under similar ground rules 
had such suggested topics as: what 
can be done about the inadequacy 
of retail selling?; how can we get 
more value from cooperative ad- 
vertising funds?; and is there any 
hope of getting dealers to back 
brand names without also paying 
for their advertising? 

J. Ward Maurer, director of ad- 
vertising of the Wildroot Co., was 
elected chairman of the ANA 
board, succeeding Wesley I. Nunn 
of Standard Oil Co. (Indiana). The 
new vice-chairman is B. R. Don- 
aldson, director of advertising and 


Advertising Expenditures 


as Percentages of Sales 
from replies of 151 companies 


Industry Number of 1951 1952 1953 
Companies (%) %) (%) 

Estimated 
| Chemicals 10 0.70 0.85 0.90 
| Building Materials 7 2.00 1.25 1.70 
| Basic Metals 4 0.13 0.14 (a) 
| All Other Industrial 15 0.95 1.00 1.00 
| Canned Foods 3 2.29 2.50 2.41 
| Other Food & Grocery 12 8.75 8.75 9.95 
Drugs & Cosmetics 11 30.00 30.00 30.00 
Household Equipment 11 3.00 3.00 3.50 
Textiles & Clothing 9 2.25 2.30 2.50 
Petroleum 9 0.95 1.00 1.00 
Jewelry & Photographic 6 6.25 6.50 6.15 
Automotive 6 3.60 4.90 (a) 
Alcoholic Beverages 5 3.50 3.90 3.90 
Electrical Appliances 5 4.70 5.00 5.00 
Paper 5 1.00 1.10 (a) 
Insurance 4 0.06 0.07 0.07 
Floor Coverings 3 1.80 2.00 (a) 
Services 3 1.30 1.80 1.50 
Office Equipment 3 2.50 2.60 3.0 
Miscellaneous 3 3.20 2.90 2.9 
Sub Totals 134 2.00 2.00 . 
Radio & TV Sets 9+ 6.00 5.00 a 
Tires 8+ 1.70 2.25 — 
Grand Totals 151 2.25 2.55 — 


*Not all respondent b 


itted figures for 1953. 


+A limited experimental survey covering percentages for 1951-52 only 
was conducted on these two products among members and non-mem- 


*Only two companies reporting. 


bers. 
—From Assn. of National Advertisers’ 
survey of members, September, 1952. 
Estimated Advertising Expenditures 
and Median Sales Figures 
(1951 = 100) 
Industry 1952 1953 
Adver- Adver- 
Classification Replies tising Sales Replies tising Sales 
Chemicals 10 118.0 105.0 10 122.5 107.0 
Building Materials 7 114.5 107.0 7 119.0 117.0 
Basic Metals 4 150.5 97.5 3 170.0 117.0 
All Other Industrial 16 110.0 107.5 14 116.0 108.5 
Canned Foods 3 114.0 120.0 3 114.0 133.0 
Other Food & Grocery 14 102.0 106.0 13 110.0 110.0 
Drugs & Cosmetics 12 110.0 111.0 il 115.0 126.0 
Household Equipment 11 110.0 107.0 ll 110.0 115.0 
Textiles & Clothing 11 110.0 100.0 10 110.0 106.0 
Petroleum ll 108.0 108.0 ll 112.0 112.0 
Jewelry & Photographic 6 95.0 100.0 6 100.0 104.0 
Automotive 5 122.5 107.5 5 125.0 115.0 
_Aleccholic Beverages 5 106.0 100.0 5 106.0 100.0 
Electrical Appliances 5 108.0 105.0 4 102.5 115.0 
Paper 5 100.0 95.5 4 107.0 102.5 
Insurance + 100.2 112.0 3 100.0 117.0 
Floor Coverings 3 90.0 75.0 2 ° ° 
Services 3 109.0 . 3 116.0 ° 
Office Equipment 3 130.0 93.0 3 130.0 100.0 
Miscellaneous 3 119.0 113.0 3 123.0 134.0 
Sub Totals 141+ 110.0 105.0 130+ 115.0 110.0 
Tires 5 100.0 109.0 4 102.5 111.0 
Grand Totals 146+ 110.0 105.0 134+ 114.0 110.0 


+Includes all companies reporting both advertising and sales rations. 
—From Assn. of National Advertisers’ 
survey of members, September, 1952. 
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Co. 

Paul B. West remains as presi- 
dent, and the following were re- 
elected to three-year terms on the 
board: Henry Schachte, Borden 
Co., and George E. Mosley, Sea- 
gram Distillers Corp. 

Elected to three-year terms 
were Ralph Harrington, General 
Tire & Rubber Co.; Russell A. 
Applegate, E. I. du Pont de Ne- 
mours & Co., and George Oliva, 
National! Biscuit Co. Elected to one- 
year terms were William Brooks 
Smith, Thomas J. Lipton & Co., 
and H. J. Deines, Westinghouse 
Electric Corp. 

Speaking before the Advertising 
Research Foundation session, Ed- 
gar Kobak, ARF president, said 
there need not be any duplication 
of work between ARF and the Re- 


You Ought fo Kirow . J. Ward Maurer 


Back in June, 1929, J. Ward 
Maurer went to the Wildroot Co. 
in Buffalo, N. Y., and applied for 
a summertime job. He’s been there 
ever since. Today he’s director of 
advertising with 
a budget well 
over $3,000,000 


annually. And 
during the past 
week he was 


elected chairman 
of the board of 
the Assn. of Na- 
tional Advertis- 
ers. 

When he joined 
Wildroot that 
summer 23 years 
ago, Ward expected to stack boxes 
in the shipping room. But he was 
put in the accounting department, 
replacing a man on vacation. Be- 
tween then and 1935, he worked in 
every department of the Wildroot 
operation. He was a salesman out 
on the road when the call came to 
enter the advertising department. 


Ward Maurer 


® His first ad job was to look after 
a radio show starring Ted Husing 
and the Charioteers (the latter 
now go under the name of Billy 
Williams Quartet). “It was a 15- 
minute weekly thing and we near- 
ly lost our shirts,” says Maurer 
now. “The rating we had hardly 
got off the ground.” 

But in 1942, Mr. Maurer was 
made advertising manager and the 
company brought out Wildroot 
cream oil. Mr. Maurer kept buying 
spot radio for the product until, by 
1944, Wildroot “was the biggest 
spot user in the country.” 

One of the things Mr. Maurer is 
best known for is the creation of 
the “Wildroot Cream Oil Charlie” 
jingle in 1942. The jingle went with 
the product as it was launched na- 
tionally “and it was almost as well 
known as the trademark.” 

In 1945, he took Wildroot into 
network radio with the Woody 
Herman show. This was followed 
by the highly successful “Sam 
Spade,” which Wildroot sponsored 
for more than four years. The 
company also used the King Cole 
Trio and a lad named Arthur God- 
frey. 

A great believer in radio 
(though Wildroot also regularly 
uses Sunday comics, car cards, 
youth publications, comics books 
and college newspapers), Ward 
Maurer has three shows a week on 
Mutual: “The Shadow” (part 
sponsorship), “Twenty Questions” 
and “Titus Moody” (twice week- 
ly). 


@ Mr. Maurer is not a TV booster, 
though Wildroot has been testing 
different types of television pro- 
grams and commercials in about 
ten markets during the past year. 
He harks back to “Charlie Wild,” 
which Wildroot had on the Du- 
Mont network for about six 
months. “We didn’t feel our sales 
increases justified the high cost, 
so we discontinued.” 


sales promotion for Ford Motor 


search Institute of the National 
Industrial Advertisers Assn. 

He said he had met with mem- 
bers of the Research Institute the | 
day before and that there was a} 
very cooperative spirit between the 
two groups. Mr. Kobak felt that 
there need not be any areas of 
conflict between the two groups 
and said they would act as a com- 
plement to each other. 

This reaffirms a_ resolution 
adopted more than a year ago by 
ARF, which said: “The ARF is 
most interested in cooperating with 
the NIAA in their efforts to fur- 
ther industrial advertising research 
and stands ready to confer with 
NIAA officials on any and all 
phases of their problems. ..and to 
help them implement any NIAA 
research plans or projects on a 
cost basis.” 


| 


As for TV generally: “We recog- 
nize the fact that television is a 
great and powerful medium, but I, 
for one, have not found how to use 
it economically to sell our product. 
I don’t think you can make it pay 
out.” 

Mr. Maurer, who has been a big 
wheel in the ANA for the past six 
years, is also a member of the 
administrative committee for the 
Continuing Study of Car Card Ad- 
vertising. 


s Among the projects in the ad- 
vertising field with which he was 
prominently identified was the 
sales test which the Point-of-Pur- 
chase Advertising Institute ran in 
1948 in Rochester and Syracuse. 
He was both a member of Popai’s 
board, and a member of the re- 
search committee supervising the 
project. And he had another in-| 
terest: Wildroot cream oil was one | 
of the four drug products used in| 
the test. Sales increased 65% for | 
Wildroot where displays were} 
used. 

He went to Middlebury College. | 
His family consists of a wife and 
two daughters. He’s active in the | 
Greater Buffalo Advertising Club, 
and in fund-raising efforts for the 
University of Buffalo and the 1952 
Community Chest. 


Snow Crop Pushes Lemonade 

Snow Crop Marketers, New) 
York, has started an intensive) 
campaign for its frozen lemonade | 
in the New York market. Partici- | 
pations have been bought on pro-| 
grams on WNBC, WCBS, WOR,) 
WNEW and WNBT (TV). Snow}! 
Crop is boosting lemonade as al 
year-round drink and suggesting | 
it to youngsters as an after-schoo] | 
treat. This drive, placed by Maxon | 
Inc., New York, will run through | 
Oct. 25. 


New Corn Industry Book Out 

Corn Industries Research Foun- 
dation, New York, has issued a} 
new booklet describing the varied 
uses of corn by-products from the 
manufacture of penicillin to its 
use in oil well drilling. The 64- 
page booklet explains in non-tech- | 
nical language the processes by 
which corn starch, syrup and sug- 
ar, and such by-products as corn 
oil and various feedstuffs, are 
made. 


‘Miami News’ Names O'Donnell 

R. C. O'Donnell, formerly classi- 
fied advertising manager for news- 
papers in Washington, Pittsburgh 
and Akron, has been appointed 
classified advertising manager of 
the Miami News. He succeeds Jack 
Whetstone, who has resigned to be- 
come research director of Howard 
Parrish Organization, Miami clas- 
sified advertising counselor. 


Dowsett Appointed Sales Head 

T. H. Dowsett, formerly associ- 
ated with his father in Del-Cate 
International Ltd., engraver, has 
been named sales manager of the 
direct mail and printing division 
of Might Directories Ltd., Toronto. 
He was previously advertising and 
sales manager of Trane Co. of 
Canada Ltd., Toronto. | 


To Take the Guesswork 
Out of Space Buying... 
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For 38 years the Audit Bureau of Circulations 
has been performing a vital service to pul 
lishers, advertisers, and their agencies by 
taking the guesswork out of space buying 


ABC has accomplished this by establishing 
standard set of questions for all member fe 
lications. The answers to these questions—all 
essential to selecting the right media for the 
right market—are issued in report form every 
six months. Advertisers and their agencies are 
thus provided with an audit to 


measure 
quantity and quality of circulation é 


Seldom in the history of the ABC have audit 
statements turned up more conclusive answers 
to these all-important questions than those 
reported in the statements for AUTOMOTIVE 
NEWS. Here are the standard questions far 
ms all ABC reports—and how they cre answered 


sage by AUTOMOTIVE NEWS: 
1 


Is the publication new? 
AUTOMOTIVE NEWS is 27 years old 


— 2. What industry does it serve? . 
AUTOMOTIVE NEWS is the only weekly 
These Authenticated newspaper of the automotive industry 
Facts Take the Circulation of AUTOMOTIVE NEWS i 
now 40,000 


Guesswork Out of 4. Who reads it? 
Your 53 Budget The Decision Men of the twe big automo 


tive markets —— automotive factories and 
car dealerships 


5. Where does it go? 
AUTOMOTIVE NEWS 


concentrated and 


3. What is its circulation? 


Circulation of 


matches the widely 


— separated localities of both automotive 
e a ise ws | markets. 
ee wee te 6. How is it sold? 
ee ad 2 Gueter © . 
Tam Te Reet ars E AUTOMOTIVE NEWS is sold by sub 
scriptions (95% by voluntary mail sub 


iy 
1 scriptions) at the highest rate in the 
} industry: $8. Its renewal rate is also the 
industry's highest: 88.3%, 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING ad 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edwerd Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-6871 


Chicogo — J. Goldstein, Western M . 160 N. Michigon Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 a 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 
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Towne to ‘American Home’ 

June Towne, formerly 
manager of institution food serv- 
ice for General Foods, has joined 
American Home as associate editor. 


associate 


*Iuminated and 
non-illuminated 


types. 


118-124 West Pear! St. 
2, ono 


Nap) Soe 


Along the Media Path 


e Mademoiselle, a Street & Smith 
publication, has set up a Buyers’ 
Room on the sixth floor of its New 
York offices (575 Madison Ave.). 
The department will—among other 
things—provide advance informa- 
tion on the fashion content of fu- 
ture issues 


@ Fairchild Publications Inc. has 
issued its 1952 fact book on the 
$5.9 billion men’s wear industry. 
A promotion vehicle for Men’s 
Wear Magazine, the 24-page book 
gives retail sales figures in de- 
partment and specialty stores, plus 
a breakdown of the volume done in 
different types of men’s wear mer- 
chandise 


e@ Johnston Export Publishing Co. 
will publish the 75th anniversary 
issue of American Exporter next 
January. The magazine, published 


in English and Spanish, goes to 
buyers overseas and the January 
issue will contain the annual buy- 
ers’ guide, which lists all advertis- 
ers during the previous year. 


e@ The Reader's Digest has issued a 
merchandising catalog for its in- 
ternational editions, listing selling 
aids available to advertisers. 
Among the materials available are 
counter and window displays, 
cover folders, dealer letters, prod- 
uct aids, overhead displays, post- 
cards, broadsides and reprints. An 
advertiser in the Latin American 
editions gets credit for a specified 
amount of these materials, depend- 
ing on the edition and size of the 
space. Thus, a b&w page in the 
Spanish edition earns an advertiser 
$47 worth of the materials; a color 
page in the Southern Hemisphere 
edition brings only $17 worth of 


I've been watching the Power” campaign for Cummins Diesels. 
Who does their advertising? 


It’s Needham, Louis & Brorby * 
... the same agency that’s been handling Eagle-Picher’s 
many products for 27 years. 


* Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc 
Derby F« 
The Eagle-Picher C 

Household Finance C 


¢ 
2. 


Os, Inc. 
mpany 
rporation 


C. Johnson & S 


Tr 


Kraft Foods Company 
Macwhyte Company 

Marathon Corporation 
MA 


rton 
e Pe 


Salt Company 


ples Gas Light and Coke Company 


Phenix Foods Company 
The Quaker Oats Company 
State Farm Insurance C 
Swift & Company 


Wieboldt Stores, Inc. 


ompanies 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Iilinois 


Chicago 
New Yo rk 
Hollywood 

Toronto 


PO eto fe 


merchandising aids. 


e@ Modern Medicine is making good 
use of a series of Peter Arno car- 
toons in a trade paper campaign 
which hits only one theme: “Sell 
the doctor when his mind is on 
medicine.” 


@ An American Artist survey in- 
dicates that the magazine’s read- 
ers spend $20,000,000 annually on 
art supplies and 25% of these items 
are bought by mail order 


e U.S. News & World Report uses 
the Audit Bureau of Circulations 
as a jumping-off point in its latest 
promotion booklet. The first 13 
pages tell how to understand the 
standard ABC statement and the 
last seven pages then take a spe- 
cific example (guess which one?). 


e Harper's Magazine now has a 
regular column devoted to records 
and record-playing equipment. 


e The St. Louis Globe-Democrat 
has taken it upon itself to reclaim 
the St. Louis trading area as “The 
49th State.” The paper did so in 
an official-looking proclamation, 
| the last “whereas” of which stated: 
| “Whereas, the great and renowned 
territories of Hawaii, Alaska, et 
al., have not laid claim to the title 
of THE 49th STATE which we 
made available to the first of them 
that became a legal] and bona fide 
member of the Union, There- 
fore 


e@ The Times-Union, Albany, N. 
| Y., reports a gain of 46,000 lines 
lof national color advertising dur- 
| ing the first eight months of 1952, 
a 423° increase over the same 
1951 period 

| 

Magazine claim-and-boast de- 
partment: October issue of the 
Christian Herald, Protestant inter- 
denominational monthly, hits high- 
est ad dollar volume in its 73-year 
| history, beating previous high by 
9%; ad volume of Aviation Age, 
Conover-Mast monthly, was 785 
and a fraction pages from January 
through August—a 67% increase 
over the same period last year; 
| Street & Smith Publications reports 
|its three magazines—Charm, Ma- 
| demoiselle and Living for Young 
| Homemakers—have each set new 
|records for ad revenue and circu- 
lation growth during 1952, with 
| Living predicting a plus-$2,000,000 
ad volume for the year. 
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e@ More claim-and-boast: 

American Rifleman has 16.3% 
gain in ad linage for first 10 
months of 1952; Science & Me- 
chanics announces 727,606 news- 
stand sales for its August issue, a 
20.4% gain over previous August; 
Quick reports circulation during 
| the first six months of 1952 aver- 
jaged 1,265,891, a 16.3% increase 
over the first six months of last 
| year. 

House Beautiful reports its Octo- 
ber issue “weighs 242 pounds to 
| the copy,” with a gross billing of 
$835,000; Building Supply News 
says “as long as other publishers 
are blowing their own horns, add 
this to the band: In October, 
Building Supply News has its larg- 
est regular issue in its 36 years...” 
And Woman’s Home Companion 
releases a circulation report on 
|“the big five” to show that in the 
| six months ended June 30, 1952, it 
had a bigger circulation gain than 
any of the other four: Life, LHJ, 
McCalls and SEP. 


| Sets Up Export Department 

Trailmobile Inc., Cincinnati, sub- 
sidiary of Pullman Inc., has es- 
tablished an export department, 
which will be located in its New 
York offices. Edward L. O'Neill, 
|formerly with the American Roll- 
ing Mill Co. and with Armco 
International Corp., Middletown, 
O., will be export manager 


Appoint Weaver Inc. in South 

Weaver Inc., Atlanta publishers 
representative, has been appointed 
by Hosiery Industry Weekly and 
Hosiery Merchandising, weekly 
publications of Howes Publishing 
|Co., New York, to represent them 
}in several southern states. 


| Adams to ‘Times-Picayune’ 

| Stanley Adams, formerly adver- 
|tising director of Indianapolis 
Newspapers Inc., publisher of the 
Star and News, has joined the 
Times-Picayune as assistant to 
John F. Tims, president of Times- 
Picayune Publishing Co. 


Names ]. Michael Fitzgerald 
J. Michael Fitzgerald, formerly 
with Esquire, where he handled 
mail order in the Midwest, has 
joined the Chicago office of Ideal 
Women’s Group (Ideal Publish- 
ing Corp.) in the same capacity. 


Names Thomas McPartland 

Thomas C. McPartland has been 
appointed New England sales 
manager of Hile-Damroth, special- 
ist in visual selling programs for 
business and government. 


The Answers to 


| did they go. . 


BIG 10 Travel Mi 

Clubs will feature NOV. 9 
Special Travel 

and Resort Nem DEC. 7 
bers on specially 

aseened ‘eases JAN. ll 


CHICAGO HERALD-AMERICA 


BALTIMORE AMERICAN ° 
DETROIT TIMES . 


Hearst 


WHO TRAVELS 
| WHERE WHEN yoW? 


Send for your free copy of “A 

Report For the Travel and Resort Industry” 
showing actual Vacation and Travel habits 
| of BIG 10 Travel Club members in ten of the 
| Nation’s major markets. It answers... Where 
. When did they go. . 
did they travel . . . How long did they stay. 


Penetrate into close to 6 million homes, 
thru the BIG 10 Travel Clubs: 


NEW YORK JOURNAL-AMERICAN + 


PITTSBURGH SUN-TELEGRAPH 
SEATTLE POST-INTELLIGENCER + 


For complete details phone, write or wire 


ET say 
—_—__ 


. How 


bes Winter Horizons 


. . Annual Winter Number 
. . . «Mid-Winter Number 


N + LOS ANGELES EXAMINER 
BOSTON ADVERTISER 
SAN FRANCISCO EXAMINER 


ALBANY TIMES-UNION 


Advertising Service 


Travel and Resort Department 
959 Eighth Avenue, New York 19, N. Y. 


S es? r ' ss = 
MN He SS FLUE as ' es o pots: 8) gi) ae cena ieee ig a 
3 “: ee ‘ 
oF es - 
i s < 
ee om 
Ie . Pi 
oy POINT- | i 
ss NT-OF-SALE | | oe 
oe SIG i “TM ot 
ae | | ee 
vA AND Disp, Fi es 
= } 7 | Fig! oe 
ef i.  — FLAYS ii | : 
uta DISPLAY-CO.| am 53 
te products from coast to coast. te 
“8 aes 
my 4 EOE TE et 
fal i ee 
es Spier 
x se 
of: fot 
+2 as \ : se 
2h ef 
.~ ial ™ ey. 
a b ss 
yg % ines 
a } igen 
. a 3 

oe os 
. we 4 A 
\ [7 oe 
( g a 
pot aes 
oe ' Bs 
ae) ei 
ce ; os “ 
a 
ye ” — 16 Ty “AY 
> Se “ I] in 
ae IP ee 
ae afi! 7 aaa 
ae >» \ Lax ae 
a : JS & B //) i 
a “er Yl (RY) a 
% aL ; a Be sat ‘ paises (Sk sey 3 as 
‘ a + : > \{~— § = 
a aoe: 
ye ioe 
3 Jae 
a | Be 
+" 2 a 
ie ee 
AT tag ue 
id pe A 
cae at 
i ue 
oh a ¢ ban 
ota e 
- : a 4 | 4 
ie | “ 
Po ae 
<2 ae 
ay iS 
Baus | cs 

ed | aa 
mis < 
gat oe 

i Po feet 
< | ‘ 
= 0 SES on, Inc La errr eS Po $5 
a4 _—<—_ a 
Pe | a3 
Tie. ee aS 
ape? | P| ae 
Sy ny | a 
Ce a 
ie a va 
ne an 
Ae So a ‘ es é x . Ba “ Rae ; 7 < de 20 “ =e ‘ < ¢ ee Sa ee 
pees Bee tk tte 5 oF. eee Mlle i SI ok aa er Se ess oe ee, Ge ee ee ee Hee ee eo ile ae 2am 


Advertising Age, October 6, 1952 


New Bell & Howell 
Movie Projector to 
Bow in Fall Drive 


Cuicaco, Oct. 1—Bell & Howell 
Co. will run an extensive ad cam- 
paign this fall to introduce an 


Hi-Lustre Appoints Fritz 
Hi-Lustre Co., Los Angeles man- 
ufacturer of Glax, a wax automo- 
bile polish, has named Jimmy Fritz 
& Associates, Hollywood, to direct 
its advertising. A campaign to run 
primarily in secondary markets is 
planned. In a San Diego test, ra- 
dio spots with a singing commer- 
cial will be used on a saturation 


Corp., Chicago. He has been as- 
sistant sales manager of Fresh’nd- 


Aire 


Ce. 


a 


product 


Cory. In his new post he will City, Oklahoma City, Dallas, 
supervise and coordinate national Houston, Memphis and New Or- 
sales activity in St. Louis, Kansas: leans 


division of 


8mm movie projector designed for pagis, 
the low-price market. 

Carl Schreyer, v.p. in charge of Ng@chod Gets Copy Post 
merchandising, said the projector , a 

; : Lewis P. Nachod, formerly copy 

—Model 221—will retail for $99.95. chief of the public relations noe 
It is being introduced to the trade publicity department of Gray & 
this month via spreads in Photo Rogers, Philadelphia, has been ap- 
Dealer, Photographic Trade News, pointed copy chief of Hening & 
and Photo Developments. Co., Philadelphia. 

This will be followed by spreads | 
in the October and December issues| Lum Appointed Astral S. M. 
George E. T. Lum, formerly 
eastern manager for Ekco Products 
Co., Chicago, has been named sales 
manager of Astral Industries Inc., 
Rockleigh, N. J., maker of portable 
refrigerators. 


Cory Corp. Boosts Gutgsell 
E. W. Gutgsell has been pro- 
| moted to sales manager of the 


the magazine of APPLIANCE AND 
METAL PRODUCTS MANUFACTURING 
.. from raw metal to finished product . . 


® WRITE FOR MORE 
OF THE STORY 


Gen CRase 


PUBLICATIONS go 
360 NORTH MICHIGAN AVENUE . . CHICAGO 1, ILLINOIS Cua a 


2 Set oe ee 


Se ae TS te 


| southwestern division of Cory 


of Home Movies and Movie Mak- 
ers, plus cover pages in the Novem- 
ber issues of both magazines. 


® Page ads—timed for the Christ- 
mas buying season—will run in| 
December issues of Holiday, Na- 
tional Geographic. Newsweek, The | 


Saturday Evening Post and Time. 

These will be supported locally | 
by a schedule of 330-line and 170- | 
line ads in 138 daily newspapers in 
109 cities. McCann-Erickson is the 
Bell & Howell agency. 


Margaret Ostrom, director of ad- 
V Ol , IEN eee 


vertising, said copy will hit three) 
themes: The low price, the fine! 
operating quality and new stream- 
lined design of the new projector. 

Photographic dealers are being. 
offered ad mats, color window dis- 
plays and counter cards, Christmas | 
folders and stuffers. 

Bell & Howell also will publicize 
the 221 projector through stories | 
in Panorama, the company’s quar- 
terly movie-making magazine, The 
Dealer Bulletin and Sales Slants 
—the company’s two dealer publi- | 
cations. 


than any other 
| selling medium 


Sherman & Marquette Adds 5| 


Sherman & Marquette has made 
the following appointments to its) 
staff: Richard J. Keegan, formerly | 
with Vick Chemical Co., account | 
executive; Chet Kulesza, previ- 
ously head of the TV commercial 
department of Ellington & Co., in 
charge of TV film commercials; | 
James S. Campbell, formerly with | 
Kenyon & Eckhardt, TV copy) 
supervisor; Harry Wholley, pre- | 
viously with Kenyon & Eckhardt | 
and Lever Bros. Co., to the mer- 
chandising department, and Janet 
A. Gilbert, formerly with Harold | 
Cabot & Co., media buyer. | 


Develops New Sign Lettering 

Cockade Ltd., South Kensington, 
England, has perfected a new ad- 
hesive lettering which, according 
to the company, is indistinguish- 
able from hand lettering at a rea- 
sonable distance. Cut from special 
paper, the letters are coated with 
adhesive, protected by transparent 
paper. When the backing is re- 
moved, the letters may be pressed 
to any flat clean surface. Six de- 
signs, ranging in size from 1%” to 
9”, are available. 


WSGN Appoints Furr 


Ray Furr, formerly manager of 
WIST, Charlotte, N. C., has been 
named manager of operations for 
WSGN, Birmingham. In addition, 
he will be moderator for the “De- 
mocracy at Work” show, sponsored | 
by the Birmingham News. 


in the 
Oregon Market! 


Spark the buying appetites of 


223,688 Daily 


(> 
ol 


Oregon women and their families with 


PORTLAND, OREGON 
of the West 


LARGEST CIRCULATION IN THE PACIFIC NORTHWEST 
285,112 Sunday 


lly by MOLONEY, REGAN & SCHMITT, Inc. 


peer ees 


Che Bregonan 


a eeeentell 


The Oregonian 
leads in advertising 
Grocery Stores 
-..with 277 stores 
against the second 

Ph paper's 229 
.-..@ 21% lead! 


Ea 


the Oregonian © 
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New York and Chicago Agencies Operate on 


Opposing Ad Principles, Burnett V.P. Says 


(Continued from Page 1) 
daring, less of a driver, sophisti- 
cated and skeptical of new and 
revolutionary ideas. He is not a 
man who expects miracles from 
advertising. He is exposed to much 
talk about advertising and is cur- 
rent on new advertising ideas. He 
has listened to too many ideas 


Counting sheep» 
099000 may put you to sleep 


hut net when you think of the terrible 

things that might happen to your ad. 

prone MOeet Creatiy eliminate this uncertainty by 
4-6134 having Walk set your next ad today 


JAY PW, eeeeeeeseseeeeeseseee 


ADVERTISING TYPOGRAPHER 


11 E. Hubbard ** . Ghicage 11, i. 


about advertising to have 
fixed cnes.” 

The midwestern manufacturer 
according to Mr. Tyler, “is another 
bird—often located in a small or 
medium-size town. He is apt to 
share the feeling of the town that 
the sun rises and sets on his plant. 
It almost follows he has an exag- 
gerated idea of the importance of 
his product in the scheme of things 


many 


8 “Consequently he always is look- 
ing for advertising that will ex- 
press the deep, honest, if unwar- 
ranted convictions he has about 
his product. He is a driver and be- 
lieves that advertising should drive 


It's A Bright Daytime Picture! 


WOOD! 


It’s a sunny picture for WOOD-TV in the prosper- 
ous Grand Rapids, Muskegon, Kalamazoo and Battle 
Creek market. Pulse proves that WOOD-TV has a 
terrific share of the listeners from sign-on to 6 p.m. 
If you want selling power in the great Western 
Michigan market, consider WOOD-TV in the light 


of these statistics: 
PULSE STUDY* 


GRAND RAPIDS, MUSKEGON, KALAMAZOO, BATTLE CREEK AREA 


Share of Audience, Average 


MONDAY — FRIDAY 
10 


Ve Hour Homes Using TV 


AM —12N 12 N—6 PM 
WwoOoD.Tv 90% 60% 
STATION 8 10 38 
STATION C _— 2 
SATURDAY 
woood.Tv 85 63 
STATION 8 5 34 
STATION C _ 3 
SUNDAY 
woood.Tv _ 63 
STATION B — 35 
STATION C _ 2 
*February, 1952 


Pick a bright spot in Western Michigan 
advertising from this folder of complete 
details on all live shows currently available 
on WOOD-TV .. 
with live fac 
shows. Write, 
WOOD-TV direct or nearest Katz office. 


_» +. the area’s only station 
ilities and locally produced 
wire, call or send a pigeon; 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 
NBC — Basic; CBS, ABC, DOuMONT — Supplementary 
National Representatives: Katz Agency 


Associated with 
WFBM-AM and WFBM.TVY — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, Ind. 


people toward his product.” 

Equally important in explaining 
the difference between eastern and 
western advertising is the differ- 
ence in agency personnel, Mr. Ty- 
ler told the adclub 

“New York is the mecca for the 
bright young people, the artists, 
the wits, the aesthetes. Chicago 
nurtures and attracts a more solid, 
substantial individual who is will- 
ing to work harder, longer and 
more patiently to get where he 
wants to go—and has the good 
Midwest brawn, common sense and 
staying power to get there 

“New York has the advantage 
of an intramural exchange of bril- 
liant and original minds. Chicago 
benefits from the fact it can place 
its ear close to the heartbeat of 
America without having the sound 
drowned out by the transitory 
charm of its own conversation,” 
Mr. Tyler explained. } 

“New York has developed better | 
advertising specialists; Chicago has 
developed more well-rounded ad- 
men.” 


s Commenting on recent attacks 
on advertising cliches which have 
become meaningless to the reading 
public, the Burnett executive de- 
clared: 

“All of us would like to see the 
cliches thrown right out the win- 
dow 

“This curious patois of ours, 
sired by enthusiasm out of terse-. 
ness, seems to have the same ef- 
fect on people as DDT had on flies. 
Immensely successful at first, hu- 
man beings have developed a tol- 
erance of our poison. It has lost 
its challenge and has become en- 
tirely expected. And being ex- 
pected, it is ignored. 

“What advertising copy needs, 
I believe, is a return to simple 
language that says what we have 
to say without any apparent writ- 
ing tricks—language that states 
our proposition in a_ believable 
manner, without overstating and 
without striking any  oratorical 
pose. | 

“What is needed today for an} 
enlightened audience which is on| 
to all your tricks is copy which 
sounds as though the manufacturer 
himself, not a paid writer, is tell- 
ing the reader about his product.” 


‘Today’ Paying Off 
for NBC-TV; 10 New 
Sponsors Sign Up 


New York, Oct. 3—National 
Broadcasting Co.’s expensive gam- | 
ble on early morning television is 
beginning to pay off. 

“Today,” the two-hour morning 
session with Dave Garroway and| 
innumerable assistants, has passed | 
the break-even mark and is on its 
way toward making money for the 
network. 

Within the past two weeks, 10 
advertisers have bought segments | 
on the telecast. The new sponsors 
division, Chrysler 


are Plymouth 
Corp. (N. W. Ayer & Son); Pola- 
roid Corp. (Batten, Barton, Dur- 


stine & Osborn); DeSoto division, 
Chrysler Corp. (BBDO); Beacon 
Wax Co. (Allied Advertising); In- 
ternational Cellucotton Products 
Co. (Foote, Cone & Belding); See- 
man Bros. (William H. Weintraub 
& Co.); Noma Electric Corp. (Al- 
bert Frank-Guenther Law); West 
Coast Lumberman’s Assn. (Mac 
Wilkins, Cole & Weber); Interna- 
tional Silver Co. (Fuller & Smith 
& Ross) and Pharma-Craft Corp. 
(Ruthrauff & Ryan). 

These buys range from three to 
21 time participations. NBC is sell- 
ing this program on a completely 
flexible basis, with an advertiser 
free to choose from one time buy 
on up. 

As a result, the sales picture on 
the 7 to 9 a.m. EST and CST show 
varies sharply from week to week. 
At the moment, however, the time 
is about 45% sold. Thirty-two sta- 

| tions air “Today.” | 
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FIRST SIGNED CONTRACT—R. G. Partridge (light suit), director of advertising and 

sales promotion for the United Fruit Co., turns over first advertising contract garnered 

by Today's Family to John F. Noone (left), advertising director of the new home 

service magazine. At right is Fred Barrett, v.p. and media director of Batten, 

Barton, Durstine & Osborn, the agency for United. Second from left is Stanley 
K. Turner, advertising repr tative for the magazi 


Presenting the WOOD BUNDLE! 


IF YOU SELL THROUGH A&P IN WESTERN 
MICHIGAN ... the WOOD BUNDLE is for you! 
It’s your big chance to tie your radio advertising 
directly to exclusive point-of-sale displays in 29 
A&P stores. Here’s how it works: 


1, You buy 13 consecutive weeks of spots or programs 
(time costs not less than $100.00 per week) on 
WOOD, the oldest and most powerful station in the 
dominant Western Michigan market. 


2. During the 13 week period your product gets one 
full week of exclusive “end” or “dump” display in 
each of 29 A&P stores, with highest volume of any 
other food store chain in the Grand Rapids market. 
No competing product will be given prominence 
during the featured week. 


THAT’S THE WOOD BUNDLE .. . a hard-hitting 
promotion plan that has proved highly successful... 
a merchandising technique to introduce faster sell- 
ing. Like to tie up a neat package? This is for you! 


SEND TODAY for WOOD 
BUNDLE folder stating guar- 
antees and full details. Better 
yet, wire or call . wooD 
direct or nearest Katz office. 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 
NBC — 5,000 Watts 
Associated with 
WFBM-AM and WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, Ind. 
National Representatives: Katz Agency 
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Coming 
Conventions 


*Indicates first listing in this column. 
Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 


ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty National 
Assn., annual convention and specialty 
fair, Palmer House, Chicago. 

*Oct. 8. Nationa) Consumer Finance 
Assn., “Advertising "Round Table,” Chal- 
fonte-Haddon Hall, Atlantic City, N. J 


Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C. 

Cet. 9. Magazine Publishers Assn., one- 
day meeting, Westchester Country Club, 
Rye, N. Y 

Oct 10-11 Oregon 
lishers Assn. Admanagers, fall meeting, 
Heathman Hotel, Portland, Ore 

Oct. 10-12. Midwest Intercity Conference 
of Women's Advertising Clubs, Morton 
House, Grand Rapids, Mich. 

Oct. 12-15. Pacific Council, 
Assn. of Advertising Agencies, 
convention, Arrowhead Springs 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of America, 
66th annual convention, Chase Hotel, St. 
Louis 

Oct. 16-19. Continental Advertising 
Agency Network, convention, Los Angeles. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Advertising Federation of 
America, District 5, Ft. Hayes Hotel, Col- 
umbus, O 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago -¢.thletic Club 
Chicago 

Oct. 20-21. Boston Conference on Distri- 


Newspaper Pub- 


annual 
Hotel, 


bution, Hotel Statler, Boston. 
Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 


nado, Coronado, Cal. 

Oct. 23-24. Audit Bureau of Circulations, 
38th annual meeting, Drake Hotel, 
Chicago 

Oct. 25-29. Screen Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotel Sherman, Chi- 
cago. 

*Oct. 26-28. Advertising Managers Bu- 


reau of New York State Dailies, fall meet- 
ing, Hotel Utica, Utica, N. Y. 

Nov. 5-8 National Assn. of Photo- 
Lithographers, 20th annual convention and 
exposition, Hotel New Yorker, New York 

Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting, 
Deshler-Wallick Hotel, Columbus, O. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va. 

Dec. 7-11. 
of America, 55th annual convention, 
rad Hilton Hotel, Chicago. 

Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 

Feb. 5, 1953. Associated Business 
lications, annual Midwest clinics, 
Hotel, Chicago 

Feb. 9-11, 1953. American Management 
Assn., marketing conference, Hotel Stat- 
ler, New York 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roose- 
velt Hotel, New York. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 


Outdoor Advertising Assn. 
Con- 


Pub- 
Drake 


American | 


R. C. Smith Gets Two Accounts 


R. C. Smith & Son, Toronto, has 
been appointed to direct adver- 
tising for Clapperton & Son Ltd., 
Toronto manufacturer of crystal 
ware. Ads will be prepared in both 
French and English. The agency 
also will handle advertising and 
promotion for the Brunner Corp., 
Toronto manufacturer of refriger- 
ation and air conditioning units. 


C&W Gets Cuban Account 


Asociacion de Colonos de Cuba 
has named Cunningham & Walsh, 
New York, gto handle advertising 
and public relations. The group’s 
forthcoming campaigns will be 
directed at promoting the use of 
cane sugar in the U. S. 


| Haliburton Named Toronto Rep. 

George N. Haliburton has been 
|} appointed sales representative in 
the Toronto area for Gorrie Adver- 
tising Service. Mr. Haliburton for- 
|merly was advertising manager of 
the Imperial Varnish & Color Co., 
Toronto. 


Kk get veal BLANKET COVERAGE 
of GREEN Bay, Toe. 


Saturate Wisconsin’s 3rd largest market through the GREEN BAY 
PRESS-GAZETTE — make sure YOUR selling message goes 
to 99% of City Zone families, 95% of those in the Metropolitan 
Area. With the combined Retail Trading Zone population of 
over 167,000 accounting for nearly 265 MILLION DOLLARS in 
ennual wholesale-retail sales, why not cash in on the PRESS- 
GAZETTE’S home-by-home penetration! 
Excellent, low-cost distribution facilities and thorough media co- 
ent in this ener) Prosperous Metropolitan Market adds 
— YOUR PRODUCT and the 


GREEN. BAY PRESS-GAZETTE! 


Get the facts TODAY from P. A. McClosky, Manager, General Advertising, 


GREEN BAY Wis) PRESS-GAZETTE 


‘TV-Radio Life’ Starts 
Merchandise Package Plan 

TV-Radio Life, Los Angeles, is 
starting a “Home Life Section,” 
devoted to food and household ma- 
terial, and used as a backdrop for 
food tie-in advertising. The new 
section is part of a merchandising | 
package which is based on a mini-| 
mum amount of editorial product 
promotion and showings of an ad-| 
vertiser’s message on the maga- 
zine’s permanent racks in 1,400 
markets in the area. The section 
will be built around TV and radio 
home economists and personalities. 
In all cases where the product does 
not compete with that of a sponsor, 
the personality will be shown us- 
ing the advertiser’s product. This 
will be extended to material used 
in regular sections. 

A minimum $600 package covers 
three pages, one full week’s show- 
ing on the market racks and a 
guaranteed minimum of 4” of edi- 
torial product promotion. Editorial 
promotion is increased with the 
size of package purchases. 


Miss Schaefer Joins Marcus 
Nikki Schaefer, formerly con- 
tinuity writer for WICU-TV, Erie, 
Pa., has joined the television de- 
partment of Marcus Advertising, 
Cleveland. 


tance of selecting the proper letterhead to represent them. That's why thousands of 
progressive firms choose Cockletone Bond. Executives prefer its sturdy feel . . . its lively 
crackle . . . 


as your business representative ? 


” 
PRrinvers /, 


+4 


remo 


The moderate cost of Cockletone Bond will surprise you. Why not investigate 
the advantages of appointing this outstanding letterhead paper 


Name 


ANY \ N\ A 


y; terhead paper youll , bad 1 wn offices uhere ante count 


Men who contribute to our way of doing things. present and future, know the impor- 


the rich shade of pure white. 


You can obtain business printing on H: 
on o printer's window. Let the Guild sign be your guide to printing satisfaction. 

SEND THIS COUPON for the FREE Cockletone Bond Portfolio. lt & 
contains a wide assortment of « 


You'll find it helpful in improving or redesigning your present 


letterhead. We will also include a sample book of Cockletone Bond. 


Hammermill Paper Company, 1459 East Lake Road, Erie 6, Penneylvani " 
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cood, modern letterhead designs. 
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(Please write on, of attach to, your business letterhead. ) aa 10-6 
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Swank Plans Yule Promotion 

Swank Ine., Attleboro, Mass., 
maker of men’s jewelry, belts, 
wallets and leather novelties, will 
spark the “biggest Christmas gift 
promotion program in its history” 
with full-color spreads in Life and 
The Saturday Evening Post. Kud- 
ner Agency, New York, handles 
the account 


St. John Promotes Fox 

Robert W. Fox, sales representa- 
tive, has been named sales man- 
ager of St. John Associates, New 
York direct mail advertising serv- 
ice. He succeeds M. Frances Hild- 
reth, who also is v.p. and treasurer 
of the company. Miss Hildreth will 
give her time now to administra- 
tive matters 
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REFRIGERATION —AIR CONDITIONING 


~~ 

neu Spaper 

the most important publication 
in its field 


Year after year AIR CONDITIONING & 
REFRIGERATION NEWS publishes more news 
editorial content than the 
publications in the refrigeration and air con- 
ditioning field all put together. 

Year after year it has carried more ad- 
vertising linage than the other three publica- 


It’s the industry's most important publica- 


It is read every week by manufacturers, 
distributors, dealers, contracting and service 
organizations from coast to coast. 


AIR CONDITIONING AND 


REFRIGERATION o 


The Newspaper of the Industry 
450 W. Fort Street, Detroit 26, Michigan 
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since 
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GIANT REVOLVING SIGN—Sterling Motors, Los Angeles, has 
erected this revolving neon sign ot its plant at the intersection of 
three major highways in the city. The sign cabinet is 9 high, 30° 
long, 3’ deep and weighs 2.200 pounds. Balanced on a single 


Electro Power Drive. 
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standard, it turns around twice o minute. All electrical equipment 
and the unique rotating mechonism are contained within the 
sign cabinet. The power is provided by oa Sterling Slo-Speed 


Plastic Autos, New Merchandising Plan 
Announced by Kaiser; Frazer Inactive 


Detroit, Sept. 30—The indus- 


|try’s first plastic sports car is in 


the works of Kaiser-Frazer Corp. 
Within the next nine months the 
company will place 1,000 of the 
units in the hands of dealers to test 


|/market demand. 


Edgar F. Kaiser, president of the 
seven-year-old automobile com- 
pany, disclosed plans for the 
plastic three-seater car at the in- 
troduction of 1953 models. He also 
told how the company has a new 
merchandising policy and one less 
key executive. 


He said the car will be in the’ 


Henry J six-cylinder line and will 
have a cloth top. While declining 
to place a definite price tag, Mr 
Kaiser said the car, to be designed 
by Howard Darrin, would be in 
the $2,000 class 


® He also disclosed that the com- 
pany has returned to a profitable 


The Nebraska State Fair — Nebraska's biggest show 
biggest show and is this month's achievement story 


is KFAB’s 
Thousands of 


KFAB fans from the farm, from the small towns and the cities of the 


Midwest Empire meet at the Fair every year 
crops, their stock and their handiwork 


ther 


things in machinery, tools and conservation 
see the big KFAB shows which originate at the Fair 


men 


this year 


exposition results in daily achiewements for the advertiser 
today 
eral Manager Harry Burke 
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man or Ge 


They come to exhibit 
They come to see new 
and they come to 


Over 100,000 


women and children watched and took part in KFAB shows 
KFABs yearly achievement at Nebraska's big agricultural 
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basis after a $6,000,000 loss in the 
first six months of the year, and 
that the company’s financial posi- 
tion is better now than at any 
time in its history. 

He reasoned that with 700,000 
K-F cars on the highways the serv- 
ice and parts business alone will 
assure a profitable operation. 

The 1953 models of the Kaiser, 
All-State and Henry J models 
have not changed functionally, but 
have new interior and front-end 
treatment. The new models are al- 
ready being shipped to the com- 
pany’s 2,400 dealers for public 
showing late in October. Present 
production is 350 daily, including 
all three models. 


@ As the 1953 models were pre 
viewed for the press, Mr. Kaiser 
announced a radical change in 
merchandising policy for the com- 
pany. Emphasis is being shifted 
from wholesale to retail. 

“From now on, we will go on a 
built-to-order basis,” said Mr. 
Kaiser. “That means we will build 
cars only after they have been or- 
dered by the dealers.” 

He explained that in the past 
the company attempted to antici- 
pate market demands and pro- 
duced cars toward that end. He ad- 
mitted this resulted in uneven in- 
ventories, frequently on an unprof- 
itable basis. 

Mr. Kaiser said that the com- 
pany’s arrangement with Sears, 
Roebuck & Co. has worked out 
well and will be continued with 
Sears retailing Allstate models in 
23 stores in 19 cities 

K-F’s president also took occa- 


sion to say that Joseph Frazer, who 
formed the company with Henry 
J. Kaiser, is no longer active in the 
company’s operations, although he 
still holds the title of vice-chair- 
man of the board. Mr. Kaiser said 
there are no present plans for drop- 
ping Mr. Frazer’s name from the 
company name, although such a 
move may come in the future. 

In shifting emphasis to a retail 
basis, K-F has placed sales training 
crews in the field to prepare the 
dealers for what Mr. Kaiser said 
will be an early return to a highly 
competitive market. He predicted 
that auto salesmen will return to 
the “insurance and vacuum clean- 
er” type of push within the next 
few months, or as soon as U. S. 
controls are dropped. 


President of Sun Drug Co. 
Named Head of Chain Group 

William J. Hug, president of Sun 
Drug Co., Pittsburgh, has been 
elected president of Associated 
Chain Drug Stores, New York buy- 
ing group composed of 25 large 
chain drug store companies with a 
total of more than 2,000 drug 
stores throughout the U. S. 

Other officers elected at the an- 
nual meeting included A. R. Hoff- 
man as v.p. and E. D. McDaniel 
as executive secretary. Mr. Hoff- 
man is v.p. of Kinsel Drug Co., 
Detroit, and Mr. McDaniel is gen- 
eral manager of H. S. Benedict Co., 
buying affiliate of Associated 
Chain Drug Stores. 
‘Lifetime Living’ Ups 
Circulation, Rates 

Lifetime Living, New York, 
which was launched in June, will 
raise its circulation guarantee 50%, 
from 100,000 to 150,000, effective 
with the January issue. 

At the same time, the b&w page 
rate will be increased from $800 to 
$1,150 


NATIONAL REPRESENTATIVE: 
GEO. P. HOLLINGBERRY CO. 


ABC AFFILIATE 5000 WATTS - 980 KC < WSIX 


* 53 BMB Counties in Middle 
Tennessee and Southern Ken 
tucky can be COVERED by WSIX 
ALONE! Sell this Rich, Productive 
Market .. . 
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Network Gross Time Charges 


Source: Publishers 


Information Bureau 


NETWORK RADIO 


dan. -Aug dan. -Aug. 
Aug. 1952 Aug 1951 195z 1951 

American Broadcasting Co $ 2.281.852 $ 2.210.352 $ 23,768,234 § 21,863,182 
Co!'umbia Broadcasting System 3.991.490 4,440,261 36,886,518 47,987,561 
Mutual Broadcasting System 1,325,059 1,329,375 12,927,015 11,537,124 
National Broadcasting Co. 3,338,843 3,808,906 30,400,973 37,537,629 & 

Total $10.937.244 $11,788.89  $103.982,.740  $118,925,496 Bam 

NETWORK TELEVISION 

American Broadcasting Co. $ 1,166.169 $1,444,593 $ 12,827,324 $11,174,614 
Columbia Broadcasting System 5. a 929 3.734.551 41.720.268 24,238,538 
DuMont Television Network 5.780 763,071 5,988.66 4.468.996 
National Broadcasting Co. 5. cs, 643 3.359.856 51.131.144 33,577,340 

Total $12,736,521  $ 9.302.071  $111,667,702  $73,459.488 

NETWORK RADIO TOTALS BY MONTHS 
ABC cBs MBS NBC Total 

January $ 3.301.479 $ 5.161.397 $1,699,282 § 4.357.353 § 14,519,511 
February 3.177.970 4,788,507 1,600, 39 13,560.894 
March 3,355,715 5.154.077 1,826,527 4,184,074 14,520,393 
April 3,244,146 4,943 400 1.681,924 4.078.593 13,948.063 
May 3,323,092 4,963,794 1,821,571 3,861,882 13,970,399 
June 3,001,314 4,629,254* 1.632.977 3.708.014 12.971,559° 
July 2.082.666 3,254,599 1,339.276 2.878.196 pest 
August 2.281.852 3,991,490 1.325.059 3,338,843 937, 

Total $23,768.234 $36,886,518 $12,927,015 $30.400.973 $103,982,740 lst ‘Joshua’ Awards 

NETWORK TELEVISION TOTALS TO DATE Are Gi for Best 
ABC BS DuMont NBC Total re iven or es 

January $ 2.020.461 $ 5.074.643 $ 717,148 $7,259,307 § 15.071.599 M h B k D Ss 
February 2.148.467 5,103,043 748,544 6,813,549 14,813, 
March 2.065.052 5.643.123 760,593 7.320.958 15,700,136 atc oO esigns 
April 1.699.760 5.641.831 738,926 6,946.7 .027, li 
May 1504.04 5.602.634 775,063 6,822,982 14.704:722 | New York, Sept. National 
June 1,279,985 5 385.820 749,497 ny oa a a, Lead Co., Life and Allen B. Du- 
July 943 387 4,163,245 653,415 4,555,020* ,067* “i . “a a 
August 1.166.169 5.105.929 845,71 5.618.643 12.736.521" | Mont Laboratories won first, sec 

Total $12.827,324 $41,720.268 $5,988,966  $51,131.144  $111,667,702* | ond and third prizes, respectively, 


Revised as of August 26. 1952 


NOTE: Cumulative totals for all networks except Mutual do not include July national political con 


vention coverage, sponsored on radio and TV by 
Westinghouse Electric Corp. (CBS and DuMont) 


Admiral Corp. (ABC), Philco Cerp. (NBC) and 


Perfects New Display Fixture 


Ultra-Violet Products Inc., South 
Pasadena, has perfected a new 
high-intensity weather-proof black 
light fixture for outdoor adver- 
tising displays. Through the use of 
three new self-filtering ultra-vio- 
let tubes and a special spectral- 
finish aluminum reflector, the in- 
tensity of the black-ray unit is 
more than double that of the con- 
ventional units, according to the 
manufacturer. 


GE Names Two Sales Heads 

General Electric Co., Louisville, 
has appointed Charles J. Enderle 
manager of sales education pro- 
grams and materials and Earl H. 
Norling manager of retail sales 
education. 


$20,000 WORTH 
of art and layout 
material for only 


till, $180! 


CLIPPER 
Multi-Ad Services, Inc. 


Chicago Group Names Heads; 


Seeks to Promote Radio, TV 


Chicago Unlimited, dedicated to 
promoting Chicago interests in the 
radio, television, film and related 
fields, has elected Robert Hurleigh, 
news director for WGN, chairman 
of the new board of directors. 


Other officers named were S. C.! 


Quinlan, assistant general manager 
of WBKB, vice chairman; John 
Weigel, announcer, secretary, and 
James E. Jewell, package producer, 
treasurer. 

After obtaining an Illinois state 
charter as a non-profit organiza- 
tion, the group will name an ex- 
ecutive director and launch an in- 
tensive fund raising campaign. 


Studies Selling of TV Sets 

A committee has been formed in 
Portland, Ore., to prepare an oper- 
ating program and standards for 
the advertising, selling and servic- 
ing of television sets. The commit- 
tee, appointed by a group repre- 
senting the TV industry, distribu- 
tors and dealers, the Portland Bet- 
ter Business Bureau, press, radio 
and advertising media, consists of 
C. E. Peterson, Harper-McGee Inc.; 


in the first annual “Joshua” awards 
for distinguished use of book match 
advertising. 

Forty additional advertisers in 
as many classifications of products 


or services were also selected for | 
awards from among 1,989 entries. | 
The awards were initiated by the) 


match industry in recognition of 
the growing use of the medium by 
industrial and commercial adver- 
tisers, and to help establish stand- 
ards in the effective use of match 
books as a promotional tool. Win- 
ners were chosen by a panel of ten 
judges prominent in the advertis- 
ing field. 


s Public service entries which won 
certificate awards included the 
Advertising Council's “get out the 
vote” match book, a fire preven- 
tion promotion issued by the Wis- 
consin Conservation Department 
and a match book put out by the 
Ontario Department of Travel & 
Publicity. 

First place went to the titanium 
division of National Lead Co. for 
a series of six match book designs 
created to teach plant-safety prac- 
tices to employes. 

American Match Industry named 


Hayden Publishing 
Formed to Publish 


‘Electronic Design’ 


New York, Sept. 30—Hayden 
Publishing Corp. has been organ- 
ized by T. Richard Cascoigne, for- 
merly district manager of Sutton 
Publishing Co., and James S. Mul- 
holland, formerly district manager 
of Reinhold Publishing Corp. Of- 
fices have been opened at 127 E. 
55th St., New York 22. 

They will publish Electronic De- 
sign, a monthly controlled circula- 
tion magazine, in November with 
a December dateline. It will be 
11%x11%”", will have a circulation 
of 20,000, and a onetime, b&w base 
rate of $395 a page. 

Messrs. Cascoigne and Mulhol- 
land will be co-publishers. Edward 
E. Grazda, an electronics engineer 
and editor of Electrical Equip- 
ment, a Sutton Publishing Co. pub- 
lication, will become editor of the 
new monthly. 

It is expected that Electronic De- 
sign, which will go only to de- 
signers, will become a member of 
Controlled Circulations Audit and 
that it will apply for membership 
in National Business Publications, 
AA was told. 


New Electronic Magazine 
To Be Published by Sutton 


Sutton Publishing Co. New 
York, will publish the first issue 
of its new Electronic Equipment 
early in 1953, according to an an- 
nouncement by Glenn Sutton, 
president. A new product publica- 
tion, the magazine will have a tab- 
loid format and will go to major 
buying factors in the fields of radio 
and television communication, 
electronic equipment manufacture 
and industrial plants using elec- 
tronic equipment. 

In 1945, the company, publisher 
of Contractors’ Electrical Equip- 


ment, Electrical Equipment, and 
Metal-Working, copyrighted the 
name “Electronic Equipment” and 


began covering the electronic field 
more thoroughly in 
Equipment. The growth of the 
electronic industry caused the de- 
cision to bring out the new publi- 
cation. 


Struthers Named Adclub Head 

Harvey J. Struthers, general 
manager of WEEI, Boston, has 
been elected director of the Ad- 
vertising Club of Boston. Mr 


7 . the awards after Joshua Pusey, ¢ : 

. Lou Johnson, Lou Johnson & Co., ¢ -* Struthers will complete the term 

105 Walnut, Peoria, Ill. and R. G. Masters, an appliance Patent attorney in Philadelphia 6¢ william B. McGrath, managing 

THE CREATIVE ART SERVICE | wholesaler. A series of educational Who conceived the idea of book director of WHDH, who has re- 

ads is under consideration. matches 60 years ago. signed. 
x 
e an 
+ Central Ohio listeners don’t turn off their buying power when 


Memory o5 
lingers on... 


“ 
oy 


Wi 


$a 


after WBNS 


ys 


they turn off their radios. They associate their 


favorite WBNS personalities and programs 


Goodnight 


PLUS WELD~Ry 


CENTRAL OWI0’S ONLY 


with sponsors’ products. Why not share in the 
affections of WBNS listeners? 


ASK JOHN BLAIR 


Powter 
WENS — 5,000 
WELD-FM—53,000 
COLUMBUS, OHIO 
CBS 
RADIO 


OUTLET 


Electrical | 


win 


more business prospects with a 


weekly that’s got 
more get up and go than a room- 
ful of rockets.. 
medium that 
from news... 
standable news, superbly edited 


newsreview 


.an advertising 
gets its punch 
readable, under- 
by a special staff of editors and 
writers...authentic, important 
news culled from the four cor- 
ners of the world by The New 
York Times... printed late Sat- 
urday, delivered to more than a 


million influential and substan 
tial readers early every Sunday 
REVIEW OF THE WEEK. 


. the 


place 


your advertising in a medium 
directed to America's 650 rich- 
est, busiest counties, accounting 
for 93¢¢ of all manufacturing 

. let it sell in a lucrative maf®- 


ket filled with the executivés 
most businessmen want to woo 
with their advertising... m@n 


who live and work where 94@ 
of The Times 1,100,000 circul@ 
tion is delivered... readers of 
the REVIEW OF THE WEEK. 


and show. 


a healthy, attractive sales figure 
at the end of each quarter .. 
traceable to one of the most ver 
satile of talking to 
business today... selling prod 
uct or pubiic the 
lowest per thousand for 
reaching business executives... 
telling your with the 
impact of a sledge hammer, th 
sharpness of a surgical scalpe! 

. the REVIEW OF THE WEEK, 
published every Sunday in The 
New York Times. 


mediums 


relations at 
cost 


story 


Che New York Times 
REVIEW OF THE WEEK 
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TODAY, THERE IS A BETTER WAY... 


Just as the stereopticon and kaleidoscope have become relies of the past, many of yesterday's space buying methods have been 


replaced by more scientific media selection. 


Today's advertising budget produces greater results when you use your Sunday Punch on the most profitable markets. 


The families of 7 states in the primary FIRST 3 Markets area account for 31°) of total U.S. retail sales. FIRST 3 Markets Group 


reaches 17°, of all these families. 
There is a better way to sell your product... use 


The group with the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sand i irer 


Rotogravure « Colorgravure 


Picture Sections « Magazine Sections 


New York, 1 N.Y. News Building, 220 East 42nd Street, Vanderbilt 6-1894 « Chicago 11, Tl... Tribune Tower, SU perior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-796 ¢ Las ingeles 17, Calif., 1127 Wilshire Boulevard, Michigan 0259 
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Advertising Age 


Feature Section 


Soap Purchases Studied 


Is All-Cap Type Harder to Read? 


Film on Voting Packs a Punch 


Lasker Talks About Art 


The Eye and Ear Department... 


Glad to See You Back 


“Your Show of Shows,” with Sid Caesar 
and Imogene Coca, returned to NBC-TV 
Saturday night, Sept. 6, from 9 to 10:30. 
It returned with all its lavish produc- 
tion—and formula—intact. A few new en- 
tertainers, including dancer Bambi Lynn, 
have been added but the only noticeable 
change seemed to be in Caesar’s waistline 
—which appeared to have shrunken (or 
maybe tightened a bit) during the sum- 
mer. 

Undoubtedly “Your Show of Shows” 
will again be one of the most consistently 
well-produced, well-written, well-staged 
and well-acted shows on the air. But it 
occurs to this reviewer that a few startling 
innovations might have been in order and 
even forthcoming after a whole summer 
in which to dream and plan. The theory 
that “nothing succeeds like success” is a 
tempting one to follow—particularly when 
you are faced with high weekly produc- 
tion costs. But even the motor companies, 
whose basic body designs have changed 
little over the past few years, add new 
radiator grilles. It is entirely possible that 
Bambi Lynn is “Your Show of Shows’” 
new radiator grille. If so, she is a very 
graceful and attractive one. But Caesar 
and Coca—entertaining as they are—need 
presentation in a few new models. 


# “Your Show of Shows” is multiply- 
sponsored—a factor that detracts in no 
way from the entertainment but, in this 
reviewer's opinion, does seem to detract 
from its effectiveness as a selling medium 


Salesense in Advertising... 


Coca ond Caesar 


Camel, Tuffy, Benrus and Prudential 
sponsored the opening show—with a num- 
ber of Lehn & Fink products picking up 
the following week’s tab. Benrus appeared 
to score highest, with a specialiy done 
commercial featuring two marionettes 
resembling Caesar and Coca. With so 
many sponsors, including local cut-ins 
every half hour, an advertiser is well ad- 
vised to stand on his head for memor- 
ability. 

Despite these few criticisms, it is good 
to have Caesar and Coca back. Together 
with Bishop Sheen, they represent high- 
lights in a whole week of pretty stand- 
dardized and not too classical entertain- 
ment. 


Factory Facts About Your Product 
Often Make Weak Copy 


By James D. Woolf 
Advertising Consultant 

In “Through Charlie’s Door,” Emily 
Kimbrough’s account of her experience 
as a copywriter at Marshall Field’s, the 
author says something to the effect that 
a potent advertisement is not necessarily 
a table of statistics. 

How does this jibe 
with the Kennedy- 
Hopkins-Lasker defini- 
tion of Salesmanship 
in Print? I recall that 
Kennedy once referred 
to a strong ad as a 
“complete selling can- 
vass.” He also urged 
that we concentrate all 
the material we possess 
upon the single ad we are writing. “In- 
tensify it,” he advised, “with every sell- 
ing point you know of. Don’t try to save 
out the essentials.” 

After reading nearly every book and 
article both Kennedy and Hopkins have 
written on the subject of copy, I can't 
escape the feeling that they thought of 
“selling points” primarily in terms of 
product information. Their Van Camp’s 
pork and beans campaign, for instance, is 


James D. Woolf 


sale 
_ 


a case in point. We are told in their copy 
that the goodness of the product comes, in 
part, from using Michigan beans, which 
are picked by hand from the choicest 
grown. We are assured that these beans 
sometimes cost six or seven times what 
other beans cost. The beans, the pork and 
the tomato sauce are all baked together, 
in small parcels, and care is taken that 
no beans are crisped, no skins broken. 


s Their copy for Schlitz beer indulged in 
no sweet talk on the delights of this brew 
as a treat to one’s taste buds. Instead, the 
copy appealed to our reason: “We clean 
our bottles with live steam and thus there 
can be no fermentation. The cooling is 
done in filtered air, in a plate glass room.” 
Instead of portraying hungry moppets 
squealing with pleasure over a bowl of 
Puffed Wheat or Puffed Rice, they ex- 
plained to us solemnly that the grains 
were “Shot from Guns.” Their copy for 
the Winton car was packed with hardpan 
facts, which included, I am happy to re- 
port, prices headlined in bold type. 

The advertisements in these Kennedy- 
Hopkins campaigns were not exactly what 
Miss Kimbrough would describe as tables 
of statistics, but they did try to crowd 
in “every selling point you know of.” I 


have frequently written that an effective 
ad, depending on the product, should tell 
the reader what the product is, what it 
is made of, how it is made, what it will do 
for the user, how long if will last, what 
it costs, and why it is worth what it costs. 
In short, it should give the reader what 
John Kennedy called “a complete selling 
canvass.” 


s But mind you, depending on the prod- 
uct. There are many situations in which 
Salesmanship in Print is anything but a 
“table of statistics.” In the case of some 
products—Mum, for example, or Dad's 
Old Fashioned root beer, or Wrigley’s 
chewing gum-—people have no interest 
at all in detailed facts about ingredients 
or factory processes. 

Wrigley copy, for example, confines it- 
self largely to the selling point that the 
product is delicious and refreshing. Seem- 
ingly the assumption is that people don’t 
care whether the sugar in the gum comes 
from Colorado beets or Cuban sugar cane, 
or whether the gum comes from South 
American gum trees or Arizona organ 
cacti. 

Consider, for instance, Listerine’s im- 
mortal advertisement, “Often a_ brides- 
maid but never a bride” (an ad, inci- 


dentally, that I can’t imagine coming from 
the pen of either Kennedy or Hopkins). 
I have before me the original piece of 
copy (circa 1923), and in it I find not a 
single fact about what the product is 
The copy deals exclusively with what the 
product does for the user. Listerine is a 
combination of alcohol, thymol, eucalyp- 
tol, methyl, salicylate, menthol, benzoic 
and boric acids. It is hard to believe that 
a recitation of these factory facts would 
add a single ounce of salesmanship to the 
Listerine copy. 

Thus it is that Salesmanship in Print 
is not necessarily factual stuff about what 
the product is. The housewife about to 
pay $150 or so for an electric washer will 
be glad to learn that “The frames are 
made of rustproofed forged steel and are 
guaranteed against breaking for the life 
of the machine.” But she cares not a whit 
whether her face cream is made of the 
sap of the eucalyptus tree or the spegm- 
aceti of the whale. 

All of this, I am sure, is well under- 
stood by the old hands. But there lately 
has been a heap of palaver about Sales- 
manship in Print. It occurs to me that 
students of our art might come to beliéve 
mistakenly that subjective factory infor- 
mation is always salesmanship. ; 


Looking at the Retail Ads 


By Clyde Bedell 


It must be easy to make money in the 
savings and loan association business. If 
you can afford to run advertising that is 
satisfied to communicate its story through 
fur-bearing layout and copy—you must 
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have profits to burn. 5 

What is being sold here? Quick now— 
dig down through the fur and see if you 
can find the main story. This ad is oneof 
a series. I have seen several. F 

I finally decided to find out what it’s 
all about. It took work, but I found gut 
this long established institution is selling 
new convenient safe deposit service during 
longer, more convenient hours in a néw 
and convenient location. They’re also left- 
handedly selling the idea that you should 
open or increase a savings account with 
them. 

They unquestionably believe they can 
serve people better than could a new- 
comer or upstart in this business who 
knows nothing of the traditions, nothing 
of the accumulated body of truth, of the 
financial field. 

Yet, they use advertising that ignores 
advertising’s traditions, and the great 
body of truth advertising research has 
revealed through the years. 

This ad needs a central idea communi- 
cated clearly and fast—and if there must 
be a second idea, it should be made sec- 
ondary, and then communicated equally 
clearly and fast. Then adequate copy 
should support and sell both ideas. 

It would be well to have both layout 
and copy people, who create such an ad, 
understand the problem of the ad—so 
they will collaborate en rapport to get 
it across with maximum clarity. Other- 
wise, one or the other is apt to appear 
to be attempting to conceal what the other 
is attempting at the same time to reveal. 

Such a criticism as this may indicate 
that I believe the advertiser needs a new 
agency or ad manager. Nothing of the 
kind. There are many factors which com- 
plicate the creation of advertising. One of 
them—that is as frequent in occurrence 
as the assumption above—is that an agen- 
cy needs a new client, or an ad manager 
needs a new boss. 
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By Dr. George H. Brown 
Professor of Marketing, School of 
Business, University of Chicago 

Well over a third of the families in our 
profile of those buying soaps and sudsers 
could have done as good a job of selecting 
brands had every package of soap flakes 
been over-wrapped in plain brown paper 
so that the brand name could not be de- 
termined until after the purchase 

For example, one family (No. 397) 
bought two 57-ounce packages of Super 

Suds, then one 28-ounce package of Juno, 

followed by two 20-ounce packages of 

American Family Flakes, a_ 13-ounce 

package of ivory Snow, two packages of 

Surf, and two packages of Trend. This 

family also bought Rinso, Duz, Oxydol, 

Surf, Chiffon, and Joy before the year 

was over, but on the other hand, it made 

slightly fewer purchases than the average 

family! a 

While not all of the 33% non-loyal fam- 

ilies were as venturesome as family 397, 

the characteristic pattern was the ran- 

dom nature of their buying. In addition 


, ato this, one fourth of the profile families 


Mitched preference one or more times 
= 4 still further 10% or 15% divided 
th@ir loyalty over so many brands that 
i®is difficult to classify them as loyal 
t@any one in particular. All in all, better 
than three fourths of the profile families 
d@igplay little or no affection for any one 
brand of washing soap or sudser 


@@his information is taken from a pur- 
e-by-purchase analysis of 100 fam- 


i selected at random from the Chicago 
Tebune’s consumer panel. All of the 
fa@ilies reported faithfully once each 


Week «during the year 1951, a fact that 
Ma@Res the profile somewhat less repre- 
S@MMative of the population than the bal- 
@n@ed group of regular and irregular re- 
pOM@ing families used in the bi-monthly 
reports issued by the Tribune. For our 
pusposes, however, it is essential that we 
stu@y the complete purchase record of an 
individual family in order to determine 


TABLE 1 
~~ Frequency Distribution of 
Ounces (Pounds) Soaps and 
Sudsers Purchased Per Year 


Per Family 
No. of No. of 
Qunces Pounds Families Ounces Pounds Famiies 
1-16 l 929-944 59 2 
17-32 2 1 945-960 60 
33-48 3 1 961-976 61 3 
49-04 4 977-992 62 1 
65-80 4 993-1008 63 1 
81-96 t 1009-1024 64 
97-112 7 2 1025-1040 65 1 
113-128 8 1041-1056 66 
129-144 4 1 1057-1072 67 2 
145-160 10 2 1073-1088 68 
161-176 ll 4 1089-1104 Cy) 
77-192 l2 2 1105-1120 7 
193-208 13 2 1121-1136 71 
209-224 i4 1137-1152 72 
225-2: 15 Ll 1153-1168 73 4 
241-256 lo 2 1169-1184 74 
257-272 1 3 1185-1200 75 
273-288 18 k 1201-1216 76 2 
289.304 19 12 1232 77 
305-320 20 1233-1248 7 
321.336 2 1 1249-1264 79 
337-352 22 2 1265-1280 80 1 
353-368 23 1 1281-1296 81 i 
369-384 24 2 1297-1312 &2 
385-400 25 2 1313-1328 83 
401-416 26 1329-1344 Ra 
417-432 27 1345-1360 85 1 
433.448 28 l 1361-1376 Re 
449.464 29 1 1377-1392 8? 
465-480 10 1 1393-1408 88 
481.496 ‘1 2 1409-1424 89 
497-512 32 2 1425-1440 90 l 
513-528 33 1 1441-1456 Ql 
§29-544 sa 2 1457-1472 2 
545-560 5 1473-1488 93 1 
561.576 %% 1 1489-1504 94 
577-592 37 1505-1520 95 1 
593-608 38 1521-1536 % 1 
609-624 399 4 1537-1552 97 
625-640 40 2 1553-1568 98 
641-656 41 ° 1569-1584 99 
657-672 42 1 1585-1600 100 
673-688 43 1601-1616 101 
689-7 44 1 1617-1632 102 
705-720 45 2 1633-1648 103 1 
721-736 1 1649-1664 104 
737-752 47 4 1665-1680 105 1 
753-768 4s 1 
769-784 49 1921-1936 121 i 
785-800 50 
801-816 51 3 2033-2048 128 1 
817-832 2 1 
833-848 53 3249. 3264 204 1 
849 864 Sa 1 3265-3280 205 1 
> os ; 
sesso 5582 Hata 190 
897-912 57 75,380 Families 
013-928 58 3 Ounces 
Median between 44-45 pounds 


of Soaps and Sudsers 


TABLE 2 


Market Share by Brands of 
Soaps and Sudsers 


Brand % of Ounces 
American Family Flakes 17.2 
Tide 16.3 
Rinso 11.9 
Surf 9.1 
Fab 6.2 
Trend 6.2 
Oxydol 5.2 
Duz 3.2 
Cheer 3.1 
Vel ; 3.0 
Dreft 2.3 
Chiffon Flakes 2.0 
Ivory Snow ae 11 
Ivory Flakes ay 1.0 
Joy is Sa te ae 1.0 


TABLE 3 


Frequency Distribution of Number of 
Brands of Soaps and Sudsers 
Purchased Per Family 


No. of Brands No. of Families 


1 2 
2 8 
3 12 
4 13 
5 13 
6 10 
7 7 
8 7 
9 4 
10 7 
il 8 
12 5 
13 3 

14 
15 1 
100 


the presence or absence of loyalty to 
brands. The possibility of a bias in the 
sample, and the fact that it is restricted 
to 100 families, requires that caution be 
exercised in projecting these data to the 
nation or to even the Chicago market. 
For the statistics most likely to be mis- 
leading, i.e. market share, a full report 
based on the balanced sample of 576 fam- 
ilies is given. A comparison of this report 
with the figures in Table 2, which is based 
on profile families, will give some indi- 
cation of the sampling error of all the 
other statistics taken from the analysis 
of the profile families. 

If used reasonably, a study of the 100 
profile families can give a considerable 
insight into consumer purchasing be- 
havior. In particular, valuable compari- 
sons can be made with the reports al- 
ready published on seven other products, 
margarine, toothpaste, coffee, flour, sham- 
poo, cereals, headache remedies, and a 
summary of the studies will appear at the 
conclusion of the series. In each case, 
the detailed purchase diary of 100 
families has been shown and analyzed in 
order to give some “feel” of the differ- 
ence in buying behavior with respect to 
the different products. In addition, an 
effort has been made to develop a meth- 
od of measuring brand loyalty that would 
have applicability to each of the several 
products involved. 


® With respect to the purchase profile for 
soaps and sudsers, each of the families 
has been classified in terms of its brand 
loyalty by a study of its purchase reports 
for a full year. The basic categories are 
undivided loyalty, divided loyalty, un- 
stable loyalty, and no loyalty, with a fur- 
ther group representing those who can- 
not be classified because of the small 
number of purchases made. While some 
of the categories have several sub-groups, 
and while there are always some families 
which fall on the border line between two 
categories, a reasonably accurate group- 


ing of families by loyalty can be secured. 

In order to show the comparative loy- 
alty of buyers for soaps and sudsers the 
data for a high loyalty product, all-pur- 
pose flour, and a low loyalty product, 
ready-to-eat cereals, is repeated. The 
figures based on separate groups of 100 
profile families is as follows: 

As is always the case, however, the 
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Study Finds Brand Loyalty Low Among Buyers 


Another interesting family is 058, which 
presents evidence of having changed its 
buying behavior rather suddenly in the 
middle of the year. For the first six 
months purchases alternate rather reg- 
ularly between American Family Flakes 
and Surf, each apparently being used to 
satisfy different needs, since frequently 
both brands are purchased at a single 


CLASSIFICATION OF PROFILE FAMILIES 
ACCORDING TO LOYALTY 


Class 


1 Undivided Loyalty 
A One brand exclusively ...... 
B Primarily one brand ........ 
2 Divided Loyalty 
A Unequally divided loyalty .... 
B Equally divided loyalty ..... 
3 Unstable Loyalty 
A Simple change of loyalty 
B Experimental change ........ 
C Two or more changes in 
buying behavior 
© Fe vive cawcss 
| ESO EY eeeee pce 
Number of classifiable families 


details of the individual purchases are 
much more revealing than any statistical 
summary of individual buying behavior 
A good example is the first family in the 
profile. Out of 18 purchases, ten were 
for Oxydol which, since there was no 
concentration of purchases in any part 
of the year, indicates some continuing 
loyalty to this brand. But the remaining 
eight purchases were divided over six 
brands, only two of which were repeat 
purchases. Since it is impossible to con- 
vey the concept of loyalty and non-loy- 
alty in a single statistic, this family was 
classified as having divided loyalty with 
an unequal preference among brands 
(2A). While this is undoubtedly a rea- 
sonable compromise in so far as the classi- 
fication scheme is concerned, it is also a 
good argument for a careful study of the 
buying behavior of each family as re- 
ported in the profile. 


Percentage of Classifiable Families 
Soaps 


Flour Cereal 
2.1 39.4 5.7 
14.7 16.8 33.8 73.2 68 12.5 


16.8 43 11.3 
3.2 20.0 28 71 11.4 22.7 
14.7 11.3 12.5 
1.0 14 2.3 
10.5 262 14 14.1 3.4 18.2 
37.0 5.6 46.6 
100.0 100.0 100.0 
(95) (71) (88) 


transaction. On three occasions there are 
departures from this pattern, once through 
the purchase of a package of Vel and 
twice through the purchase of two l1I- 
ounce packages of Trend. In July this 
orderly pattern of purchasing changed, 
first with the apparent substitution of 
Ivory Snow or Ivory Flakes for Surf, but 
later in terms of an apparent willingness 
to try different brands both for American 
Family Flakes and for Surf. While Amer- 
ican Family Flakes holds on better than 
Surf, there is no evidence of any stability 
in purchasing behavior with respect to 
brands at the year's end. For purposes of 
reporting this family has been classified 
as showing a simple change in buying be- 
havior although it would have been class- 
ified as having no loyalty had the analysis 
been initiated as of July instead of Jan- 
uary. 

The reverse situation with respect to 


The tabulation on the opposite page is 
an actual profile of soaps and sudsers 
buying during 1951 by 100 users of the 
products as developed by the Chicago 
Tribune consumer panel. 

The column headed “Family No.” is the 
number of the family on the panel rec- 
ords, and is shown for identification pur- 
poses. 

The column headed “Family Type” is 
a key to race and nativity, owners and 
renters, family size, and income, If the 
first digit is 1, the family is native white; 
if it is 2, the family is foreign-born white; 
if 3, it isa non-white family. If the second 
digit is 1, it means the family owns its 
own home; 2 means it rents. If the third 
digit is 1, it means the family has one or 
two people in it; 2 means it embraces 
three or four people; 3 means it has five 
or more members. If the fourth digit is 1, 
it means the family income is under $3,- 
000; 2 means it is between $3,000 and $5,- 
000; 3 means it is over $5,000. 

For example, Family 005 is native 
white, owns tts own home, contains one 
or two people, and has an income of under 
$3,000. 

The remaining columns report the pur- 
chase, by brand and quantity, of soaps and 
sudsers for each month of the year. The 
first purchase each month is shown at the 
upper left of the space for that month; 
the next purchase is immediately to the 
right. Where more than one line is re- 
quired, the purchases on the second line 
in any month follow those on the first line. 


How to Read the Purchase Profile 


In all instances the brand names are 
coded with two lower case letters. The 
number of items bought in one trans- 
action is shown by the digit preceding the 
letters; hyphenated symbols denote con- 
current purchases of different size items 
Figures following letter symbols denote 
approximate weight of packages in ounces. 


Key to Code of Brands in Sample of Soaps and 
Sudsers Purchases 


Code Brand 

ax Au 

af . American Family Flakes 
au Automatic 

be Big Four Flakes 
bt . Bright Sail Flakes 
TP ichciesinnitasensaeinetiatil Breeze 

ch .. Cheer 

ef . Chiffon Flakes 
cp . Chipse 

co . Co-op 

dr . Dreft 

du Duz 

fb --« Fab 

fn . Fels Naptha Chips 
fs . Felso 

ss owe Gardner Silk-Like 
gm . Gliim 

sr aw. Grane 

hp Hoops 

if a» ivery Flakes 

is ... Ivery Snow 

jy Joy 

jn . June 

xe Leadway Flakes 
xf . Lux Flakes 

mw .w Magic Washer 

na ow Nola 

od . Oxydol 

qa Quick Arrow 

ri ow Rinso 

si . Silverdust 

ss . Super Suds 
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Family | Family 
Number| Type January February March April May June July August September | October November December 
005 1111 od24 0od24 is13 2jy6 2af20 od24 od65 o0d65 af55 0d65 od65 2od24 2ch21 
2ri23 od24 -21f13 0d65 2ifi3 
016 1112 2fb19 is13 2tull 2tull 2tull | 2fb1l9 <f39 : 
025 1112 vel5 hp32 vel5 hp32 vel5 hp32 vel5 vel5 velS hp32 vel5S hp32 velS hp32 vel5-hp32 vel5 nps2 hp32 vel5S hp32-yel5 Bhp32 velS- 
vel5 vel5 2hp32 2vel5 velS 2hp32 
eh2l 
037 1121 dri5 ° . 
044 1111 ri23 2)jy6 ri23 ri23 isl3 jy6 2dri5 jy6 ri23 if13 jy6 ri23 jy6 is13 ri23 2jy6 3af20 du2l 2if13 
5 if13 jy6 is 13 
052 1132 ri23 2af20 2jy6 is13 2dri5 2tn1l 2sf19 | 2af20 2if13 20d24-2dr15}. tn33 dri5 2t119-2ch21 
vel5 fs18 -2if13 2dr15 
058 1122 af20-sf19 sf19-af20 af20 sf19 af20 af20 sf19 af20 af20 af20-is 13 2ri23 af20 | cpl9-vel5S fs18 2sf19 |af20-2)y6 af20 mw25 
af20-sf19 sf19 af20 af20 vel5 af20 sf19 2tnl1 2fb19 | af20-2tnll | af20-if13 2tn12 af20-vel5 af20 af20 af20 mw25 vel5 
af20 if13 ch21 af20 ch21 af20 sil8 
066 23 ows af55 af55 2tn11 af55 aes af55 af55 eels re eee 3af55 oe 
076 1122 jn28 2qa20 | jn28 til9 jn28 2af20 2af20 jn28 2af20 2til9 2ti19 jn28 2af20 2cf13 | 2ti19 2cf13 | tilY 2af20 2af20 2af20 | 2ti19 2ti19 
2af20 2tild 2til9 jn28 jn28 2af20 | jn28 2af20 2cf13 2til9 | 2ti19 jn28 2tily 2af20 2af20 2af20 
2af20 jn28 jn28 2til9 2af20 | 2til9 
085 1132 2jy6 ti52 2jy6 2jy6 2jy6 si36 2jy6-2tn11 | 2jy6-2tn11 | 2jy6 2if13 ch57-2jy6 ch57 ch57 ch57 2jy6 2jy6-ch21 ch57 2tnl2 
xf13 2)y6-ri46 2tnl1-2jy6 | 2tn11 2jy6 2jy6 2fb19 dr15 | 2tnl1-2jy6 | jy6 2jy6 ch57 2jy6 2tn12 chS7 
-is13 2tn11-jy6 -ri23 2)y6 2)y6 ch57-2jy6 2jy6-ch57 
2tn11-2jy6 | 2tnl1-2jy6 -ve38-2tnll 4tn12-ch57 
2jy6 2tn11 
091 1122 sf39 Pr sf39 sf39 ve38 eee sf39 2sf19 ax160 | ve38 fs18 sf39 ew 
105 1123 fb19 fb19 is13 fb19 fb19 fb19 fb19 dr4l fb19 2ve15-2fb19 fb19 fb19 fb19 fb19-2cf13 fbiy 2fb19 fbi9 
fb19 fb19 fb19 fb19 fb19 4cf13 2cf13 
fb19 
116 1123 dr15 2af20 | 2ri23-2qa2@ 2tn11 2af20]} 2ri23 2ri23 | 2af20-2dr15} 2cf13 af55-2if13 2xf13 2cf13 | dril5 2cfl3) | drl5 ri46 af20-dr15 is13 dr15 
dr15-2ifi3 2tnil 2ri23 2qa20} af55-2dr15 | 2dr15 2cfl3] 2dr15 ri46 dr15 af55 -fs18 dr15 ~if 13-xf13 ss23 ri46 
2dr15-2ri23} -2ri23 ri46 -dr15-ri46 -ri23 dri5S 
2qa20-ri46 af55-dr15 
2dr15-2ri23 -fn21-xf13 
-rid6 
125 1123 if13 is13 2tn11-2cf13 2fb19 2cf13 
2tnil 
135 1123 fb19 2fb19 sf19 is13 tnll tild til9 til9 gm6-2til9 ti19 dr15 2br10 | 7sf19-2tn11 | fb19 velS fn21 ch21 2sf19 jy6 tulY velS 
2sf19 2tn1l1 til9 2tnll tild sf19 sf19 dri15-til9 til9 2tn11 drl5 sf19 2tnl2 dr1l5 [ch21 fb19 
til9 2tn11 gm6 til9 tild til9 sf1g9 2ti19 
147 1131 af20-sf19 sf{19-2af20 | af20-sf19 af20 sf19 2af20-2sf19]} af20-2sf19 | sf19-af20 sf39-af20 sf19-af20 sf{39-af5S5 sf{19-af20 af20 
af20-sf18 sf18-af20 sf18 af20-2tnl1 | sf18 sf18 af20-sf39 sf18-af20 sf19-af20 sf19-af20 fb19 sf19-af20 sf14%-af20 
sf18-af20 af20-sf18 af20-sf19 af20-sf39 af20-sf19 sf19-af20 sf19 sf19-af20 sf19-af20 sf{39 sf19-af20 
sf19 af20-sf18 af20-sf19 af20-sf19 af20-sf19 2sf18-af20 | sf19-af20 sf19-af20 fb19 sf19-af20 
af20-sf19 sf18 sf19-af20 
, sf18 af20-sf39 sf19-af20 
af20-sf18 
163 1132 2til9 2ti19 ax160 2tn11 fs18 2ri23 2ax24 2ri23 sf39 2sf19 2ax24 2fb19 2sf19 2sf19 
2til9 2af20 ax160 vel5 2fb19 ch21 | fb19 fb19 2sf19 ax160 
171 1132 2gr40 2gr40 jy6 gr40 gr40 gr40 jy6 jy6 gr40 velS gr40 gr40 gr40 jy6 
2gr40 gr40 gr40 gr40 2vel5 gr40 gr40 gr40 
177 1133 af20 af20 od24 af20 af20 af20 af20 af20 af20 af20 af20 af20 af20 af20 af20 af20 ef13 dr2l af20 af20 
af20 af20 ef13 cf13 af20 
186 1133 ti52 til9 sf19 til9 til9 if13 2sf19 af20 til9 2af20 2jy6 af20 2af20 cee af20 af20 af20 od24 af20 
af20 2til9 2tn11 ri23 2cf13 af20 
2qga20 2tn11 til9 
197 1132 od65 2gm6-ri46 ti52-2tn11 2tnl1-2cf13] ti52 sf39 ti52 ti52 ax24 ax24 ax160 ax160 ax 160 
gm6-ti52 -af55 ti52 2)y6 ax24 ax24 ax160 
-ri46 2jy6 2tn11 
206 1133 ti52-2fb19 2til9-2fb19]} 2tnl1-ti52 2fb19 ti52-sf39 2tnl1 ti52 2tn11-ti52 fb19-vel5 2vel5-2jy6 | jy6-tn33 ch57-fb19 
tiS2-fb19 2fb19-2jy6 | 2tnl1-ti52 2tn11-til9 {i52-2tn11 ti52-2tn11 2tn11-tiS2 -sf39 -2tmn12-ti52 | -ti52 -fb19-ti52 -ti52 
2fb19 -fb19 2tn11-til9 ti52-2vel5 ti52-2tnl1 2tn11-ti52 2tn11-ti52 2fb19-ch57 | 2cf13-ti52 ti52-fb1y jy6-2fbiy 
2tn11 2tn11 -2fb19 ti82-2tni1 2tn11-ti52 ti52 2fb19-ti52 fb19-ti52 ti52-fb1y tiS2 
2tn11-fb19 ch21-ti152 fs18-fb19 -sf39 tiS2-xf13 
ti52-2tnl1 -ti52 -fb1y 
ti52-2fb19 
214 1211 af20-sf19 af20 sf19 sfi9 af20 ch21 ch21 ch21 
-ss23 
224 1211 xf13 xf13 af20 af20 if13 xf13 af20 af20 the wate af20 af20 xf13 
242 1223 kee xf 13 af20 af20 af20-xf13 af20 af20-xf13 af20 
253 1211 af55 oo” ri46 +e ‘ee du56 2cf13 ee jy6 af55 
261 1212 ri23 2tilg ata ri23 cae ri23 eee . tee 
267 1112 ti52 4tnll 4tnl1] 4tn11 4tn11 2tnll tiS2-sf39 ‘ oe sf39 
2tn11 4tn1l 
2tn11 4tnil 
277 1112 til9 cf13 til9 is13 til9 is13 til9 til9 til9 is13-til9 ti52 is13 is13 if13 ch21 ti52 ti52-is13 
fb19 til9 til9 is13 is13-til9 xf19 2if13-ti52 tiS2-is13 
tild if13-til9 
284 1213 2tn11 col9 dr15-2tn11 | sf39 2dr15 2dris 26 . ‘ 
230 1213 xf13 2af20 2sf19 vel5 2if13 20d24 2cf13 tn33 : 
2ri23 2dr15 2fb19 
298 1213 20d24 2ri23] 2ri23 2ri23] 2ri23 2ri23] 2ri23 2ri23 | 2ri23 2ri23 | 2ri23 2ri23 | 2ri23 2ri23 | 2ri23 2ri23 | ri23 2du21 2ri23 2ri23 | 2ri23 2ri23 |... 
du21 2ri23 2ri23 2ri23 du2l 2du21 
309 2133 sf39 dr15 sf39 sf39-jn28 jn28-20d24 | jn28-2du21 | 2tn11 dri5 20d24-2du21] dr15 20d24-2dr 15} 20d24-2dr15}od24-2dr15 
sf39 dr15 dri5-is13 -ri23-fb19 -2ri23 -2dr15 drl5-vel5 20d24-2du21) -jn28-2dr15| 20d24-2du21] -2du21 ~2du21 -2du21 
sf{39-jn28 sf{39-jn28 sf{39-ri23 -2dr15 -20d24 jn28-2du21 -2ve15-jn28}] od24-du21 20d24-2dr15|20d24-2dr15} 20d24-2dr15]2dr15 
dr15 sf19 fb19 fb19 20d24-2ri23| jn28-2du21 | -20d24 2dr15 -dri5 -2du21 2du21 -2du21 
2sf19-2tn11] sf39-ri23 -dr4l ~20d24 dr15} dr15-2du21 ti52-od24 
-dr15 fb19 | sf39-2ri23 -20d24 -du21 
-dr15 2tnl1 4jn28 
jn28-o0d65 
-2ri23 
-2dr15 
fb19 fb19 sf19 aul3 sf19 f619 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 od24 fb19 fb19 fb19 ri23 fb19 fb19 
fb19 fb19 til9 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19 
fb19 fb19 fb19 fb19 fb19 fb19 
fb19 
du21 du21 2tn11 2tn11 if13 owe is13 fb19 swll ° 2sf19 fb19 ee s{39 2fs18 
2is13 til9 
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Family |Family 
Number | Type January February March April May June July August September | October November December 
$36 1221 ti19 fb19 2til9 gm6 til9 til9 til9 ri23 ss23 f19 til9 sf19 til9 til9 til9 tild fb19 ti19 til9 ti52 fb19 
n28-til9 jy6 til9 til9 til9 tils sf19 fb19 
v6 
$43 1221 ‘ i18 lt til9 f19 til9 til9 til9 til9 sil8 a til9 
i18 jt 19 nal 
1 1222 af20 ir15 2af20 | af20 af20 2af2o af20 }drl5 af20 2af20 2af20 af20 | af20 af20 2af20 dr15 | 2af20 2af20 
2af20 2af20-2drls | 2af20 2af20} af20 af20 2af20 dr15 
1f20-dr15 
af20 
9 1222 od65 af55 od65 od24 od65 dr41-2tnll | ti52 od65 af55 ti52 ti52 til9 til9 ‘ 2if13 od65 ti52 
od24 0424 0119 ti52 
od24-0d65 
366 1222 ti52-2)jn28 xfl tild 36 2tn11 ti52 xf13 ti52 2tnll t152 xf13 
tiS2 2j)n28 
174 1222 2qa20 sane eee oon 2qa20 drl5 «se is13 ahat — tal9 du2]1 
} 182 1231 ri46 2tnll 2tnll} tiS2-dr4l 2cf13 2cf13 jfb19-2tnll 2tnll 2cef13-2tn11] ch21 2cfl3 2cf13 2sf19 as ti52 swll 
: if13-xfl3 ti52 2tnll til9 drl5 6cf13 \4 fl3 2tn11 2tnll 2tnil {19-fb1y 2if 13 sf39 ti52 
2tnll 2tnll | ss23 2cfl3 4cf13 fb47 2tn12 4tn12 
-ch21 fs18 
390 1211 jy-af20 af20 af20 af20 af20 af20 af20 af20 af20 1f20 af20 2tnll til9 fb19 af20 fb19-vel5 fb19 fb19 fb19 fb19 | ch21 fb1y 
af20 af20 af20 af20 af20 af20 af20 4f20 af20 af20 fb19 fb19 fb19 fb19 fb19 fb19 fb19 fb19y ch21 ch21 
af20 af20 2tnll fb19 fb19 fb19 fb19 | ch21 
af20 } 
397 1223 25557 jn28 | 2af20 isl3 2tn1l jn28 2ri23 2jn28 20d24| od65 2sf19 | 2cf13 2af20 2)y6 2af20 2af20|... 
2sf19 2du21 ; | 
jn28 2af20 
404 1223 — jy6-2is13 is13-af55 xf13 af55 2xf13 2jy6 2fn21 2isl3 |... 
-af55 if13 vel5 | 
416 1221 2af20 ri23 2fb19 2ri23 20d24 | 2ri23 2af20 2fb19 e | 2fbi9 2af20 
2af20 2ss23 
2o0d24 
429 1132 2ri23 jy6 ri23 ri23 2ri46-ve38 | 2ri23 ri23 ri23-vel5 ri23 ri46 vel5 2vel5 vel5| 2ri23 vel5S ri46-ve38 2ri23 vel5 
jy6 swll jy6 4ri23 ri23 el5 2ri23-vel5 2ri23-vel5] velS ri46 e15 2vel5 e38-rid6 2ri23-2vel5 
jy6 4ri23 2ri23 jy6 vel5 vel5 Iri23-vel5S | ri23-vel5S rri2 vel5 
vel5 2tnll ri23 el5 el5 vel5S 
440 1233 iy6 2tnll 2tndl | 2tnt1 2tnl1 | af20 af20 2dri5-af20 | 2sf19 2if13 2tn12 af20 fb19-vel5S fs18 2jy6 2af20 2if13 | af20 af20 
2tnll-af55 2cf13 af20 -2tnll af55 2is 13 -2)y6 1u56 af20 
2jy6-is13 
2tnil 
458 2121 ti52 sf39 ti52 is13 4u56 tiS2 sf39 2if15 ti52-sf3 du56 2cfl3 ti52 af55 ti52 2if13 ti52 
isl3 du56 af55 cf13 -af55 cf13 ch57 
464 2111 ri23 vel5 od24 sf39 vel5 el5 2sf1¥9 vel5S el5 ch57 vel5S 
473 2112 til9-fb19 2ti19 sf19 aie el5 velS fb19-sf19 ooo 
481 2113 2ri23 2vel5] 2tnll 2ti19]... 2drls dr4l 2vel5 es +4 2tily ee ee 
490 2121 * od24 ri23 rd24 ri23 od24 od24 23 od24 af20 xf13 od24 xf13 if13 . owe 
nd24 ri23 xf13-od24 xfl ri23-af20 xf13 ri23 
ri23 ri2 if20 od24 xf13 od24 
2tnll-ri2 
af20 od24 
499 2122 ri46 dri5 2tnll f19 fb1Y 2af20-is13 od24 fb47-vel5 2sf19 sf39 2tn12 
2if13 | 
10 2112 2cf13 dris 2du21 xf13 F ef13 2af20 bo af20 : } 2af20 piece 
| vel5-fb19 
i 2if13 
i : 
21 2123 2qa20-od24 | 2af20-isl f19-is13 til9 sf19 is13 til9-fb19 2is13 2sf19}| 4td480 2vel5-2fb14 2cfl3 Gef13] 2sf19 2til9 2ch21-2tilyY 
2od24 od24 til9 2is13-2til9 f19 2ti52 2ef13 2fb19 2vel5 2tily -2if13 
£39-20d24 £39-til9 -2cfl 2fs18 
til9 is13 
31 2132 driS 2tnll af20 af20 af20 if20 ti30 til9 af20-ti19 af20 til9 t119 2fb19 af20 if20-tild af20 2af20 af20 ti52 
af55 af55 af20-tild 2af20 3sf20] til9-af20 af20 af20 af20 af20 2af20 tild 
til9 til9 af20 3af20 af20 af20 til9 
af20-til9 af20-til9 
541 2132 tiS2-af55 fb19-0d65 ri46 ri46 2tn11 swlli-dr4l 2tnll 2fb19 od65 2ti19-2sf19 af55 tn33 du56 vel5S 
if13 fb19 2tnli af55 2tnll 2tnll-af55 af55-sf19 wll ri46 -fb19-2if13 
2tn11-if13 xf13 2cf13 
552 2133 ri46 od65 ri46 sti19 od65 du56 1d65 od65 o0d65 sf39 25823 2fb19 od65 du56 2jy6 2sf19 on 
sf39 tiS2 } 2ch21 duS6 
59 2211 til9 til9 2ri23-til9 2til9 e15-fb19 rd24 fs18 — 2ti19-2ch21 
til9 {19 
7 
72 2212 af20 af20 2af20 af20 af20 af20 2cf13 af20 af20 af20 | af20 af20 20d24 si36 i26 i36 drilS 2ef13 drl5 sf39 si36 2ch21 2til9 
af20 af20 af20 2fbi9-af20 | 5136 si36 136 sf19 sf19 af20 sf19 
2cf13 sf19 
583 2213 2qa20 2qa20 2is13-4af20 | 2fb1% 2fb19-4sf19 2af20-fb19 2ti52-2ch57 
2ri23 2sf19 2sf19 
590 2221 Lars 2 iv6 aa ete jy6 2ti52 6 2ti52 3ti52-jy6 a tiS2 2jy6-til9 2ch21-2ti52 
602 2222 a til9 til9 if13 til9 Sale. til tild 2cf13 til oS S aide tilY 
613 2223 ti52 t152 ti52 if13 2tnl1 4tn11 2fb19 | tid2-2vel5 | af20 af55 fb19¥-velS af55 eee af55 af55 
2tnll 2ti19 2fb19 af55 fb19 af55 
622 1221 ss23 ss23 $s23 3 £19 sf19 sf19 sf19 f19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 
ss23 f19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 
sf19 sf19 
630 2132 af20 af20 af20 af55 af20 2tnll ri23 af20 2af20 2fb19 af55 du21 af20 fb19 2af20 du56 du5S6 du56 
2af20 af20 af20 af20 2tn1l 2af20 ch21 du56 
641 2233 2af20 2af20 2ri23 2ri23 2sf19 | 2ti19 2sf39 els sf39 sf39 sf39 2cf13 2sf19 2sf19 ae 
2sf19-sf39 | 2af20-vel5S sf39 if13-2sf39 
sf19-2tnll 2fb19-velS 
649 $111 ae od24 eae ri23 od24 od24 du21 od24 ‘ od24 o@ 
659 $113 . 2tnll ee 2fb19 2af20 cee .e 
667 3112 sf19 sf19 sf19 sf19 sf19 sf19 sf19 fb19 sf19 sf19 sf19 fb19 sf19 sf19 sf19 sf39 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 
sf19 sf19 sf19 sf39 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 sf19 
sf19 
677 3231 du21 du21 du21 du21 ri9 du21 ss9 aul3 ss9 ss9 ss9 ss9 du2l til9 rid til9 til9 2ri9 tild fb19 fb19 
ri23 du21l du21 du21 du8 ss9 af8 ri23 ss23 ss9 til8 ti19 af8-drl5 til9 ri9 ri23 2ti19-gm6 ch21-sf19 fb19 fb19 
du21 du21 til9 til9 til9 ri9 ch21 til9 ri9 fb19 fb19 
til9 til9 ri9 rif 2ri9 2til9 ch21 ri9 
688 3133 ‘ til9 ti52 til9 ti52 til9 til9 du21 ti52 til9 til9 2til9 til9 til9 til9 ti52 til9 til9 2ti52 
tild til9 til9 til9 til9 tild tild 
ti52 
699 3211 e xf13 af20 sf19 af20 af20 2af20 2afl3 af20 2af20 af20 
716 3211 ee oe eee ° e tild9 ore 
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Family |Family 
Number | Type January February March April May June July August September | October November December 
727 3212 2til9 ti52 ri46 til9 5% af8 ti52 ti52 ti52 ti52 — ti52 ti52 2ti19 2ti19 
ti52 ti52 ti52 
742 3221 af20 ‘ af20 af20 jy6 2cf13 til9 2fb19 af20 2cf13 2ti19 2cf13 af20 | af20 ch2l til9 ch21 
af20 
758 3231 e's od9 2af20 2ri23 du21 | ri23 2tnl1 du21 2tnll | ri23 ri23 20d24 2tnll] ri9 od24 2tn11 od24 | til9 tf19 tn33 tn33 tn33 2ti19 
2tnl1l-du21 | 2tnl1l-du21 | du21 2tnl1 | ri23 2tn11 ri9 rig sf19 2tnl1 2tn12 ri9 2tn12 til9 til9 til9 
du21 2tn11 od24 2tn12 tilg 
767 3112 af55 dri5 eee xf13-af55 af55 xf13 af55 drl5 af55 ef13 af55 af55 af55-2cfl3 | af55 af55 af55 xf13 
af55 
778 3231 sf19-fb19 til9 til9 til9 2af20 til9 til9 til9 sf19 til9-2fb19 fb19 til9 fb19 til9 til9 sf19 2tn12 tild til9 xf13 
til9 2tn11-til9 til9 fb19 2tn11 til9 sf19 
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loyalty is shown by families 186 and 197. for the record, both of these families Table 5 ing that the family has unequally divided 
In both cases the purchase behavior is were classified as having made a single Comparison of Market Shares loyalty. Actually, a more elaborate classi- 


more or less random at the beginning of 
the year, but in late June family 197 pur- 
chased a medium size package of All and 
from that time on purchased no other 


TABLE 4 
Families Using Brand (Soaps and 
Sudsers) at Any Time 


Brand % Brand % 
American Family Flakes..54 Glim . 6 
Tide .. cneeee MOE Seese 5 
Surf .. 49 Juno .... 5 
Fab .. 46 Fels Naptha Chips 4 
Trend . 46 Swerl .. 4 
Rinso . 44 Automatic 2 
Vel 33 Breeze . 2 
Ivory Flakes .31 Magic Washer 2 
Oxydol .. 29 icstemiae 2 
Cheer 28 Big Four Flakes 1 
ae 3 am Sail Flakes : 
I Snow Me Ssedos 
Chiffon Flakes 1 
Ouz 
1 
1 
<7 
1 


brand. In fact, the famiiy shifted from 
frequent purchases of the 24-ounce pack- 
age to less frequent purchases of the 160- 
ounce unit. Family 186 decided to con- 
centrate on American Family Flakes in 
August, but the shift was not nearly as 
sharp or as firm as in the case of family 
197. The lower level of loyalty is shown 
by the purchase of Oxydol and Chiffon 
in November, as well as the occasional 
purchases of American Family Flakes 
during the early part of the year. Again, 


change in their buying behavior (class 
3A). 


s Family 147 brings out sharply the point 
mentioned above that a family may be 
quite loyal to two different brands be- 
cause each is used for a different purpose. 
Once again we have the American Family 
Flakes and Surf combination, one of 
which is apparently being used for wash- 
ing clothes and one for washing dishes, 
since more often than not the two are 
purchased at the same time. However, in 
the absence of direct evidence on this 
point the family has been classified as 
2B (equally divided loyalty) although 
the uniformity of buying seems somehow 
to call for a higher rating. Perhaps we can 
take some comfort in the fact that the 
family once bought Trend instead of Surf 
and on another occasion bought a single 
package of Fab. Even so, the purchase 
record shows an extraordinarily high de- 
gree of brand loyalty. 


Limitations of space do not permit com- 


ments on every case that brings out some 
point of interest. For example, family 
206 again illustrates the complex of loy- 
alty and non-loyalty with 35 purchases of 
Tide, 21 purchases of Fab, 20 purchases 
of Trend, four purchases each of Joy and 
Cheer, three each of Surf and Vel, and 
one each of Felso and Lux Flakes. On the 
one hand it seems foolish to classify a 


of Soaps and Sudsers 
by Per Cent of Volume and 


by Per Cent of Families Sold 
Ratio 
(approx.) 
Per Per Fami- 
cent cent of ilies to 
of Vol- Fami- Vol- 
Brand ume lies ume 
American Family 
Flakes 17.2 54 3.1 
Tide 16.3 52 3.2 
Rinso 11.9 44 3.7 
Surf 9.1 49 5.4 
Fab 6.2 46 74 
Trend 6.2 46 74 
Oxydol 5.2 29 5.6 
Duz 3.2 21 6.6 
Cheer 3.1 28 9.0 
Vel 3.0 33 11.0 
Dreft 2.3 28 12.2 
Chiffon Flakes 2.0 27 13.5 
Ivory Snow 1.1 28 25.4 
Ivory Flakes 1.0 31 31.0 
Joy 1.0 24 24.0 


family as loyal that has tried nine differ- 
ent brands in a year, and on the other 
hand it seems equally foolish to say that 
a family concentrating 66 out of its 88 
purchases on three brands is showing no 
preference for those brands. As pointed 
out above, this difficulty is resolved in 
the direct classification scheme by record- 


fication of families is indicated for such 
complicated purchase patterns 
corded for soaps and sudsers. 


as re- 


s We cannot leave the discussion of in- 
dividual families without calling atten- 
tion to the almost classic example of 
“fads” in buying exhibited by family 677. 
During January and February this house- 
wife had a run on Duz. In March and 
April any one of several brands is con- 
sidered acceptable, including Duz, but in 
May there starts a short run on Super 
Suds. After a short period of backing and 
filling there is a short run on Tide, fol- 
lowed by a four-month period in which 
Tide amd Rinso alternate, but not with- 
out an occasional period in which any 
brand seems appropriate. True to form, 
however, this housewife ends up the year 
with a series of six purchases devoted 
exclusively to Fab, but one cannot help 
but wonder just how long this enthusiasm 
for one brand will last. This type of pur- 
chasing behavior is classified as 3C (two 
or more changes in loyalty), a rather pre- 
cise grouping. It is worth noting that this 
type of buying behavior applied to only 
10% of the profile families, so while not 
entirely uncommon, it is certainly not 
characteristic of the buyers of soaps and 
sudsers. 

Turning now to the seven standard 
tables used to analyze each of the prod- 
ucts being studied, we find once again 
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from the in Table 1 that the 
20% of the families in terms of quantity 
purchased account for a large share of 
the market, in this case 42.3% of the vol- 
ume used by the profile families. The 
lowest 20% of the families used 4.2% 
of the physical volume of soaps and sud- 
to be accounted for 


data 


sers, leaving 53.5% 
by the middle 60% of the buyers. In com- 
parison with products previously reported, 
this places soaps in the category of tooth- 
paste, coffee and shampoo in that the 
top 20% of the users consumed between 
4% and 47% of the total volume. For 
margarine, flour, cereals, and headache 
remedies the top 26% of the user fam- 
ilies took between 51% and 55% of the 
total quantity purchased. The really strik- 
ing fact is the narrowness of the range in 
the share of market accounted for by the 
top 26% of the families in each product 
group 

Table 2 reports the market share by 
brands for the profile families. As pointed 
out earlier, this is not the market share by 
brands for the Chicago market, a figure 
which is shown separately based on the 
larger, balanced sample of the full Trib- 
une panel. However, it is worth noting 
that the top five brands of soap account 
for 60.7% of the volume reported by the 
panel families, with the next ten brands 
getting another 29% of the market, leav- 
ing only 11% to be divided among the 


“other 24 brands reported by the profile 


oup. This is evidence of a higher degree 
a concentration among brands than for 
@ereals, where the top five brands ac- 
@ounted for a shade less than 50% of the 


top 


TABLE 6 
Soaps and Sudsers-Classification of Families by Percentage 
of Purchases Accorded Brand Principally Bought 
Ounces per Brand per Category 


American 
Family Flakes Surf 
% of 
Classifications* ozs. 12,956 ozs. 6,858 
Over 75% 4420 8634.1 1351 19.7 
50-74.9% 1305 10.1 1526 22.3 
25-49.9% 4940 3638.1 878 12.8 
0.1-24.9% 2291 17.7 3103 45.2 
Total 12,956 100.0 6858 


% of 


Ivory 
Oxydol Dreft Flakes 
% of % of % of 
ozs. 3,900 ozs. 1,750 ozs. 794 
1303.3 15 019 
1015 26.0 
789 «202 1460 8.3 — oa 
1966 50.5 1589 908 794 100.0 
3900 100.0 “1750 100.0 794 100.0 


“Classified into categories showing percentage of a single family’s purchase accorded 


one particular brand. 


volume, and the next ten accounted for 
27°), leaving 24% for the 34 other brands 
used by the reporting families. In com- 
parison to some of the other products 
studied, soaps are toward the low end of 
the scale in terms of concentration among 
margarine, toothpaste, and head- 
ache remedies devoting approximately 
75% of their volume to the top five 
brands, with coffee close to 50% and 
flour at the high point of near 95% in the 
top five brands. The concentration among 
brands is certainly much more variable 
than the concentration among families, 
but the reasons for the differences are 
far from clear. 

The disparity among brands and the 
never ending task of the marketing execu- 
tive is clearly brought out in Tables 4 and 
5. Even the most heavily advertised 
brands were tried by only half of the 
families in a year’s time and the majority 


brands 


of the brands were used by less than 10% 
of the profile families, yet it is clear that 
high family usage is closely related to a 
high share of the total market. True, the 


TABLE 7 


Classification of Families by 
Percentage of Purchases Accorded 
Brand Principally Bought 


% of Families 

Classification In Each Class 
EE 6 ch ca cidn awn a@aisiod 23 
$0-74.9% .......... 27 
A ee ae 40 
|, re eee 10 

Total: 100% 
and 100 
families 


soaps for dishes or for lingerie will not 
move in as large volume per family as 


The Lasker Story... As He Told It 


XIV 
Lord & Thomas Suffers from Lack of Leadership 


Last week M>. Lasker told of his service on the U. S. Shipping Board, a 
two-year job which stretched his absence from the agency to almost five 
years. This week he tells how his preoccupation with other endeavors cost 
the agency considerable momentum, and he comments further on his ideas 


on the place of art in advertising 


Pres. Lasker: I will finish for today by 
$25. at which time it is necessary to leave 
i® order to catch the 5:50 train, and if 
you will indulge me, I will start tomor- 
row morning at 9 o'clock and I hope to 
finish by 12, so you can be home for your 
luncheon at 1. I think three more hours 
will get it out of my system 

Tonight I hope to finish the historical 
background and then tomorrow to discuss 
the policies directing the business as a re- 
sult of the living of the period covered 

I think I had gotten to the 
return from Washington— 


by the history 
point of my 
five years entirely out of the business, 
from 1918 to 1923 in public service—and 
two years preceding that engaged in in- 
dustry during the war 


® Now, fact compels the statement that 
when I came back I found a lot of strong 
men had developed in the business who 
might not have developed but for the 
conditions I describe. Stress always de- 
velops big men, and some of those—almost 
all of those—who are today the leading 
advertising spirits of the business were 
men who developed during that period 
In the copy end, Mr. Hummert of Chi- 
cago, Mr. O'Dea in New York, Mr. Crane 
in California came right to the top. [Mr. 
Hummert is Frank Hummert, later a prin- 
cipal in Blackett-Sample-Hummert. With 
his wife Anne, Mr. Hummert was a pi- 
oneer in radio “soap opera” writing, and 
the team is still an important factor in 
this field. Mark O'Dea, previously iden- 
tified, was later a principal in O'Dea, 
Sheldon & Canaday, New York agency 
Now retired, he has written extensively 
on advertising. Robert Crane was the first 
manager of the L&T Los Angeles office, 


opened in 1916 to serve Sunkist. Retired 
many years ago, he lives in Pasadena.] 
So, also while I was gone, though the 


‘business was lacking coordinated execu- 


tive work, I think in Chicago largely due 
to the efforts of Mr. Hummert we had 
given more serious thought to art work; 
in New York we hadn't developed the 
business that needed it. 

It was a venture started while I was 
away to open a New York office. Other 
men, whom I didn’t know, were put in 
charge. I saw they were not preaching 
orthodoxy, but were preaching advertis- 
ing heresy, so I asked Mr. O’Dea in my 
distress to come down and take hold of 
the professional end of the business until 
we could get it shaped around, and the 
business as it developed there was built 
around him until it is in fine shape, as I 
told you, today. 


® But I think in Chicago the art end was 
largely inspired by Mr. Hummert, be- 
cause others had developed art in adver- 
tising just as we had developed copy. But 
we cannot claim that credit with art. It 
was done, as I see it, in the West by asso- 
ciates of mine who had wanted to do it 
when they were with us and whom I 
wouldn't permit to do it. I am trying to 
give you a history that is exact and let 
the chips and the credit fall where they 
may. It was done in the East by a man 
who came out of the West, from Cincin- 
nati. [Apparently a reference to Stanley 
Resor, who joined J. Walter Thompson 
Co. in Cincinnati in 1908, moved to the 
JWT office in New York in 1912 as v.p 
and general manager, and has been pres- 
ident of that agency since 1916.] 

By the time I came back they had 


worked out how to use art in copy so that 
it fully carried out the cartoon thought on 
the one hand and still, by being beauti- 
fied, was done in such a way that it added 
to the compelling attraction value of the 
copy. The result is that we have here to- 
day art directors to whom I am under a 
conscious debt of obligation that it is a 
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soaps for washing clothes, so the ratio of 
families to volume of business will be 
higher for some brands than others. How- 
ever, within similar usage groups the 
share of market depends more on fam- 
ilies reached than any other of the factors 
such as price and product quality, where 
the brands are or can be more nearly 
alike. 


8 Table 6 makes the point that simple 
numbers of families are not sufficient 
since it is necessary to command a sub- 
stantial share of business of each family 
reached and, moreover, it is better by 
far to reach a heavy user than a light one. 
Oxydol, Dreft, and Ivory Flakes are used 
by approximately the same number of 
families, but the difference in market 
share is in the nature of five to one. Table 
6 shows one of the reasons why. 

For the sake of completeness mention 
should be made of Tables 3 and 7, both of 
which confirm the fact that loyalty for 
soaps and sudsers is not high. Almost half 
of the profile families reported using six 
or more brands and only a fourth, in- 
cluding the occasional purchasers, gave 
as much as 75% of their business to any 
one brand. These findings, however, are 
brought out so much more sharply by 
the direct classification of each family 
that further analysis of the tables seems 
unwarranted. Instead of more analysis of 
existing data, the next step should be to 
examine the loyalty to brands of soaps 
and sudsers according to their end use by 
the family, a study that requires a type of 
consumer panel report not yet being used. 


privilege to pay. They can’t have been 
long in the service, because we haven't 
been long in art, but while we were late 
in coming to it, I believe that I am speak- 
ing conservatively when I say there is no 
finer art in copy than Lord & Thomas has. 

But the best art of these art directors 
is this—that they always have in mind 


Pictures and Headlines 


How to get the most out of both 
in advertising to the millions 


UCCESSFUL advertisements are 

founded on two simple elements. Head- 
lines that say something. And illustrations 
that say something. 

Both are necessary. Both are important. 
But combining the two, so as to get the 
most out of both, is an art in advertising 
that but few understand. 

Yet, turn to the editorial pages of any 
successful magazine. Glance at random 
through the news sections of any big news 
paper—and the secret is unfolded. 

The headline tells the reader what the 
article is about. And thus gains his first at- 
tention. The illustration illustrates it. And 
thus sustains his interest. 

Thus the illustration is subsidiary to the 
headline. A component part on which much 
depends . . . yet subsidiary. 

The perfect advertisement is one in which 
a good illustration tells in pictures what 
the headline tells in words, the layout is so 
arranged that the illustration unerringly 
accomplishes that result. 

The illustration may tell the headline’s 
story ina little different way from the head- 
line itself. It may even present it from a 
widely varying angle. It may show the re- 
sult of what the headline promises, or the 
way that the result is achieved ; but always, 


its story is the same; its chief object to illus- 
trate and to hold attention. And in this, its 
value cannot be overestimated. 

Thus the modern advertiser has learned 
the supreme importance of the superlatively 
fine in advertising illustrations. Scores of the 
foremost illustrators of the world are en- 
gaged in this pursuit today. Space in national 
publications is too costly to risk to mediocre 
illustration. 

But underneath it all is the understand- 
ing that no matter how beautiful an illus 
tration may be, or how famous the artist 
who signs it, its value is predicated solely on 
its ability to become a definitely correlated 
part—and not the major interest—of an ad- 
vertisement’s central selling scheme. 

Pictures alone, in publication advertising, 
do not sway the millions. Pictures mean 
little without words to explain them. People 
want to know “WHY”— and that takes 
more than a picture can tell. 

It takes headlines that grip Buying Inter- 
est, and illustrations that sustain it, to make 
an advertisement pay in full. 

That is 90% the secret of advertising that 
registers in sales and profits. 

And, like all successful factors in the field, 
it is based on the application of the simplest 
of common-sense principles. 


THE PLACE OF ART—This reproduction of a Lord & Thomas house ad originally published 
in the fall of 1926 explains the basic philosophy of Mr. Lasker on the subject of ad- 
vertising art, which he discusses in this instalment of The Lasker Story. 
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DR. ROBERT L. SWAIN 
Editor, Drug Topics 
Writer, journalist, counselor, 
speaker, tireless worker for the 
betterment of pharmacy. Among 
many other duties, writes two top- 
rated columns appearing in every 
issue of Drug Topics: “Your Phar- 
macy and Mine”, and “The Pre- 
scription Department—Heart of the 

Drug Store”. 


GEORGE KLINGER 
Managing Editor 
Supervises the work of 150 field 
correspondents covering the coun- 
try for trade news. Edits, coordi- 
nates the news in Drug Topics to 
make this newspaper well balanced, 
appealing to the triple interests of 
the druggist as pharmacist, busi- 

nessman, and merchandiser. 


who's responsible for 


Drug Topics’ higher-than-ever 
readership ratings ? 


No one individual on its editorial staff is directly responsible for Drug Topics’ 
higher-than-ever Starch readership ratings. 


For it takes more than one person to make any publication tops in reader interest 
... With each person possessing that peculiar kind of talent that best fits him for 


his job. 


Take a look at the key members of the Drug Topics’ editorial staff, for example, 


shown on this page. 


Pooling their talents and efforts, every man and woman on the Drug Topics’ edi- 
torial team work to make Drug Topics the most interesting, the most informative, 
the best read publication serving the retail drug trade. 


No wonder the June 30th issue of Drug Topics scored the highest Starch reader- 
ship ratings of any previous issues checked by Starch. No wonder more drug trade 
manufacturers place more advertising in Drug Topics than in any other compar- 
able retail drug trade publication. 


DR. PAUL C. OLSEN 
Director, Marketing Research 
Author of “Marketing Drug Prod- 
ucts” and co-author of other hand- 
books on accounting and auditing 
methods. Directs work of all Drug 
Topics marketing studies. In his 
Drug Topics column, “The Prob- 
lems Corner”, discusses store prob- 
lems sent in by druggists. 


DR. FRED D. LASCOFF 
Prescription Editor 


Pharmacy’s answer man. Conducts 
a regular, closely followed feature 
in Drug Topics entitled “Prescrip- 
tion Problems” and “How Would 
You Handle This?” Solves over 
4,000 tough prescription problems 
annually for the readers of Drug 
Topics. 


Drug Topics 


330 West 42nd Street, New York 36, N. Y. 


STEPHENS RIPPEY 
Chief, Washington Bureau 


Drug Topics maintains its own 
Washington Bureau to ferret out 
and report all the news that breaks 
at the nation’s capital bearing on 
the industry; also its own Chicago 
Bureau, centrally located to gather 
and report on-the-spot trade news 
of vital interest to druggists. 


THE ONLY NATIONAL NEWSPAPER FOR RETAIL DRUGGISTS 


copes a ; Ls ao us aa Be ale a eaten ct WE ORs eee ta Se Ee Z The Pe ee dn ‘ So 
eee Jidientd ae. ee Ssigeates- | ae eae oo ass 4 eae te a Es ae pier ve — Loa ee Bs 4 Fs bere ce oie rong feat; & eh ed ee ene 
4 Ae A ee Caer 3 i wiki wee tee re - no | aE i oe Prin se te ge ae Pe \ Sretaeae oh pet gy 2 a , Se eS ay , 2 seemed ee ae eee 
ape icc ec re ee es oe ee . Bo kc ee aia iam: “e's a i 
ee : ; : x! : - : : ‘ : pened 
eee ee 
ge ae 
ee Pee a 
z= eg 
an i 
rt ren 
ee J 
; eine 
wi ~ ee 
= Sea 
oe 
dae eer’ 
.; 
4 ‘ 
foe 
Dart 
n ' a2) r 
hiss - Ae 
? ae: , a aa. 7 
er ie, : eR 
4 Ba nq , 
; cs aan ' : ; 
ea a a . as 
sy “ / iia Bie aes 
Seat ye cA Pe ‘ a 
ete. r . fe ets 
eo 4 2 .' i oo a 
ra —— Ae ong 
she heres : = Z 
: a, ae Sa ; 
es la eetenig 4 bs + Shela 
Ste ‘ : huge 
j tne : me ie if 
aah whey ca ee ‘s 
aie 2 a: oe : bs Bee ‘ 
= apace ; i 
Bs o> aa cs Be oie 
Poy % Wee at ee 
i he oe | eC ae 
Ag 7 a . s } 
= b+ 2 a ae ' : 
ok Breese ex . aa 
a ; aa 
— 
' .., 
Ee : ee 
ih, 
te : ae rth 
ee 5 ay 
ye t hoi 
q ’ . a 
ny 3 Se: 
: , He 
a i . Tap 
Ee 4 f ors aK 
Pe fo ‘ ie 
pigs ee 
: Sage 
eS ar: 
oe f ee 
“ a : f : * 
: A eos 
: ge 
Sale 
ma : 
_  - 
a : aa 
: eS 
‘ # 
ae é ; Po 
rid { a bat 
: : $ et r ae Lage te, aA : ‘ i. on. 
é : ar coal  Toege a ee a ee ae ea cp 2 ee fey an 
a pole epiten:. Sie: ee Be wae a: in a oe \< hae «2 
¢ eM aah ae abe Peo ae ; eee ee ae? . » F ae Be 
4 ae . ear. 4 et ee % ea eat. ee ee . was iy) ge" 
2 ame =: € “eter * "cee Px cake. ec ee ial 
4 a : eo Bs miett BS eh Bs, bo sie oe 
2 é eer! ey . wee - & fk r Gn han % e ie 
rs: ae ;. e Ses tl “we BLS Ae *e di bsx . ;* Fore tet ip € 
: ea 3 nee | : Y RRS ihe £ Ake - a ot Cae 
Rudi ot . "ae as, var nf q Ld; J i 
. a ~ 7 - fi Bite aN 
‘ % ue ig We i- g 4 ae Eve Be a # hi ar "9 ¥ ae 
nae 4 Tle .. F ne ll <4 o at pase 3 ¥ eS 
: oa * nin; - ; ba i Wren io: 
: / 7 ; : i : aia. ' Pi poe gt ssa ra Dine = 
Ke + tire eee it . hte ‘ ae rat? ned * a A 
fe « Fy a : a Tere, ‘ Bak eve ie a gents 
Bee us é fi ‘= ‘sf a s rate. * 5 : og 
ed 2 : ao ads Leis —— A. Bees tin: ee a : ~ a 
c feng 4 eh _— r Bet : ; eo x) t 4 ay es ee * wie ” . ee t 
is # aa 8 es ' Sikes i Bente al ag" 2: “¥ Pata o noe 
a — ? i — : PG os, 3 : toes ; Baie : ox 
x - —: [a be: 2; *4 3 icon cee fC 
A F : a tee Be a mae an ee ; te 
oy a 3 3° ie . ae a . ‘ Ae io 5 ‘i 
ie mi ee fe cs i $ Ree “sth Cae 
1. ae ‘ sd pes oan . ihe Tiga : 
aa d ’ 4 genes pe : bi : ie a "Sar be A Ss 
i. e | I) oe . P fe or. ge ie tre Pe rz . 
‘ 3 és Gy a) eaten eae Bry * e -G Md . | a rag ‘i ne Rt say 
es “4 pO aes: aaa! 2 4 of Re are ot 
is : ; eee . = Het Pee 
=. - + pee: 
‘ eRCC RS a5 
Po po bee 
‘ ro , 
aye Leniares 
Be pats p 
bs Say 255 
; Se OS, 
ue a ‘ 
Jey Sa 
med Maes 
“a ' 
ce a ; 
i as 
pir es 
¥ ee Re 
s . ee 
: , F ; a Pihags é 
; SA Side ee Le : = > bal 5 i : v ' : ‘ . 2 4 tS - bon fe Sa Pa leat 5 
ve Se bie ee see Poe py eh ae ey Rg a de Recene. 5, ae pier ph ett) a : ee os. Sen 2 me 
Agee ibis he VS eee ve Bert ce Se a 5 SES: lege: Naas et WRN UENCE.) a ereniias Ne eta hr pats Dees ria. 4: ‘3 Pine 
Beet eas. — Reka ee aS Se as tea ue se MA dk ka ). 2 eras a og a ee hy Lae ty aD SF So, Sg Sr 
a 5 ae laa: on ¥. & Rigas : r8 — oe ie Bis eae a. BE a pemey yy by me ees ay a4 ee ais bo aa oe jh eee 
Ra hha ee ie en a Se pe?) oe, ee So) gee oe eke ae poe I PR seh 


88 


that art must also be salesmanship in 
print. I think that living in this atmos- 
phere has helped their viewpoint, as they 
have helped ours. And though we were 
late in coming to art, once we learned it 
and had, as we have now, the organiza- 
tion that can apply art so that it is all 
asset, and in a way that I couldn't work 
out before, I believe that there is no 
place today where people can get copy 
comparable to Lord & Thomas. I believe 
it is impossible 

Had we [recognized the importance of 
artwork earlier], I am sure we would be 
doing double the business today. It got to 
a point where certain of our big clients 
(the Goodyear Tire Co., spending a mil- 
lion and one-half a year, for example) 
said to me cold, “Give us the right art in 
copy and we stay; don't, and we go.” 

i said, “Isn't your copy paying? Aren't 
you going further than anyone in the 
line’ 

They said, “We know what we want 
We have no lack of appreciation, but this 
is what we want.” 

I was stubborn and we didn't give it 
to them. If we had had the art work that 
we have today we never would have lost 
the Goodyear Tire Co. But I wouldn't, 
because I couldn't. I make this frank 
statement because there is no other state- 
ment to make. But I want to repeat and 
emphasize that today we have fully ab- 


“wasorbed that notion 


s I don't like to be on the defensive, as 
if I thought we were a house that had 
@ipped. As a matter of fact, let me say 
ft you that since I have been with Lord 
& Thomas we have never had one year 
that hasn't been somewhat bigger than 
the year before. In recent years maybe 
we would only top the previous year by 
),000 or $100,000, but anyhow we in- 
_ our business last year 
'From 1910 to 1923 we grew only from 
,000,000 to $10,000,000. We just in- 
Gfeased a few thousand, maybe $100,000 
me $200,000, a year, because we didn’t 
push the business. Last year we increased 
o@r business 30% over the year before, 


from almost $11,000,000 to almost $14,- 
000,000, and this year, for the first three 
months, we are quite some little ahead of 
last year. But the increase we had last 
year showed what it meant to the busi- 
ness for leadership—-I have to say that 
to come back to it. [As previously men- 
tioned, it is interesting to note that N. W 
Ayer’s volume for 1924—when L&T billed 
“almost $14,000,000"—was $13,715,000 

And it wasn’t the fault of the men 
while I was gone that the right leader- 
ship didn’t exist among you, because in a 
line like this you cannot have leadership 
where there isn’t ownership. In a manu- 
facturing business you can have it, be- 
cause there is a trademark product, but 
in a personal service business the creative 
minds must be coordinated. Any one of 
the men might be able to do it, but all of 
them working together can’t. There must 
be one conduit through which it flows 
and finally comes out. Isn’t that right? 
And [the lack of] that is what we suffered 
from 


® The individual accounts remaining in 
our business received fine service, be- 
cause we had fine men, and some of the 
best advertising we ever did was devel- 
oped during that period. But because of 
the stresses we couldn't get new clients. 

There is more than one right way to 
do the same thing. But no institution can 
get anywhere that doesn't select which 
one of the right ways it wants to go 

I have a team of three horses. I want 
to go from here to Milwaukee. There are 
three routes. They are good horses; they 
can take that wagon up to Milwaukee in 
as quick time as any three horses on 
earth. But when we come to the limits of 
the city of Chicago, if, as the driver, I 
am going to get off the wagon and each 
of the three horses begins pulling for his 
own road, they are not going to get very 
far towards Milwaukee. Yet, if I had been 
driving any one of the horses singly, he 
having made the trip before, if I got off 
he might take the wagon and go all the 
way to Milwaukee if somebody didn't 
stop him. 


Next week: Some further comments on the need for active, direct man- 
agement in the advertising agency business, and the necessity for an adver- 
tising man to keep an outside view on a business operation. He and Claude 
Hopkins disagree on whether an agency should own the businesses for 


which it does advertising. 


Employe Communications... 


New Film On Voting Packs A Punch 


By Robert Newcomb and Marg Sammons 

When “Ott” Coelln, the editor and pub- 
lisher of Business Screen, passes the word 
to this department that a good industrial 
motion picture has just been issued, these 
departmentalists lose no time in seeing it 
Coelln is a keen judge of what's good and 
what isn’t in the industrial film field, and 
once again he has picked a winner 

“Government Is Your Business” is not 
precisely a current release— it's been out 
a little while, and quite a few prints are 
already in circulation. It is one of a series 
of public interest films sponsored by The 
Christophers, with headquarters at 18 E 
48th St., New York. The films have no 
religious theme of any kind, unless good 
citizenship is a religion 

The story itself is the simple narrative 
of a young man who decides that he will 
enter politics, that he has heard enough 
and seen enough of corruption. He tangles 
with the political machinery of the com- 
munity and feels its squeeze upon his 
family and his home. But he stays with 
the battle, and the suggestion at the end 
of the picture is that he is well on his way 
to winning it. This is corn in upper case, 
but corn wins elections. And corn can 
make people think, so we should have 
more of it 

As election day 
the people in industry who look hopefully 
for the upheaval seem to think the up- 
heaval will create itself. The publications 


approaches, many of 


for employes are full of “Don’t Forget to 
Vote” material; the plant bulletin boards 
show employes the locations of the polling 
places, and plans are in the wind to get 
voters transported by car. The rest of it 
is up to the gods of chance. 

It’s a shame, but that isn’t quite going 
to do it. With all the hoorah about the 
respective candidates, the boys in the 
plants around the country are still talking 
about the World Series. If they are to be- 
come vote-conscious, they'll have to be 
tickled with something more affirmative 
than a feather 

The picture “Government Is Your Busi- 
ness” has the capacity to stir. It is the 
sort of non-partisan, grass roots affair 
that adds up to working people. The com- 
pany that will buy it (it’s sold, on a non- 
profit basis, at $30 and it’s a steal at the 
price) and show it to employe groups will 
show a great deal of sense 

Critics of a film like this, with a home- 
spun message, will say that it falls short 
of a worthy goal—that it merely awakens 
people to the need for political action of 
the right sort, and then lets them go back 
to sleep again. This is possible, but some 
of the critics expect too much. They 
would prefer to have such a picture take 
each viewer by the hand, drag him to the 
polling place, and pull down for him the 
proper lever. They don’t propose to do 
anything about it themselves except to 
describe the need, 
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The Creative Man’‘s Corner... 


When you take ¢ mirrarside view of yourself 
jm the neat, natrew-brianmed Racquet Club 
with ‘its tapered crown, you'll be imprewed. 
You'll fike the anmart look it gives your whole 
appearance,~the way it flatiers your fece. 
Treat yourgli to the height of hatmaker's 
wyle this Pall with a Racquet Qheb bat by 
Dobbe—exctusively at W ellachs. 


arven eoess WATS TO 40.00 
(nite 
‘Wallachs 
‘TO FINE STORES FOR WER Wt GREATER SEW YORE 
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- creer 


Tips for the Production Man... 


inconsistent 


This estimable newspaper, for which we have written for longer than we 
like to contemplate, has become so clogged up of late with columns on vir- 
tually every aspect of advertising that we are beginning to feel restricted in 


Perhaps this conceit is resorted to to cause readers like ourselves to go 
through the headline twice—which we did, in order to comprehend just what 
it meant. However, even after mentally substituting caps for the lower case 
letters we encountered, we could not bring ourselves to believe that the 
racquet club is the hat we are going to wear this fall. On the salary we receive 
we shall continue to sport the truly warner we bought back in 1926. 

Our one hope in a life that becomes daily more hopeless is that copywriters 
will have the guts to insist that art and production men respect the manner 
in which they write or type their copy by this we mean respecting the em- 
ployment of capitalization and proper punctuation it is of course and it could 
even be true of this newspaper that art and production men have entered into 
a conspiracy to deny the creative men who make their livelihoods possible 
of the last vestige of authority and this as any classicist will attest is calami- 
tous god willing it will never happen on this newspaper. 


oer rere 


orerer 


what we may justifiably comment 
upon. 

For example, this Dobbs ad, run 
over the signature of the Wallachs 
stores in New York, annoys us pri- 
marily because of the lack of capital 
letters in its headline and signature. 
While the importance of capital let- 
ters—or the lack of them—in a 
headline or a signature is logically 
in the province of the art director 
or the production man, we strongly 
feel it should also be a logical con- 
cern of the copy man who, after 
all, institutes the message and 
should have some interest in the 
degree of impact it has when 
presented in the finished advertise- 
ment. 

Racquet Club is obviously the 4 
name of the Dobbs hat featured in 
this advertisement. But spelled with 
a small “r” and a small “c” it could 
very well be the handle of an im- 
plement employed for batting a ten- 
nis ball back and forth over a net. 
Dobbs—spelled with a small “d”— 
could also be the Teddy Roosevelt 
spelling of daubs, meaning blotches 
of paint. 

Aside from this, we feel a copy 
message should be consistent. In the 
text, Racquet Club, Dobbs, Fall and 
even Wallachs are given the dignity 
of capitalization. Why, then, deny 
them this dignity in the headline and 
signature? Does the lack of a serif 
make capital letters any less neces- 
sary to distinguish proper names 
and nouns? 


Is All-Cap Type Harder to Read? 


By Kenneth B. Butler 

Every test that has ever been made 
shows that lines of type set in all caps is 
harder to read than lower case or caps 
and lower case. Hence the copybook pre- 
judice against the use of caps 

This piece is a defense of the capital 
letter when properly used. To my way of 
thinking, it is the most beautiful letter 
form of all. 

A stronger argument, even, is that caps 
by their very sizing permit a headline to 
carry an impact that cannot be ignored 
Lower case presents an area of ink, in a 
given size, roughly only 40% that of caps 
Why not counteract this by upping the 
type size of the lower case? That is a good 
question. The answer is that most pro- 
duction men seem to work against a men- 
tal block. They visualize 36 point as a 
size designation, boldness 
used or style used. In addition, many 
printers stop their type selections at 60 
point, and 60 point lower case is the 
equivalent of less than 30 point in caps. 

When using caps in headlines, the an- 


regardless of 


swer is to write short, punchy headlines. 
The headline thought can be developed in 
a subhead, or a lead-in head. Short head- 
lines are not hard to read, even in caps. 

The change of pace offered in the 
occasional use of cap lines is effective in 
varying the typography. Caps, along with 
occasional use of italics, provides addi- 
tional “colors” to the palette of the typog- 
rapher. 

And for pure beauty consider the oc- 
casional use of a reference line set in very 
small caps, surrounded by generous white 
space. It has a dignity and attention value 
that overshadows its diminutive 8 point 
or 10 point small caps size. 

Long phrases of all caps should be 
avoided in text composition, of course, 
as the size breaks the uniform color of the 
text. Small caps are preferred, for em- 
phasis, or italics. 

The use of all caps should always be 
avoided in certain special types, such as 
Swash letters, script, Old English, or Text 
faces because these letter forms are just 
too confounding to be legible. 
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OW IS yOUT 
ublic image? 


Your product advertising does more than 
move merchandise .. . 


It establishes the character, the person- 
ality—the public image of your company 
and its management. 

It can stamp you as a friendly, progres- 
sive firm. Or it can create a distorted 
image, with little or no human appeal. 

How wel! does your product advertising 
reflect what your company is? 


Equally important: how good, or how 


bad, is the secondary reflection it casts 
on all American business? 

These are long-range questions. Being 
a long-range agency, blessed with long- 
range-planning clients, we try to develop 
advertising with such questions in mind. 


How is your public image? 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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HELP WANTED AD | 
HITS HEADLINES 


A popular newspaper columnist reported: 
“Mr. .... has been swamped by letters from 
all parts of the country as a result of his 
' firm's ad for personnel in Advertising Age.” 
While this comes as no particular surprise to 
us, you may be pleasantly surprised at both 
the quantity and quality of applicants you 
can get through a “help wanted” ad in our 
“Advertising Market Place.” The point is that 
Advertising Age, being edited for smart, ex- 
perienced people, does much of the prelimi- 
nary “screening” work for you, and gives you 
your pick of the best available personnel in 
the field. 


i 
i] 


Information for Advertisers 


stand sales have increased by ap- 
proximately one third since distri- 
bution of the magazine was taken 
over by the Curtis Circulation Co. 
Of primary interest to space buy- 


. %, No. 4463. Men’s Clothing Industry 
Studied. 

‘1952 Fact Book” is a new study 

Offered by Men’s Wear which pre- 


nts a c lete analysis of the : > 
> ~ oe calle ey of men’s ¢'S looking for newsstand circula- 
nd bovs’ wear in the various “0 and circulation bonuses. 
types of outlets, plus a breakdown , oe 
@f the volume done in different No. 4466. Up to Date Picture of 


. Fort Wayne Market. 
ypes of men’s wear merchandise. 


he information is organized for From Fort Wayne comes a new 
e use of manufacturers, mill ex-| book, “Indiana's Golden Zone 
utives, retailers and advertising Market,” prepared by the News- 


Sentinel and the Journal-Gazette 
which presents an exceedingly de- 
tailed analysis of the market from 
both the wholesale and retail 


@gencies in the men’s wear field. 


Mo. 4464. Guidebook to Selling the 
Aviation Market. 


% 7 : viewpoints. It covers, too, banking, 
; at iation Week Reports on ~~ transportation, population charac- 
Market it Serves is the pened 4‘ teristics, industry, circulations, 
Hew book in which the publication merchandising cooperation, test 


a considerable store of| campaign data, and much more. 


| Presents 


UWeful information, set up in usable 
form. The study breaks down the! yn, 4467. Report on Feed Manu- 
@viation market into three broad facturing Industry 
, Gategories: Military, Commercial, 


A new report on the $31 billion 
feed manufacturing industry is of- 
fered by Feed Age. The report in- 


@hd Utility Flying, and presents a 
@bick but comprehensive picture of 


@ch. Summary: “The aviation in- i : : : 3 
@ustry is going to be glutted with cludes a short history of the mer 
orders for many years.” In addi- ket, traces its fast growth from a 
tion, the book gives a breakdown of eae Aether viiagenindirnsnedh a ahaa 
government appropriations; a list ~ to 1 ace 7, ane rer ~ 
of all USAF procurement division | °€akdown of the market by 
contracting officers; a list of all | S!2°5 of plants and by type of oper- 
ren For “¢ amennae districts, | 240”. It also describes and lists 
regional] offices ind plant repre- the materials and equipment 
uM sentatives; a list of all companies bought in volume by the feed in- 
i i ; al ‘ a 
with Certificates of Necessity; an dustry. 
analysis of the scheduled air trans- ., sea ts . 
aaa nh shia ee ‘ aenenien ‘ No. 4457. Comprehensive Study of 
3 op sp Oa 3eauty Market 
be breakdown of the 1952 federal-aid ve sees ; shee lie 
5 sisnest program: and & Het of ell Cosmopolitan presents its “Sur- 
——a- Sst ; 7 vey of Beauty, 1952”—a_ report 


U.S. terminal airports, with names 
of manag Brief media data, and 
a list of the pyblication’s merchan- 
dising irch services rounds 
out the picture 


covering 107 cosmetic and toiletry 
items, plus comparative data from 
previous surveys to indicate trends 
For example, indelible lipstick, 
solid perfume and cologne, and 
liquid cream shampoo are all on 


ers 


and resei 


No. 4465. Study of Newsstand Sales. 


“Our First Year with Curtis” is ant. This is an exceedingly detailed 
a report offered by Science and study, giving brand preferences in 
Mechanics, showing how news- all categories. 


Note: Inquiries for the items listed above will not be serviced beyond Nov. 10. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


Please send me the following (insert number of each item wanted 
—please print or type) 


— | 
NAME TITLE 

COMPANY 

ADDRESS ‘ 

IE Bi IUD a ecicncescnenscarnnnnenccisennnznnecneent i saehavesennsesoncnteen BEATE ncrecccssesere econsece 


the upswing, as is spray-on deodor- | 


Rates: 
lines (maximum- 


preceding publication date. 


Semen 


$1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. 


Deadline Wednesday noon 12 days 


Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, 


apply on display. 
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BUSINESS OPPORTUNITIES 
ART DIRECTOR & PRODUCTION MAN 
Unusual opportunity to purchase interest 
in established growing Pittsburgh Agen- 
ey. 3 y experience in 
media, Point-of-purchase. 
Interviews in Chicago. Please give full 
particulars and experience a will 
held in strictest confidenc 

Write Box 5323, ADVERTISING AGE, 

801 Second Avenue., New York 17, N. Y 


HELP WANTED 


HELP WANTED 


OPPORTUNITY IN TEXAS AGENCY for 
AE of partnership stature who wants to 
trade the cold winters and crowded 
commuter-living for the clean, sunny 
cities of the southwest. The man we are 
seeking knows what we are talking about 


because he has lived in the south or 
midwest, he is under 40, and is fully 
qualified to sell and handle accounts. 


He writes copy that impels people to buy 
his clients’ goods. It is almost a “must” 
that he have 5 years experience in a 
small to medium-size agency. Talent for 
administrative work is a valuable asset, 
because the right man, when proved, will 
have a chance to acquire a substantial 
interest in this 25 year old, financially 
strong agency on very favorable terms. 
This opening looks good and sounds big. 
It is both. The man who fills it already 
knows that ad budgets are smaller here 
than in older industrial areas, and agency 
salaries are proportionate. Yet he values 
the many other benefits that more than 
make this up to him and his family; among 
them he can make his own future here 
in a fast-growing, prosperous country. 
Applicants should re-read this ad care- 
fully to make sure they qualify in all 
Particulars, then write fully (airmail), 
giving all information you would want 
(including photo), if you were head of 
this agency and seeking a man to qualify 
for partnership. Interviews scheduled in 
near future in Chicago and New York. 
President, Evans & Associates, 9th Floor 
Dan Waggoner Bidg., Fort Worth 2, Texas. 


BARNARD 
A service for employers 
in the fields of advertising and publish- 
ing. Office and professional 
Central 6-3178 178 W. Adams Street 


ARE YOU THE MAN 
For This Opportunity? 
Due to our expanding business, 
added personnel on our 


and applicants 


we need 
client-Service 


team. An experienced, sales-minded, cre- 
ative advertising man will find this a 
most attractive opportunity Work in- 


cludes advertising plans, writing keynote 
copy, client contact. The man we seek is 
not a job hunter. However, his experi- 
ence has prepared him for larger re- 
sponsibilities, wider application of his 
abilities, and proportionate earnings. If 
you feel that you are well qualified for 
this position, send complete personnel in- 
formation and picture to this well estab- 


lished agency; thirty years in business, 
national accounts. N. A. Winter Adver- 
tising ~ Des Moines, Iowa. 


ED J. MASTERSON 
ADVERTISING Pt BLISHING 
PERSONNEL 
All types of positions for men and women 


185 N. Wabash Fr 2-0115 Chicago 
HELP WANTED 
ADVERTISING MANAGER 


Well known Chicago 
manufacturer needs experienced Adver- 
tising and Sales Promotion man. Will 
direct national advertising, direct mail 
and promotion campaigns; will produce 
catalogs, sales training material and dis- 
plays. Send resume and salary require- 
ments 
Box 5325, ADVERTISING 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 


heating equipment 


AGE, 


209 S. State St Ha 7-2063 Chicago 
ARTIST or ART DIRECTOR 
Small agency in capitol city of Pa. offers 
interesting and challenging job. Must 


know layout, some art, purchasing print- 


ing. Starting salary $4,000 with share of 
profits. Send complete information. Confi- 
dential 


OLIAN-SIDMAN ADV'T AGENCY, 
Front St. at Harris, Harrisburg, Pa 


Contact Don Hill fo 

ADVERTISING POSITIONS 

BUSINESS MEN'S CLEARING HOUSE 
209 S. State, HA 7-4577, Chicago 


TWO SPACE SALESMAN 

One for Chicago One for New York 
Outstanding opportunity with oldest and 
biggest trade magazine in its field. Must 
be college graduates, personable and ag- 
gressively hard workers. Prefer men 28-34 
Give complete information, size of family, 
can you travel and recent photograph 
will interview in New York and Chicago 

Salary, commission and expenses. with 
unlimited future 

Box 5322, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
AGENCY COPYWRITERS 
Immediate openings in top agencies for 
men experienced in industrial and con- 

sumer copy on large accounts 

Salaries $5,000 to $15,000 

SHAY AGENCY 
30 W. Washington St., Chicago 2, Ill 
WE PLACE 

Advertising Managers or Assistants, 
Account Executives, Copywriters, Artists 
and other Advertising personnel 
anywhere in the United States. 
If you are seeking 
An Advertising Job 
with a future 
see, call or write 


Mary Hughes 

CADILLAC 

Suite 614 220 S. State 
WAbash 2-4800 

WANTED ~- PUBLIC RELATIONS MAN 


Must have ideas, experience in fund rais- 
ing campaigns, recruiting students, gen- 


eral publicity - for accredited Chicago 
College - All applications must be in 
letter, give age, past experience, compen- 
sation expected, references required 

Box 5324, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 
SALESMAN: Business Paper in Funeral 


Industry, Chicago and Midwest territory. 


Tell all about your qualifications and com- 
— 


x 5335, 
801 ye Ave., 


—e —. ~ 4 AGE, 
New York 17, N. Y. 


| with 


ADVERTISING PRODUCTION MAN 
We need a personable young man with 
thorough advertising experience to handle 
mechanical production in recognized small 
industrial agency. Top quality work’ nec- 
essary for high type clientele. This is an 
opportunity for a young man who wants 
to make a place for himself. 100,000 com- 
munity, 2 hours from Chicago. Please 
give references, age, education and back- 


ground 
ADVERTISING AGE, 


Box 5321, 
200 E. Illinois St., Chicago 11, Ill. 


LEADING CHICAGO PUBLISHER 
offers outstanding opportunity for experi- 
enced progressive-minded business maga- 
zine. Editor, good writer and reporter, 
who knows how to build and hold reader- 
ship in diversified field—one of America’s 
largest basic industries. Knowledge of 
lumber and wood-working fields desir- 
able. We want a young man who can 
keep this fast-growing magazine on the 
up-grade; hard worker who knows how to 
manage his time in field or office, who 
knows good makeup and works smoothly 
with people. Write full particulars, age, 
education, draft and marital status, pres- 
ent and past connections, salary desired, 
for early interview 

Box 5337, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


CAPABLE ADVERTISING MAN 
FOR BUSY AE OR AD MANAGER 
Age 26 4% years solid agency ex- 
perience. Plenty creative ability and sales 
promotion exper., some copywriting. 
Knows space and time buying and pro- 
duction. 4 years of art school. Presently 
assistant AE on major food account and 
sleep product. Seeks challenging posi- 
tion that will utilize full ability. Ex. 

references 
Box 5333, ADVERTISING AGE, 
200 E. Illinois St., , Chicago 11, Il. 


ART DIRECTOR OR ASS'T. 
Present successful A.D. wants opport 
to join larger agency with more potential. 
Creative thinking and layout that SELLS 
the copy, the product, the client. Thor- 
ough production know-how. Cent. east 
industrial area pref'd. Age 28; family. 

5327, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


CAPABLE WRITER petroleum and food 
fields consumer, technical, economic 
subjects - unusual ability to make techni- 
calities intelligible newspaper, trade 
journal, advertising, public relations ex- 
perience 

Box 5326, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 
MARKETING and RESEARCH 
office of national food-beverage firm 
seeks greater use of his knowledge of 
distribution and merchandising, and of 
the changes taking place in those fields. 
Top diversified business experience, or- 
ganizational know-how, and analytical 
ability are extras which will return hand- 
some profits on the $18,000 minimum some 
progressive substantial —— — wish to 

invest annually. Will reloc 
Box 5330, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
ADVERTISING AND_ PROMOTION MAN 
Presently with leading Appliance Co. as 
Ass't Adv and Promotion Mgr, but wants 
bigger and better fields to graze in, Good 
Background and experience in all phases 
of advertising promotion and publicity 
Willing to call any place home. Single- 
26-College Grad. Draft Exempt 

Box 5332, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


LET A TV EXPERT WRITE YOUR TV 


commercials. Script and rough story- 
board $10. We work from your news- 
paper copy or descriptive letter. Satis- 
faction guaranteed Prompt air mail 
service. Sorry, Buffalo agency affiliation 
prohibits Western ew fork clients. 
-V-idea Work-shop, 162 S. Harris Hill, 
Williamsville 21, N. Y. 


SEMI-TECHNICAL WRITER, PR-AD- 
Publicity man, 28; BA degree, wants 
spot to grow in, prefers S, SW. Married, 
good photographer; engineering back- 
ground 

Box 5329, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il 
specialist. 


COPYWRITER, direct mail 
Top exp. in “mass” & “class.” Catalogues, 
brochures. Also radio, TV, newsp. pro-| 
motions. Prefer agency or manufacturer. 
Box 5318, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y¥ 


TOP ADVERTISING MANAGER direct- 
ing program for nat. firm in service 
field seeks a more challenging position 
agency or Mfg. 17 years agency, 
newsp. exp 

Box 3334, ADVERTISING AGE, 

200 E. lllinois St., Chicago 11, Ill 


TOP NOTCH Production Manager, 23 
years experience, desires connection, well 
established Agency or Publishing House. 

Box 5319, ADVERTISING AGE 
801 Second Ave., New York 17, 


N.Y. 


} 


FOR SALE BE 
Established Company in beautiful sub- 
urban community doing Nationwide busi- 
ness. Products represent an automatic 
point of sale merchandiser and an auto- 
matic continuous Slide Projector. Cus- 
tomers include many prominent Ameri- 
can firms. A money-maker for advertising 
merchandising minded party or Company. 
Business available for $22,000.00 net in- 
ventory value. Owner has coronary ail- 
ment, hence this special offer of $15,000 
cash and balance over 24 month period 
For details write 

Box 5331 ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IL 
OWN YOUR OWN NEWSPAPER! 
Solid, long established, influential weekly 
grossing over $90,000 this year for sale 
at $85,000, reasonable terms. Fully 
equipped modern plant, congenial staff, 
lovely community in S. F. bay area. Busi- 
ness expanding rapidly. Write fully re- 
garding ability, personal and financial 
references to Wm. A. Ayres Co., News- 

paper Dept., 233 Sansome St., S. F 

PUBLICATIONS FOR SALE—Estate wish- 
es to dispose of a highly-profitable group 
of trade publications in food field. Will 
involve an investment of approximately 
$500,000.. Reply to “Publisher's Estate,” 


c/o_Kencliffe, Breslich Adv. agcy., 221 
N. LaSalle St., Chicago. 
MISCELLANEOUS 


SALES SIZZLE for those who act on the 
money-making selling ideas reported in 


this monthly bulletin. A full year for 
only $5; money back if you decide you're 
not getting full value. Send check to 


BRIEFED IDEA- SELLING, 400 Madison 
Ave., New York 17. 


How to Give Your Copy 
“Point of Sale” Power! 


Agencies: Are your clients insisting 
on more “point of sale” punch in 
consumer goods copy? 

Manufacturer’s Ad Managers: Is 
the boss yelling for more “what'll 
it do for the customer” emphasis in 
your copy? 

Advertising executive with 20 
years experience in “ring the reg- 
ister now” advertising. all phases 
of retail promotion and with top 
store contacts, will take a limited 
number of copy assignments, on a 
free lance moderate fee basis (by 
mail only). 

Copy is his strong point here's 
a man who rubs elbows with the 
ultimate consumer and knows how 
to interpret merchandise in the 
language the customer speaks. 

Send me the pertinent facts about 
your consumer product with a rough 
layout, the medium, deadline and 
let me write it for you in hard hit- 
ting “over the counter” words. 

Get that “point of sale” slant now! 


Address: COPYWRITE 


P. O. Box No. 5591 
Cleveland, Ohio 


IDEA MAN WANTS 
CHALLENGING 
COPY JOB 


An all ’round ad man of 40 can prove 
his forte is in the field of ideas; can 
show a good record for producing 
practical, common sense copy that 
brings results. Has unusual 20-year 
background of thorough agency and 
publishing experience, including copy, 
media, production, contact and ad- 
ministration. 

Has worked on accounts ranging from 
package goods to heavy industrials, 
| cigars to notions, automotive products 
to chemicals. Knows how to present 
powerful reasons for buying tangibles 
and intangibles. 


Presently Copy Chief for medium- 
sized agency; earns $12,000-a-year. 
Available on one month’s notice. Will 
relocate anywhere from New York to 
Chicago. 


BOX 270, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 


| Highest caliber representation for new 
high-potential trade paper needed in 
Detroit, Cleveland, Chicago areas by 


established publisher. Write giving back- 
ground, publications now handl etc 
Box 5328, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


CIRCULATION MANAGER 
NEEDED 


With experience in ABC and CCA 
’ procedures, capable of handling 
list maintenance and promotion 
for three monthly publications 
with total list of 25,000. Good sal- 
ary and bonus. State in detail, 
qualifications, experience and sal- 
ary expected. 


| JENKINS PUBLICATIONS INC., 


P.O. Box 9278, Los Angeles, Calif. 
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Department Store Sales.. 


September Sales Follow ‘51 Pattern 


WasuHIncTon, Sept. 30—During 
the first three weeks of September 
the nation’s department stores 
more or less hugged the sales curve 
set last year. 

The Federal Reserve Board re- 
ported dollar volume in the week 
ended Sept. 20 was 1% above the 
same 1951 week. The FRB also re- 
vised upwards its statement for the 
previous week, reporting that sales 
in the week ended Sept. 13 equaled 
these of last year, instead of being 
1% lower. For the week ended 
Sept. 6, department store sales 
averaged 1% below the compar- 
able 1951 figure. 

Sales from the beginning of the 
year through Sept. 20 still lag 2% 
behind 1951, indicating that a big| 
volume is needed in the remaining 
three months if the stores are to 
equal or exceed their alltime high 
of last year. 


® In the week ended Sept. 20 there 
was a surprise defection from the 
ranks of the regular plus districts. | 
Stores in the Dallas area showed | 
a 1% decline and this was the 
first loss suffered by the district 
since March 22. Biggest gains, by 
cities, were 30% in Lowell- 
Lawrence, 24% in Little Rock, 19% 
in Nashville, 16% in Los Angeles 
and 15% in Augusta and San 
Diego. 


% Change from ‘51 
Week Ended 


Federal Reserve 
District and City 
UNITED STATES ............ 
Boston District ............ 

New Haven 

Boston . waaeliie 

Lowell-Lawrence 

Springfield 

Providence ; 
New York District ..... 

Newar ‘it 

Buffalo 

New York 

Rochester 

Syracuse ne 
Philadelphia District 

Philadelphia 
Cleveland District . 

Akron 

Cincinnati 

Cleveland 

Columbus 

Toledo 

Erie 

Pittsburgh —5 
Richmond District Seal 

Washington 

Baltimore 1 
Atlanta District 23 10 

Birmingham 21 18 

Jacksonville 9 6 


bheutole-v? 


| 
mase 


wm cmcwobbhbeebieloebLLl 
ee 


LI 
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azebbb 


Chicago —2 —7 
Indianapolis 1 —7 
Detroit —2 3 
Milwaukee 1 
St. Leuis District 
Little Rock 1 
Louisville 
St. Louis Area 
Memphis 
Minneapolis District 


DEPARTMENT STORE 
SALES INDEX 


1947 


equals 100 


Week to Sept. 20, ’52*p112 
Week to Sept. 22, ’51*..111 
Week to Sept. 13, '52*..114 
Week to Sept. 15, 51*..114 
Week to Sept. 6, ’52*.... 
Week to Sept. 8, ’51*.... 


*Not adjusted seasonally. 


100 
100 


pPreliminary. - . 
7 | curity Title Insurance Co., Los 
Pe seiesaes ; | Angeles, has been appointed head 
of the committee on advertising 
Wichita ccc —1 —8 —12|/ and publicity of the American 
Kansas City —i —7 -—4 Title Assn. for the 1952-53 term. 
, Fe eer” ae — B Mr. Sommers will direct the sixth 
tle Ne CY www 19 15 «0 National advertising contest con- 
Dallas District 5 3 -—1, ducted by the American Title 
| a all s «2 —$ Assn. at the Biltmore Hotel, Los 
Fort Worth 19 -—1 —g, Angeles, next year. 
ouston . —7 -#6 6 
San Ant : 4 6 —1 
San Francisco Disiriet.. —3 9 12 Blash Heads Webster Board 
oe See nee —§ 17 1% R. F. Blash, president and chief 
Angeles wit «ly 9 executive of Webster-Chicago 
Westside Los Corp., maker of Webcor record 
oma —7  $ ‘4 changers and other electronic 
San Diego —10 28 15 equipment, since he founded the 
San Francisco ro = —_ business in 1914, has been elected 
ortian 4 2 " 
Salt Lake City @ 11 ig Chairman of the board. Donald 
Seattle 6 13 6 | MacGregor, formerly v.p. in charge 
Spokane 1 4 6 of manufacture for Zenith Radio 
puatinaasienl Corp., Chicago, has been elected 


*Data not available. 


Calvert Promotes Yule Trade 
Calvert Distillers Corp., New 
York, wili distribute to retailers 
nine Christmas cartons covering 
Lord Calvert, Calvert Reserve and 
|Carstairs in the pint, fifth and 
| quart size. Dealer aids include a 
| writing stand with ball-point pen, 
designed to increase Christmas 
| gift business; a floor stand with 
calendar, reminding customers of 
the shopping days remaining be- 
fore Christmas, and a Christmas 


valance with a large wreath cen- | 
ter, carrying a holiday message to | 


{the consumer from 
| owner. 


'Sommers to Head PR Committe 
| Robert H. Sommers, v.p. of Se- 


| to succeed him as president. 


Such an opportunity rarely occurs 


WANTED 
Advertising Agency 


RESEARCH DIRECTOR 


With imagination, initiative 


Ours is a’strong, fast-moving Chicago agency .. . 
sized” and growing . . . with a reputation for high professional 
standards in every phase of operation. Our need is for a 
Research Director who can match that standard by contribut- 
ing something a lot deeper than mere slide-rule thinking. The 
job can be as big as you can make it. A young man seasoned 
and ready for his big chance would be seriously considered. 
Please give your story fully in your first letter. It will be held 


and sound experience 


in strict confidence. 


BOX 275, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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Duluth-Superior 
Kansas City District . 

Denver .... 

Topeka . 
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LOS ANGELES AGENCY 
WANTS 
TWO COPYWRITERS 

One of the largest 4A agencies on the 
coast wants two competent men for) 
its expanding creative staff. Each 
should have at least 3 to 4 years agency 
experience on national accounts. Food | 
background desirable but not essential. | 
One should be heavy on consumer 
print. The other must be a thoroughly | 
experienced radio-TV writer. If you 
believe you’re the man for one of these 
two positions, write fully giving your 
reasons why. Also salary expected. Re- 
plies held confidential. Our people 
know about this ad. 


Box 273, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MONTHLY TRADE MAGAZINE FOR SALE 


Only magazine being published in its 
field. A splendid opportunity for profit 
without the large investment usually 
needed to acquire an estabiished maga- 
zine. For additional details, write Box 276, 
Advertising Age, 200 E. Illinois St., Chi- 


Two Good TV And Radio Jobs Open 
In Major Advertising Agency 


1 Executive assistant to television-radio director in the 
e 


the tavern | 


New York office. This is a fine job in a congenial 
agency with national reputation for being a good place to 
work. In return, we expect grade-A performance and sin- 
cerity of purpose. You may now be head of a radio-TV 
department in a small agency, or you may be a network or 
talent-agency executive with broad experience in advertis- 
ing problems. This job will require experience in copy, pro- 
duction (films, live programs, and spots) as well as in man- 
agement of the business side of the department, including 
time and talent contracts, estimates, general planning, client 
contacts. Your age should be in the middle thirties preferably. 
y) Top-flight TV and radio copywriter in one of the mid- 

© west offices of the agency. Experience required in 
expensive consumer units such as automobiles and appliances. 
Must have genuine creative ability and be able to spark copy 
ideas of unusual merit as well as following through on the 
writing. You will work on big name accounts with some of 
the agency's key executives. A real opportunity. 


Write Box 274, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 
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to a copywriter 

not ordinarily interested 
in “position open” 
advertisements 


One of the leading national advertising agencies with 
widely diversified accounts has a real opportunity in 
New York for a top writer. 


He ML ‘ST have: — 


@ Minimum of.7 years advertising agency background 
as a senior writer. 


Proven ability to “spark” ideas. 


Mature and sound experience in the writing of a 
vast amount of concise, hard hitting selling copy for 
magazine, newspaper and trade paper advertisements. 


@ An ability to think in terms of illustration as well 
as copy. 


e@ A flair for creating direct mail programs and point 
of sale material. 


©@ Knowledge and experience necessary to inspire and 
supervise other writers. 


A personality that will create confidence in contacts 
with clients and with the agency executives. 


If you've proven yourself as a top writer over a period 
of years—if you're now ready for a step that could lead 
to major accomplishment-—if you're interested in an 
opportunity to become a key member of a well-known, 
solidly established organization, write us in confidence 
giving full particulars. 


Box 277, ADVERTISING AGE 


801 Second Avenue, New York 17 


Mr. Gafford of “Advertising Age” New York is authorized 
to divulge our name to you, in confidence. 


DIRECTOR OF ADVERTISING SALES 
is wanted by 


A NATIONAL MAGAZINE 


We're a vigorous and developing publication. Our 
present advertising manager has resigned. We want to 
replace him with another man—a top flight man, or a 
man who can quickly become one. 

Intelligence, personal drive and integrity could be 
as important to us as space-selling experience; the ability 
to make friendly new contacts as important as the con- 
tacts such a man may now have. 

Please write full details of your schooling, your job 
experience, your career ambitions. Also your past and 
present salaries. 


BOX 271, ADVERTISING AGE 
801 SECOND AVE., NEW YORK 17, NW. Y. 


Classified Copy Pulls Consistently 


WH “I know you will be happy to hear that the 
classified ad we have been running in Advertis- 
ing Age has produced such fine results that we 
would like to increase our space and go on a 
regular schedule,” writes the general manager 
of a well-known firm serving advertisers and 
agencies. His experience is not unusual; a num- 
ber of our classified advertisers have been with 
us for years, getting results consistently, week 
after week. You too can profitably follow their 
lead—-whether you wish to buy or sell, whether 
you are offering a product or a service, or looking 
for a man, or a job. 


cago 11, Ml. 


Se eK 1 Daa a See) Naa! Yo tg aa es Ut)” aaa ie 5m Me, kee geal Ra Es UE ree? ie es (open Ngee 
a ite ET, A ee): ie eee pare ee Bee i eed ee 3 Dee ee ei a a ee Ie ee 
eee cd Be Sr an i ne ee. 2) oer ce ieee) ee a Ra ee tk, ope ee Mt ee 
vies : a ; ‘ d : No Heme Ce co 
aaa Ne ; 
4 Nes 
4 z 
f ee = sage 
ee pe 
h. bd 
CeeenneD ~ 2 i 
ae = * & 
sige ‘5 
cea * ui 
13 ; * 
ie me Z 
e ~< : 
Bd , ‘ 
Ms ic: 
SF j i 
b 4 po h s 
Be 3 RR 7: 
oe P| a 
| . ea 
| e Vie ae 
im ee ante 
‘. A aes 
al 2 teil 
e Po : > 7 
Sy af 
L - 
* ie 
; obey tian 
ES ms 
= ee 
" «ae 
: fe iene EA yg 'g 
. = : 
ean ie en RR RR RR A LR _ : 
aa ' ¥ 
a | } ze 
a % <> 
} $ a 
See Po f Te te 
Ba! } PF . 
= ee 
as a * Pie ‘ 
ee i 
Bares 
sl pease 
ie «aes 
ne ee 
| = 
| aes 
; P rh é 
a Miarr 18 12 p cm oe 
Atlanta 30 rs —l b ead ¢ 
Augusta . 52 r38 15} fe -« = 
New Orleans i 6 ° Eee 
Nashville 14 4 19 «ee 
Z Chicago District eer 
—_— TC ae 
. rice 
| pe re 
+ ‘ahs. 
ig , e St 
ms > “i r, 
2 LR A RR TORO 
: SPCOOOOOSOSHOOHOOHSOOSOOOOOOSOOOOOEOEEEEESEEEEEE® prot, 
‘ e + es 
i e a pe & 
s . 2 a 
, as cd rae 4 ° : 
pom ——~ @ e F : 
7 : | TER Re eh i 
: a e ? 
a e € Be 
. t a Se 
: : rer 
* e Aaa 
+ « Sah eee 
4 e Bo 
° e a re 
a a . Ss 
‘ e e ‘ es 
ad e os oat 
e ° ng 
; . - f P 
j e e codetes 
+ e * a» = 
e . fa ns 
% e - ze oe 
+ 2 : @ 
nN . oo z ries} 
a * ; e 
= a e | ~ - 
7 = | coe & : “ 
o e SANE 
e e er. 
P ° . Le ee 
: e e 5 e 
2 os e : 
© 2 i 
- e 1 foaety, * 
A | @ . water Rw 
+ _ eae) << 
; CSS e sf 
e . 5 sate 
; - 7 2 y 
° e ~ nt 
= * PS ule 
. e Pe iat ee 
a . 4 ee 
m8 0———__ eeeveccccccccccescccccccccccccccccccccccccccccss i  . . . ima 
® oe oa. 
“ a 
laine rey ome 
. ils ian cant x , es : : : 4 tap eee Bs 
) eC Fa a = ee ae ao ee a Bee Ease ee Se ier oP 
hans Be Page en. ceria he ee nF a oe gee eg 0 le oa MR, arias ie +, ay y 
> Pee Sa eS a aii, % Be ae ee face a ea ia OOM Sia ae ae eee, 


IO 0s re 


Chek-Chart’s Shaw Tells Canadians 


of $120,000,000 TBA Sales Potential 


The 


seT VICE 


rorontro, Oct. 3 
Canadian one-stop 
market can anticipate 
ume potential of $120,000,000 an- 
nually on tires, batteries and other 


growing 
station 


a sales vol- 


accessories, or $60 per year for 
the Dominion’s 2,000,000 cars. This 
is about 1/20th of the U. S. po- 
tential of $3 billion 

Ray Shaw, president of Chek- 
Chart Corp., underscored this mes- 
sage to the first meeting of the 


Canadian Oil Industry TBA Group 
here this afternoon with compari- 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 

Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 

90 Fifth Ave., New York 11 

OR 5-3523 


sons of the figures for vehicles and 


gasoline sales in the U. S. and 
Canada 
After comparing the growth of 


the one-stop service station in the 
U. S. with the growth of the one- 
stop supermarket in the '30s, he 
pointed out that, in both the U.S 
and Canada, a gas station service 
man has 62 opportunities a year to 
the motorist tires, batteries 
other services. This is the 
of times on the average 
motorist drives 
for gasoline 


sell 
and 
number 
that the 
station 


® Mr. Shaw pointed out that in the 
U. S. the trend in sales outlets for 
these items was definitely toward 
the service station 

“The United States figures, from 
a survey just completed by Petro- 


give your 
Sales picture a 


look ... 


... reach and 
influence a lusty 


$7,500,000,000 
market 
with 


7 - 


=. 
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PACKAGING PARADE 


THE NEWS MAGAZINE OF PACKAGING 


More display space per $ on Super-Size page... 
More attentive readership with news-and-picture 
features, thru-the-book format ...Stronger selling 
impact on MORE important buyers of Packages 
and Packaging Machines—Supplies—Services. . . 
15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO II, ILL. 
NEW YORK 17-101 PARK AVE. * WEST COAST—McDONALD-THOMPSON 


DETROIT © 


ED 


AS 
SHARP. repropuctions 


from your mats - CONGRESS 


mats give better reproduction because only deep, sharp, 
clean, hand-finished Congress electrotypes — made directly 
from your original — are used for your mat patterns. 


CONGRESS ELECTROTYPE CO. 


1326 East Congress Street 
CHICAGO © 919 North Michigon Avenue © Superior 7-8056 


© Woodword 3.3974 


into the| 


leum Marketer, reveal that in 1940 
only 64.9% of oil jobbers sold 
tires. In 1951 it was 87.7%. In 1940, 
56.7% sold batteries. In 1951 the 
figure was 83.2%. In 1940, 73.1% 
sold accessories. By 1951 the per- 
centage had jumped to 78.7%,” he 
pointed out 

He continued citing figures 
from the same survey which 
showed that although “only 39.3% 
of the United States oil 


by 


plier in 1940, 56.4% 


jobber’s percentage of business 
dropped from 73.7% to 38%.” 


ice stations should aim at the same} 
|billion. Petroleum Marketer esti-| keyed copy 


goal. 
He asserted that the tire-battery- 
accessory business was no longer 


“an adjunct to the gasoline and; This means that the per car po-| 
lubricant departments of an oil | tential (for 40,000,000 U. S. cars) 
| company but an integral and high-| is $75 annually. The potential per|y5 ¢. goth st., Dept. 11, N.Y. LE 2-4751 


| 
| ly influential part of the basic 
|}marketing picture. entitled to full 
recognition in the company’s plans, 
policies, sales promotion programs 
and advertising campaigns.” 

He urged the group to spur on 
their service station dealers to seek 
out these extra sales by pointing 
out the extra profit in it for them; 
“a profit that can range fron $25 to 
$100 for every 1.000 gallons of 
gasoline sold. 

“The market is there. The dealer 
doesn't have to create a market 
for the...items he sells. It’s being 
developed for him, every day, by 
the use of the gasoline he sells. 


s “Here’s an odd but definite ad- 
vantage. Once your dealers develop 
a standard of.. service that in- 
spires confidence, their selling job 
becomes easier. People, meaning 
motorists, do develop loyalty. Au- 
thentic surveys show that four out 
of five car owners want to buy all 
their automotive needs from one 
source of supply.” 

One big advantage the service 
station attendant has is to be able 
to do “pre-failure” selling, i.e., 
selling items which are in a de- 
pleted condition requiring atten- 
tion in the near future. By being 
able to forestall the motorist’s 
troubles with failures in batteries 
or spark plugs or in tire blow- 
outs, he “virtually shuts out com- 
petition.” 


|= Petroleum Marketer figures, Mr. 
Shaw pointed out, show that the 
average U. S. dealer, by attending 
to the motorist’s other needs be- 
sides fuel, can rol! up a sales vol- 
; ume of $77.74 per 1,000 gallons of 
| gasoline on these other items, with 
la profit of $23.77 

These figures, he said, were 
based on the U. S. pattern of car 
use, where a car is driven on the 
| average of 10,000 miles a year at 
| 15 miles per gallon. But he sug- 
gested that the Canadian oil men 
calculate the Canadian profit on 
the basis of figures for Canadian 
motorists, which he supplied. 

Mr. Shaw’s figures showed that 
in 1951, according to the Dominion 
Bureau of Statistics, there were 
2,097,517 passenger cars in Cana- 
da. Taxable gasoline sales (during 
1950) for motor vehicle use were 
over 1.5 billion imperial gallons 
(The Canadian gallon is equal to 
more than 1.2 U. S. gallons.) The 
average estimated gallons per mo- 
tor vehicle was 600 gallons annual- 
ly. Estimated average miles per 
motor vehicle at 18 miles per gallon 
was 10,800 miles 


@ (The Canadian Automobile 
Chamber of Commerce estimates 
annual mileage per Canadian pas- 
senger car at 6,200 miles. However, 
Mr. Shaw noted that in view of 
the taxable gasoline sales, this fig- 
ure would account for less than 
half of the total gasoline sold for 
motor vehicle use. With fewer than 


| 
jobbers | 000,000 


bought their tires, batteries andaac-} United States annual gasoline con- 
cessories from their refiner sup-} sumption by passenger cars is com- 
do so today.| puted at 15 miles per gallon to be 
In the same period the automotive | 27 billion gallons. 


@ In the U. S., he said, half of this, Chek-Chart estimate of the TBA! 
business is now done by service| business for 1952. Shell Oil Co. 
stations, and in Canada the serv-|estimates $2.96 billion. Goodyear 


| 


j 
| 


{ 


79 
Pp lease accept our whole-hearted thanks for the job which you 


Advertising Age, October 6, 1952 


600,000 trucks, buses and other ve-;| 1,000 gallons is $111.10. 
hicles to use up the rest of taxable The 1952 estimate for Canada 
gasoline sold, the annual figure/is figured at 1/20th of the UV. S. 
given for passenger cars is obvi-| dollar potential. Canada has $150,- 
ously extremely conservative, he! 000,000 potential less $30,000,000 to 
said.) ‘adjust for one-fifth less mileage 
Chek-Chart’s estimate of aver-| per car in Canada, or a $120,000,- 
age annual mileage of Canadian!000 potential in Canada. This is 
cars is 8,000 miles. The annual | $128.62 per 1,000 imperial gallons. 
gasoline consumption of Canadian | 
cars at 18 miles per gallon is 933,-| Berkshire to John Davis 
imperial gallons. In the| Berkshire Merchandise Co. has 
appointed John G. Davis Adver- 
tising, Los Angeles, to handle its 
advertising and promotional activ- 
ities. Berkshire markets products 
for retail department stores, and 
currently is marketing a complete 
line of ceramic novelties. 


ADS 


Consult 
MARTIN Advertising AGENCY 


Where Businesses Grow 


® For the U. S. Mr. Shaw cited 
three separate estimates plus a 


for pulling 
direct selling 


Tire & Rubber Co. estimates $2.65 | mall order 


Chek-Chart’s | coupon 
is $3 billion. 


billion. 
estimate 


mates $2.1 
(rounded) 


“Whole-hearted 
thanks to 


Says M. A. DICKSON 


President, Shreveport Druggist, Inc 
Super Drug Stores) 


IMPORTANT DRUG CHAIN EXECUTIVE 


(Operators ot 


As President of a group of alert drug merchandisers, and 
as a resident of the area which KWKH serves, Mr. Dickson 
is well-qualified, indeed, to select wisely among the adver- 
tising media in Shreveport. Late this summer, Mr. Dickson 
wrote us as follows: 


are doing for us with “I Was A Communist”. It is indeed a 
pleasure to have such a program on your station, in view of the 
competent services you have rendered us . . . and the low 
cost-per-listener on KWKH. We are proud to have our program 
included on your Fall line-up which promises to be such a 


terrific success. 
” 


(Signed) M. A. Dickson 


KWKH DAYTIME BMB MAP 
Study No. 2—Spring 1949 
KWKH's daytime BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 or 75.0% of these families are “average daily 
listeners”. (Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 
and Oklahoma counties.) 


KWKH§ 


A Shreveport Times Station 


SHREVEPORT LOUISIANA 


50,000 Watts * CBS Radio 
The Branham Company, Representatives 
Henry Clay, General Manager 
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Peckham, Lillard 
Each Details Six 
Rules of Display 


Nielsen and GF Execs 
Give Advice on Ways to 
Improve Use of Displays 


New York, Oct. 1—The contin- 
uing problem of how to operate 
promotions and how to improve 
display material had tep billing 
at the Assn. of National Advertis- 
ers meeting here. 

James O. Peckham, executive 
v.p. of A. C. Nielsen Co., showed 
how much a promotion can help a 
product, after the initial impetus 
of the promotion is gone. 

But to make a promotion really 
effective, he said, six rules need 
to be applied: 

1. Be sure the brand you promote 
is really good. He produced charts 


ANA Meeting 


to show that post-promotion posi- 
tion of brands varies widely, and 
that good products are much more} 
susceptible to a promotion—some- 


| com petitor—and 


| terial 


KAFFEE-KLATSCH—Among the ANA members on hand for 


lost week's meeting in New York were 
Francis, Emery Industries; Les Ave, Drackett 


abashedly reported that “menu- 
type posters” are on their way out 
at GF, because the four or five 
items built around a theme are 
ineffective. In Indianapolis, ridic- 
ulously low prices on a poster of 


this type produced almost no 
sales. 
Another variant of the same 


idea: GF won’t make displays any- 
more that can swiftly be con- 
verted to hold the products of a 
Mr. Lillard 
showed some examples. 

The third method is a follow up 
survey. GF salesmen are given 
photostats of proposed display ma- 
to check off with grocers. 


times improving their position by | Grocers complained about GF ma- 


32%. 


s 2. Promotions are more effective | 


| terial on the grounds that it was 


too wordy, lacked color, was often 
impractical and frequently § ar- 


where combination offers are used |rived late. Thus GF keeps in- 
if they tie in with a well-known! formed of what its salesmen and 
brand in another class of merchan- | grocers are thinking about dis- 


dise. 

The theory is that a combination 
offer of two brands in different | 
fields benefits through sampling 
the regular customers of the com-| 
panion brand sufficiently to offset | 
the loss on its own regular mer-| 
chandise. It also gains customers | 
from users of competing brands, 
who are induced to try the prod- | 
uct. 

3. Avoid consumer promotions 
on a brand with a declining sales 
curve. A consumer promotion 
rarely stops a declining curve, Mr. 
Peckham said, because the cus- 
tomer doesn’t want the product. 

4. Concentrate consumer promo- 
tions on new or recently intro- 
duced brands rather than well- 
established items. This stems from 
the notion of a promotion as a} 
form of sampling. He said studies 
indicate that established brands 
have been exposed to a high per- 
centage of prospects. ‘Why should 
these fringe or occasional custom- 
ers like the product any better... 
under the impetus of promotion... 
than they did the last time...on a 


regular basis?” | 
| 


s 5. Keep up or increase advertis- 
ing pressure during a promotion; 
don’t try to pay for the promotion 
by cutting down on advertising. 

6. Results of a promotion vary 
widely; they should be tailored for 
sectional variations. The true test | 
of a promotion, Mr. Peckham says, | 
is how much did it cost, and how 
great a percentage of the market | 
was gained and held after the pro-| 
motion runs its course. 

Parlin Lillard, sales promotion 
manager of General Foods Corp., 
discussed methods of cutting waste 
in displays, and traced the meth- 
ods employed by General Foods. 

The first is selective placement. 
Self-service stores, and there are 
relatively few of them, do 73% 
of total dollar grocery sales. On 
the other hand, 336,000 smaller 
stores do 27%, and ten chains 
with only 12,000 stores do as much 
business as the 336,000 stores, so 
GF’s strategy is to aim for the big 
stores. 


® The second is by providing right 
types and simple pieces. Too many 
displays are too busy, too wordy, 
lack simple sell. Mr. Lillard un-! 


play, and what they want. 


® The fourth method is sending | 


right quantities. The data drawn 
from the survey is tabulated on 
IBM cards and used by GF to al- 
locate quantities. 

“During the past year and z 
half,” Mr. Lillard said, ‘“‘we have 
carefully audited the daily reports 
of the salesmen who reported ac- 
tual use of a specific piece of 
material on their reports, and we 
checked that figure at the end of 
the campaign against the quan- 
tities shown on the cards which 
our men had said they could have 
used. 

“These figures are remarkably 
close to each other. ..Now we have 
a yardstick in setting up right 
quantities.” 


2 


® The fifth point by Mr. Lillard 
stressed judgment. He made it 
clear that a knowledge of the gro- 
cery business and the competition 
is important: that a poster saying 
“bring in your 25¢ coupons on 
Maxwell House and redeem them 
here” can be placed in almost any 
store; that a campaign on GF cere- 
als in the Southwest—where GF 
has a good franchise—can be sure 


|of using more material than in 


other areas; that a farm area with 
a bumper crop can use more dis- 
play material on Certo and Sure- 
Jell, ete. 

The sixth rule GF tries to fol- 
low 
warned the ANA men to watch 
the overrun. 

“An examination of a lot of in- 
voices for display material pur- 
chased showed that almost 90% 
of them had an overrun,” Mr. Lil- 
lard said. “If you need 50,000 
pieces of material for a campaign, 
you can buy 45,000 and be pretty 
sure you will get the 50,000 you 
need.” 


Smith Brothers Campaigns 
Smith Brothers, Poughkeepsie, 
has launched a campaign for its 
new menthol and_ chlorophyll 
cough drops via a color page in 
Life, Sept. 29. Additional ads will 
run next month in the First 3 Mar- 
kets Group, The American Week- 
ly, The Saturday Evening'Post and 
This Week Magazine. Sullivan, 


Stauffer, Colwell & Bayles is the 
\ 


agency. 


(from left) Lester 


Calahon 
Co.; Robert Mills, 


Pennsalt Chemicals; Vince Brunelli, Personal Products Corp.; Jack 
Industrial Tape Corp.; Maury Malin, Raiston-Purina Co., 
and Gus Shallberg, Borg-Warner Corp 


Ball Blasts Plan 
to Fill Airwaves 
with Ike Spots 


Stevenson Backer Says 
High-Powered Hucksters 
Make Box Tops of Ballots 


SPRINGFIELD, ILL.. Oct. 2—An at- 
tack on the Republicans and their 
“high-powered hucksters” was un- 

| leashed here yesterday by George 
| Ball, executive director of Volun- 
| teers for Stevenson. 

Mr. Ball’s blast was aimed at the 
planned $2,000,000 radio and TV 
| Spot drive which the Republicans 
; will uncork three weeks before 
| election (AA, Sept. 22). 

Mr. Ball assailed the G.O.P. for 
j}attempting “to sell an inadequate 
ticket to the American people in 
precisely the way they sell soap, 
ammoniated toothpaste, hair tonic 
or bubble gum.” 

According to Mr. Ball, the Re- 
publicans’ “unprecedented radio 
and television project” will go on 
“from morning to night, during 
interludes normally throbbing with 
the merits of Follicle shampoo, or 
some new, improved detergent that 
takes the drudgery out of your 
laundromat, and the air waves and 
TV screens will be filled by the 
omnipresent Gen. Eisenhower ev- 
ery hour on the hour. 


s “They have all the money, but 
no candidate,” said Mr. Ball 
“Found with this dilemma, they 
have invented a new kind of cam- 
paign—conceived not by men who 
want us to face the crucial issues of 
this crucia] day, but by the high- 
powered hucksters of Madison 
Ave.” 

Mr. Ball was upset over a Citi- 
zens for Eisenhower project to 
spend $2,000,000 on in 
counties in perhaps 10 or 12 states. 
Gen. Eisenhower has already made 
the spots—a total of 40 TV films, 
and the same number of records 
for radio. They deal with corrup- 
tion in government, war and steep 


spots 


is avoiding overbuying. He | 


prices and taxes, featuring Ike 
talking to average citizens. 


|@ (Citizens for Eisenhower head- 


quarters in New York today said 
difficulties have been encountered 
in raising money for the Ike spot 
campaign and that the $2,000,000 
mentioned earlier was on'y “a rec- 


ommendation for maximum im- 
pact” that is now regarded as a 
“fantastic” figure. 


(Rosser Reeves of Ted Bates & 
Co. had said that the spot drive 
hinged on the ability of citizens to 
raise the money by Sept. 30. 

(Citizens today said present 
plans call for a spot drive over the 
last 12 days of the presidential 
campaign, instead of the last three 
weeks, as originally planned. “We 
will go into every key area we 
can afford in 12 states but we won't 
raise anywhere near $2,000,000.” 

(The Republicans also said that 


Mr. Ball's blast has boomeranged 
to the extent that it has brought 
additional contributions for the 
spot program. The radio and TV 
spots that the general made re- 
cently are now being shipped to 
state G.O.P. headquarters and state 
organizations will go out and try 
to raise money to get them broad- 
cast, it was said.) 


@ During his blast, Mr. Ball 
brought out copies of the Repub- 
lican spot plan, which he said 
had been written by Michael Levin, 
| director of radio and TV creative 
productions for Erwin, Wasey & 
Co., New York. The idea for the 
spots originated with Mr. Reeves. 
Mr. Reeves told AA (Sept. 22) 
that he thought political spots 
might have the same magic regular 
spots have for soap and toothpaste. 

In his castigation, Mr. Ball said 
{the Republicans were planning a 
| “super-colossal, multi-million-dol- 
| lar production.” 

“The box tops this time are bal- 
| lots. Send in enough of them and 
you get not only the general, you 
‘also get as an extra bonus a politi- 
cal space cadet with built-in secret 
code-breaker, atomic muscles made 
| by United States Steel and smile 
| by Barbasol.” 
| 
. Mr. Ball asserted that he didn’t! 
bring up the spot subject “to sug- 
| gest that we should be trying to do 
the same thing.” 

“I think we should hope,” 
added, “that Americans, no mat- 
ter how they determine their choice 
of cigarets or chewing gum, are 
wise enough to realize they must} 
apply different standards in choos- | 
ing a political philosophy.” | 

Besides, said Mr. Ball, the a 
crats can’t go into such projects. | 
“The unhappy fact is, we are 
| broke. We are broke because unlike 
jour Republican opponents we do 
|/not have the great banks and in- 
| vestment houses, the steel masters 
and oil magnates, the motor mak- 
ers, the money-makers to under- 
write our campaign.” 


he} 


}@ Shortly thereafter, Mr. Ball 
spoke of a plan calling for 12 TV 
network shows starring Gov 
| Stevenson, which will go on be- 
tween now and election day. There 
| was also a display of some sample 
|TV materia] which Volunteers for 
| Stevenson was asked to take home 
and make arrangements for show- 
ing on local stations. 

Unlike the Republicans, resumed 
Mr. Ball, the Democrats are not 
collecting money “to saturate and 
unleash a torrent of box tops—but 
money to counter sham with truth, 
to overpower quantity with qual- 
‘ity. Our answer to the cornflake 
campaign,” he said, “is too good 
to be left unsaid for the lack of 
funds.” 


New Agency in Atlanta 

A new advertising agency, 
George I. Clarke Co., has been 
opened at 75 Eighth St., N.E., At- 
lanta. It will specialize in product, 
commodity and institutional ad- 
vertising, servicing national and 
regional accounts. Mr. Clarke was 
at one time a sales executive for 
the RCA Victor division of Radio 
Corp. of America. 


| basol Co. is carrying a 7 a 


CBS Signs Willys 
for Old Standby: 
N. Y. Philharmonic 


New York, Oct. 2—-The cash 
registers continued to ring mer- 
rily along Radio Row this week as 
network salesmen brought in new 
business. 

Pace setter was CBS Radio, 
which signed a $1,Q00,000 contract 
with Willys-Overland Motors for 
sponsorship of the New York Phil- 
harmonic Symphony. The contract 
starts with the opening of the fall 
season Oct. 19 at 2:30 p.m., EST. 
Time will be used to advertise the 
company’s new airplane-type pas- 
senger automobile, the Aero Wil- 
lys. Ewell & Thurber Associates is 
the agency. 

This year marks the Philhar- 
monic’s 111th consecutive year of 
concerts and its 23rd consecutive 
year on the Columbia network. 
The broadcasts were sustaining 
from 1930 to 1943 when U. S. Rub- 
ber Co. took over as sponsor for 
a four-year run. Standard Oil Co. 
of New Jersey presented this Sun- 


day afternoon attraction from 
October, 1948, until April, 1949. 
Since then the Philharmonic has 


been sustaining. 


8 Other new clients at CBS in- 
clude the I. J. Grass Noodle Co. as 
backer of a new series, “Space 
Adventures of Super Noodle.” The 
program will start Oct. 11 at 10§15 
a.m., EST, originating in Chicago. 
Phil Gordon Agency handles oi: 
account. 

Unlike National Broadcasting 
Co.’s day and night combinatfon 
sale last week to General Fo@ds 
Corp. for Bob Hope six dayg a 
week, CBS’ new business was fot 
attracted by lower rates. For this 
type of buy on Sunday aftern@on 
(somewhat higher) and Saturday 


|}morning (slightly lower), there is 


not too much difference betwé@en 
the time costs on the old and new 
rate cards. 

Meanwhile, Mutual Broadcagt- 
ing System—the only one of the 
four major AM networks whith 
hasn't yet announced a fall night- 
time rate cut—added another 
sports sponsor to its schedule. Bar- 
ute summary following the fo@t- 
ball “game of the week” on Sa@t- 
urday afternoons. Erwin, Wasey & 
Co. handles this account. ; 


a 
Chicago Adman, Two 
Women Win ‘Cosmo’ 


Prizes for August 


New York, Sept. 30—Winner of 
the first prize in the August Cos- 
mo-Quiz contest is Frank R. Bab- 
cock, account representative in the 
Chicago office of J. Walter Thomp- 
son Co., Cosmopolitan has an- 
nounced. 

Mrs. Robin Stahl Reagan, copy- 
writer with Batten, Barton, Dur- 
stine & Osborn, New York, is the 
second prize winner. Third prize 
was also taken by a woman, Mrs. 
Elizabeth C. Link, wife of a brand 
manager for Procter & Gamble Co., 
Cincinnati. 

Monthly contest winners get a 
home movie outfit, a matched set 
of cowhide luggage and a table 
model radio, respectively. All are 
eligible to compete for grand 
prizes, given at the end of three 
monthly contests. Top prize is a 
1953 Cadillac 

The contest is open to employes 
of national advertisers, their agen- 
cies and families. 


Gets Lemon Hart Rum Account 

The Montreal office of Steven- 
son & Scott has been named to 
handle all Canadian advertising 
for Lemon Hart & Son Ltd., Lon- 
don, England. A campaign in Oc- 
tober for the company’s rum will 
appear in a list of English maga- 
zines, one French magazine, one 
French weekend newspaper and 
one French daily paper. 
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Zoey “ss PHOTO REVIEW 


a . 
that depends upon what 


his responsibilities. are 


tute of 


t ' 
te insurance 


QUESTION—This is the first ad in the 

Institute of Life Insurance's new campaign, 

answering queries about the way the busi- 

ness operates. It will appear in 475 news- 

popers, and six farm magazines, through 

J. Walter Thompson Co. Newspapers get 
15 ads, magazines five pages. 


FAMILY SIZE—Chun King Sales, Minneapolis, is introducing the three-pound or 

family-size package of chow mein and chop suey shown here in the sand. Also shown 

ore sales promotion pieces, including so-called dynamite, which have been sent to 
dealers across the nation. Ears-holder is model Donna Pearson. 


4 
<0) 
KENTUCKY CHOICE—Looking very much the part, Joe F. Nolon (right), production 
manager, McCann-Erickson, New York, holds his new c ion as a genuine Ken- 
tucky Colonel. Col. Nolan is with J. Howard King (left), president, Spotswood Spe- 
cialty Co., Lexington, and Col. (Kentucky variety) A. T. Linney, Spotswood v.p. and 
general manager, at the Waldorf Starlight Roof where presentation was made. 


Meet the V.P.! 


The new-fashioned 


aay ee 4, "7 


with the trim. book look 


... another EDISON first / 

$o sturdy 

$o smell 

So fight . 

theres 00 comparison =. 
LACE SERIES—To promote Canadian sales agers Chm Alam. 

PLANS MAKERS—Setting up the schedule for the management group meeting, part of of lace products, British Lace Furnishings 
the eastern annual conference of the American Assn. of Advertising Agencies (Oct. Industry is running oa series of five ads in 
28:29), are (left to right) James J. McMahon, James J. McMahon Inc.; Marion Harper 10 Canadian newspapers through Mac- MEET THE VEEP—Thomas A. Edison Inc., West Orange, N. J., will use spreads like 
deg president, McCann-Erickson and general chairman; Fred B. Manchee, Batten, Laren Advertising Co., Toronto. Radio spots this—half b&w and half four-color—to introduce the V. P. Voicewriter, a recording 
Baffon, Durstine & Osborn, and Donald K. Clifford, Doherty, Clifford & Shenfield on five stations are also running. and transcribing instrument which fits in a briefcase. (Story on Page 19.) 


BLUE CHIP TIME—As the Assn. of National Advertisers gathered for its winter meeting, an AA photographer General Tire & Rubber Co., F. A. Kolb, Standard Oil of Ohio, and Jack Fouche, Seiberling Rubber Co.; 
sighted (top left) William B. Smith, Thomas J. Lipton Inc., John P. Cunningham, Cunningham & Walsh and bottom left) Frank C. Marshall, G. F. Heublein & Bros., C. H. W. Ruprecht, Underwood Corp., Fred Bowes 
chairman of the Four A's, George J. Abrams, Block Drug Co., and J. Ward Maurer, Wildroot Co. and newly Jr., Pitney-Bowes Inc., and Albert Brown, Best Foods; (center) Charles E. Carey and Jack Graham, both of 
elected chairman of ANA; (top center) Wesley Nunn, Standard Oil Co. of Indiana, E. F. Kalkhof, American Goebel Brewing Co.; (right) Don A. Reed, W. A. Sheaffer Pen Co., and Arnold D. Macdonald and Dudley 


Oil Co., and Virgil Simpson, DuPont; (top right) Chester W. Ruth, Republic Steel Corp., Ralph H. Harrington, J. Scholten, both of Argus Cameras, 
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Talk about merchandising! Here are 31 days out 
of the Post’s complete, year-round program. 


WEEK OF OCTOBER 1 


POST Retail Field Force makes a total of at least 75 personal calls on 
leading retailers each week. 


1000 “POST Recognized Values’’ promotion kits mailed to indepen- 
dent druggists all over the country...to proprietary stores in Pennsylvania 
...and to the many druggists who have made special requests for kits to 
use in repeat performances. 


Weekly POST Item Promotion Service is sent to leading department 
stores all over the country. 


Leading men’s wear stores from coast to coast receive copies of semi- 
monthly POST Item Promotion Service. 


WEEK OF OCTOBER 6 


9000 automotive jobbers, manufacturers, their agencies and salesmen 
get POST Key Line Directory and POST Selling Slants. 


All leading department stores receive copies of weekly POST Item 
Promotion Service. 


POST Retail Field Force makes a total of at least 75 personal calls 
on leading retailers every week. 


1000 electrical distributors receive their copies of the semimonthly 
POST Key Line Club News. 


Hard-selling promotions for the best fall of all 


ndising Sch : 


fe} v, 


WEEK OF OCTOBER 13 


POST Item Promotion Service goes to 500 leading men’s wear stores. 


All leading department stores receive their copies of the weekly POST 
Item Promotion Service. 


POST Retail Field Force makes a total of at least 75 personal calls on 
leading retailers each week. 


POST Hardware News received by 500 hardware wholesalers. 


WEEK OF OCTOBER 20 


2nd Annual ‘‘POST Recognized Values” promotion starts Oct. 23 in 
all 52 stores of the Hook drug chain in Indiana. 


75 personal calls on leading retailers are made each week by the 
POST Retail Field Force. 


Weekly POST Item Promotion Service is mailed to all leading depart- 
ment stores from coast to coast. 


1000 electrical distributors receive their copies of the semimonthly 
POST Key Line Club News. 


WEEK OF OCTOBER 27 


POST Hardware News received by 500 hardware wholesalers. 


JI3b3 °°e BAY 
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75 personal calls on leading retailers are made each week by the 
POST Retail Field Force. 


Weekly POST Item Promotion Service is mailed to all the leading de- 
partment stores in the country. 


Advertisers and their agencies receive success story on nationwide 
POST promotion for B. F. Goodrich among 1200 top retail outlets. 
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R&R Loses Rinso, Spry 
to FC&B and Hewitt 


Suds—had a fraction over 30% 
their market in April of last year. 


(Continued from Page 1) 
belief that Lever was looking for a 


ton Co., 
tion 


part of the Lever opera- 


® As of today, the rest of the Lever 
Bros. roster shapes up like this: 
N. W. Ayer & Son: Surf. 
Batten, Barton, Durstine & Os- 


of born: Breeze, Swan. 


Ellington & Co.: Harriet Hub- 


their share had ard Ayer division. 


CP) i ah as a en 


merger of Hydrox Co. and the 
Rieck-McJunkin Dairy Co., Pitts- 
burgh. He served as president for 
18 years and was elected board 
chairman in 1941. Last April he 
became chairman emeritus 


JOHN E. MORRISON 
Cuicaco, Sept. 30—John Edwin 
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became president of Southern Pe- 
troleum Co. there before coming 
to Chicago in 1906 as secretary- 
treasurer of Dawes Bros., a util- 
ities holding company. He became 
president of Pure Oil in 1924 and 
assumed the executive committee 


chair in 1947. 


EDWARD F. CARLSON 


fresh point of view, which it By this April, : a , 
: Ww ' I son, . executive o 

thought could be supplied by a dropped to 22.7%, an average loss Hewitt, Ogilvy, Benson & Math- - pee ytd roomy foe neran tag MILWAUKEE, Oct. 2—Edward F 

new agency in shares-of-market of 25%. Late €T: Good Luck margarine, Rinso “nena! Uurdoor ete ”| Carl ST aanist i a 

i y. ares F : a tetietiien tam, %. died Sept. 28. arlson, 57, assistant v.p. in charge 


The latter reason was reportedly reports show the first three prod- 


cy. The combination of Rinso, Life- 
buoy and Spry put it slightly ahead 


past few years. Synthetic sales 
were about 16% of the $700,000,000 


Kenyon & Eckhardt: Lifebuoy 


J. Walter Thompson: Lux flakes 
and soap, Rayve shampoo, Chloro- 


Mr. Morrison started in the out- 


Posting became a part of General | 


Outdoor when it was formed in| 


of advertising for Red Star Yeast 


the explanation when Foote, Cone ucts battling for decimal point ad- 7 c sc j : 

& Belding lost Pepsodent, which vantages, with Super Suds some- shaving cream (inactive). door advertising business in see corved with ‘aa ym eg gabon 

deal Gee SE oteen, Se WisCeiess) teed emer McCann-Erickson: All Pepso- With his own company, Morrison 3 

Erickson some three years ago dent dentifrices (except Chloro- Posting Co. This was purché ised 6 t Add. . 

, dent). Shadow Wave Home Perm- by American Posting Service sev- | @watonna s Radio 

} # In pre-war days, before Lever | j nent. eral years later, and Mr. Morrison; Owatonna Canning Co., Owa- 

% ® All soap sales have been whittled | brought out its rash of new prod-| Sullivan. Stauffer, Colwell & remained with that company in|tonna, Minn., has added radio to 

by the synthetic detergents in the ucts, R&R was the top Lever agen- Bayles: Lifebuoy soap, Silver Dust. an executive position. American | |its advertising schedule for the 


corn, peas, asparagus and pump- 
kin, the company is using a morn- 


suds market in 1948. In the first of J. Walter Thompson Co., which} gent 1925, and Mr. Morrison became a| ing quarter-hour two days weekly 
half of this year, synthetics totaled had Lux flakes and Lux toilet | director. He resigned in 1940 to|over WCCO, Minneapolis. The 
nearly $158,000,000 or about 46% soap J. P. LYONS devote more time to the various|company’s fall campaign also in- 
of total detergent sales. If the As of January, R&R will be left) — _ outdoor advertising plants which/cludes intensive newspaper cov- 
trend continues, industry experts with the advertising of Rinso, Life-| _MOontreat, Oct. 1—J. P. Lyons, 1, owned erage in its market area. Olmsted 
expect synthetics to have about buoy, Lifebuoy shaving cream and o cor advertising eer ‘ 2 Minneapolis, directs the 
55% of the total detergent market Sunlight soap in Canada. It will | Manufacturers Life Insurance Co., advertising. 
by aS , also ceiienes to handle the U. §.| Toronto, died suddenly yesterday. ROLAND E. GOVAN } - 
The top four washing soaps and Canadian advertising of Mr. Lyons joined Manufacturers MILWAUKEE, Sept. 30—Roland 
Duz, Oxydol, Rinso and Super Frostee, made by the Thomas Lip- Life in 1908 and was named ad E. Govan, 42, sales promotion and 
Pek SA a ee ee manager in 1919. He was a past advertising manager of Falk Corp., 
; ,|president of the Life Insurance died Sept. 24 after a three-month 
: Advertisers Assn. of Canada and illness. Mr. Govan had been with 
‘ y U‘LL WANT THE 1952 }in 1947 was chairman of the ad- the industrial equipment manu- 
; | Lite Ins section of the Canadian facturer for 18 years. 
o Life Insurance Officers Assn. He 
oe . GROCERY PRODUCT rane a sa ete reg gy tes HOWARD C. LEWIS 
’ ana a avertisers € iO > - 
‘ DISTRIBUTION SURVEY | years and was made a life member New York, Oct. 3—Howard Cor- 
| chastity thetine his Geath. win Lewis, 61, president of Dodd, 
¥ . Mead & Co., book publisher, died 


A check of 72 classifications in 50 grocery stores in the city 
of El Paso. 

TO CHECK YOUR DISTRIBUTION 
Write General Advertising Department, Newspaper Printing 
Corporation, El Paso, Texas 


A Scrippe- Howard Newspaper 


An Ind d 
Morning and B ero 


| 


T. H. MC INNERNEY 


GREENWICH, CONN., Sept. 30 


| Thomas H. McInnerney, 85, found- 


er and chairman emeritus of Na- 


Products 
the 


founded National Dairy 
in Chicago in 1923 through 


A Question for Manufacturers of Food Products... ' 


Mr. Lewis joined Dodd, | 
Mead in 1913 as a salesman, be- 
came a director in 1928 and as 
named president in 1942. 


yesterday. 


FOR YOUR FREE COPY F airy Products Corp., died 
d- Pp a yd Sas Eee ade EDWARD E. AMES Ed 4 | 
illness Cuicaco, Sept. 30—Edwar E. | 
Che iad | Haso Cimes El] Paso Heral ost | A pharmacist, Mr. McInnerney Ames, 71, retired board chairman | 


of General Box Co., died Sept. 28. | 

Mr. Ames, a graduate of Wabash | 
College, entered the container in- | 
dustry in 1907 and joined Gener. al | 
Box when it was founded in 1922. | 
He served as v.p. and director of 
sales until 1946 when he retired. 


;~ Mr. Ames was elected chairman 
. » of the board in 1949, a post which | = 
= resigned i 2 
ow many housewives anmeeon Bn Go hsb 
Intermation ters of the Bullion Dollar Industries They Serve 
Pr FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING 
bs HENRY M. DAWES THE CANDY INDUSTRY CATALOG AND pone coon we 
| > i Cuicaco, Sept. 30—Henry M. 220 East 42nd St, N.Y.C. + MUrray Hill 7-8771 
QUGT UNE NESTAUFANT VWMEPFS vives. 15 chairman of tne execu \ semaine st 
—_—_ * tive committee of Pure Oil Co., LOS ANGELES Simpson Resiy Lt¢. Mattiborton Boning ‘DUoRich 61178) 


ae 


died yesterday in a suburban hos- 


. s 
You are not selling ALL of the FOOD Market if you are pita. 
Born in Marietta, O., Mr. Dawes 
beaming your sales and advertising just to housewives om ee 
of the food consumed in 
o the United States is prepared 
and served in restaurants. ADVERTISI NG 
[SOURCE—U. S. DEPARTMENT OF COMMERCE) 
@ The Stouffer Company's 17 restaurants in 8 cities ¥ 
serve 50,000 meals a day ; GENCIES 
@ The 12 Harding restaurants in Chicago serve more red 
than 30,000 meals a day : 
@ The Anna Maude Cafeteria in Oklahoma City 4 .in Chicago and out of town continue 
serves over a million meals a year er 


It costs less to sell the men who serve over 70 million meals a day 


One restaurant owner is worth thousands of housewives. He's your big- 
gest and best individual customer because he buys in huge volume 
Complete your sales program by including the restaurant industry and 
you sell ALL of the food market Beam your sales effort to the nation’s 
top restaurant men-—the more t! 30.000 who pay to read American 
Restaurant Magazine—the magazine that has done more to promote the 
welfare of the industry—the magazine they look upon as their business 
partner 


New 32-page book gives NEW 
ed Say on the 10 billion dollar 
te dustry. May we send 


FACTS 
restaurant in 


you a copy? 


Top Paid Circulation 
at Lowest Cost per Thousand 


30,000 paid subscribers—more than 
you can buy in any other restaurant 
magazine. Based on current advertis 
ing rates, the cost is only $11 per 
thousand—the lowest in the field 


to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 


agency-client relations. 


(Lf 7 
C UYVOUECHS; Sur. 
7 
600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


He 


w 


+ American Restaurant Magazine 
if © i 


Outstanding Black & White 


Beautiful Color Work 


Patterson Publishing Company, 5 South Wabash Ave., Chicago 3, Ill. 


Also publishers of AMERICAN MOTEL MAGAZINE 
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RBA DA Last Minute News Flashes ABC Explains New Contiguous Rates 


§ ‘Boston Post’ Staff Has Big Shakeup 


SHOTGUN APPROACH—American Dairy 

Assn. will run this full-color ad in the No 

vember Better Homes & Gardens. (See 
story on Page 27). 


Wheels Roll for 
Dept. of Commerce 
Distribution Unit 

WASHINGTON, Oct. 1—Secretary 
of Commerce Charles Sawyer 
moved today to make good on his 
promise to give distribution more 
standing in the government. 

The secretary signed an order 
creating-an office of distribution in 
the Commerce Department. 
new office will be attached direct- 
ly to the office of the secretary and 
will report through the assistant 
secretary for domestic affairs. 

In a discussion of the plan be- 
fore the Washington chapter of 
the American Marketing Assn. to- 
night, Secretary Sawyer revealed 
that a top level marketing execu- 
tive is to be brought in from in- 
dustry to serve as director of the 
distribution organization. 

For the present, the office will 
be supervised by Horace B. McCoy, 
who is also chief of the Commerce 
Department’s office of industry 
and commerce and deputy director 
of the National Production Author- 
ity. 


8 The decision to recruit outside 
leadership for the office of dis- 
tribution is a shift in plans. Pre- 
viously, Secretary Sawyer had in- 
dicated that the office of distribu- 
tion would be staffed entirely from 
the department's present staff. 


Boston, Oct 
last spring (AA, June 23), 


3—John Fox, financier who bought the Boston Post 
has ousted most top executives 


Lone sur- 


vivor is Morris Kerr, national advertising director, who now is acting 
ad director. Casualties include William V. J. Ford, ad director; Walter 


F. Carley, 


president and general manager; 
aging director; William F. Paul, business manager. Permanent replace- 


Harry J. Gallagher, man- 


ments have not been made for these positions. 


Tea Council Drive Goes on Without India 
New York, Oct. 3—The Tea Council has decided to go ahead with 


its plans for a TV drive on hot tea this winter (AA, Sept. 
India’s withdrawal from the International Tea Market 


29) despite 
Expansion 


Board. India, which had put up nearly 50% of the funds for the pro- 
motion, reportedly plans to conduct its own promotional campaign 
The Tea Bureau has budgeted $1,500,000 through Leo Burnett Co., 


Chicago, 


for its advertising campaign. 


D-F-S Picks Army Acount Men; Other Late News 


e Dancer-Fitzgerald-Sample, New York, has picked its task force to 
work on the recently acquired Army and Air Force recruiting ser- 


vice account (AA, Sept. 22). 
account, 


| visor. 


is account executive. John Ball, 
' vertising as account executive for the Air Force, will be Mr. Simmons’; 
assistant. Charles C. Fitzmorris, v.p., has been named account super- | m = 
| Despite Post-War Spending, Consumers Are 


e Lewal Industries, New York, is taking pages in the daily and Sun-} 


Building Up Assets, Reserve Board Reports 


John M. Simmons, formerly on the Bab-O 


previously with Grant Ad- 


day News, the World-Telegram & Sun and the November Parent's Mag- 
azine to introduce its Instant-Dip silver cleaner. Lawrence C. Gum- 
binner Advertising has also scheduled participations on the Margaret! eral Reserve Board showed today 
| Arlen and Josephine McCarthy TV shows for Lewal. 


e Talks which have been going on intermittently between National 
Broadcasting Co. and its television affiliates now revolve around the 
network’s offer of more money to the stations if they will clear more 


The | time for NBC shows. Many local station operators feel the formula for | 


network-affiliate compensation is out of date, particularly the network 
requirement for 24 free hours monthly from the stations. 


e@ Chevrolet Motor Division, Detroit, is planning to use full-page news- 
paper ads in major cities throughout the country—with local station 
call letters—to build an audience for its election night coverage, Nov. 4 


on Mutual. This radio sale, through Campbell-Ewald Co., 


makes it the 


big political event of the year with 11-sponsors on the major AM and 


TV networks. 


Hotpoint Adds to Budget to Provide 
for New Ozzie and Harriet Simulcast 


Cuicaco, Oct. 1—‘We_ should 
have been in television a long time 
ago.” 

So commented John F. McDaniel, 
v.p. in charge of marketing for 
Hotpoint Co., on the announcement 
of Hotpoint’s new television and 
radio show, “The Adventures of 
Ozzie and Harriet.” The show, 
which is being alternately spon- 
sored by Lambert Pharmacal Co. 
represents a $3,000,000 investment 
and is scheduled to run from Oct. 


The reorganization plan signed | 3 to July 3, 1953. 


today provides that, except for the 
director, the personnel for the dis- 
tribution organization will be 
drawn from the existing divisions 
of the department. The backbone 
of the organization is the old mar- 
keting division of the Department 
of Commerce, currently assigned 
to NPA as the staff of the Office 
of Civilian Requirements. 

The plan for an office of dis- 
tribution was “sold” to Mr. Saw- 
yer by the National Distribution 
Council, a _ high-level advisory 
group which has been searching for 


ways to make the department more | 


effective. 

Mr. Sawyer became an enthusi- 
astic “convert.” Several times late- 
ly he has publicly admitted that 
the Commerce Department has put 
too much emphasis on production. 

“In the years ahead our problem 
will be to sell the things we pro- 
duce,” he says. “Our ability to pro- 
duce is virtually unlimited.” 


Simmons-Boardman Paper 
to Have Paid Circulation 


Although Railway Freight Traf- 
fic, new magazine to be published 
by Simmons-Boardman Publishing 
Corp. (AA, Sept. 29), will start 
with a circulation which will be 
largely free, the company does not 
contemplate producing a “con- 
trolled circulation” paper. Instead, 
it expects to convert the circula- 
tion to paid as rapidly as possible. 

“We hope and expect people will 
be willing to buy the paper once 
they have had a good look at it,” 
J. G. Lyne, president of Simmons- 
Boardman, told AA 


| 


The half-hour program features 
Ozzie and Harriet Nelson and their 
two sons in a family situation com- 
edy series and is filmed against 
sets duplicating rooms in the Nel- 
son home. This gives the Chicago 
appliance manufacturer a good op- 
portunity to ease in its commer- 
cials for laundry equipment, dish- 
washers, electric ranges, etc. 


# It will be carried by the entire 
American Broadcasting Co. radio 
network and no less than 61 ABC 
television outlets, something of a 
record for a new program. Funds 


§ 
- 


u 


25TH ANNIVERSARY—K. Presbrey Bliss (second from left), v.p. and 
McGraw-Hill 
Corp., was honored recently on his 25th anniversary with the 
company. With him are Col. Willard Chevalier, executive v.p. 


ad director, publications division, 


for the network television debut 
were appropriated especially 
the purpose, and Hotpoint is not 
cutting back any of its media 
schedules to compensate, Mr. Mc- 
Daniel said. 

John C. Sharp, president of Hat- 
point, told members of the Bureau 
of Home Appliances of San Diego 
County, Cal., last week that “tele- 
vision offers a completely new me- 
dium through which manufactur- 
ers can reach prospective cus- 
tomers right in their living 
rooms. ..We look at television not 
only as an advertising medium, 
but also as assistance in selling ap- 
pliances that will keep the family 
out of the kitchen.” 

Mr. Sharp, who took over the 
helm at Hotpoint just last May, 
was optimistic about the future of 
the appliance business. Citing the 
low saturation figures for such 
items as electric ranges, home 
freezers, clothes dryers, automatic 
dishwashers, etc., he said “the fu- 
ture offers a far greater potential 
than anything we have known in 
the past.” 


International — International; 


| pension 


for | 


New York, Oct. 3—Advertisers 
and agencies have received the re- 
vised rate structure for the radio 
network of the American Broad- 
casting Co. These changes had 
been announced earlier, but had 
not been published officially pend- 
ing approval from stations. In line 
with the competition, ABC has cut 
evening rates 25%, raised morning 
costs about 5% and left afternoon 
rates unchanged. 

Almost unanimously approved 
by member stations of the net- 
work, the new schedule was ex- 
plained in a letter from Charles T. 


Ayres, ABC v.p., who said the 
Toni Co. and P. Lorillard Co. have 
already taken advantage of the 


new vertical contiguous plan. 


® Mr. Ayres described these con- 
tiguous rates as follows: 
Vertical contiguity—contiguous rates for non- 


contiguous periods in units of time of 15 minutes 
or more will be allowed between the hours of 
7:00 am. (EST) and 12:00 midnight (EST) 
For example, an advertiser using a half-hour on 
Friday morning can purchase a half-hour on Fri- 
day evening at one-half the gross evening hour 
rate. less applicable discounts, instead of at 
60% of the evening hour rate as heretofore 

Horizontal contiguity—contiguous rates for non- 
contiguous periods in units of time of 15 minutes 
or more, totaling at least 60 minutes per week 
will be allowed between the hours of 6:00 p.m 
(EST) and 10:30 p.m. (EST). For example, an 
advertiser can purchase a quarter-hour strip four 
nights per week at 100% of the gross evening 
hour rate, less applicable discounts, whereas 
heretofore, the cost would have been 160% of the 
evening hour gross rate, less applicable discounts 
Whereas this policy has been in practice for some 
time, it has not previously been publicly an- 
nounced 

Mr. Ayres told advertisers that 
“the discount schedules outlined in 
Rate Card No. 5 are based on the 
total weekly gross billings of an 
advertiser using ABC radio facili- 
ties.” He added that there will be 
an annual rebate for 52 consecu- 
tive weeks of broadcasting and an 
over-all maximum discount in lieu 
of all other discounts and rebates. 


WASHINGTON, Oct. 2—The Fed- 
that consumers built their finan- 
cial wealth despite the spending 
spree that followed World War II. 

In the course of spending almost 
$120 billion for new homes and 
durable goods from mid-1946 to 
mid-1950, consumers increased 
their indebtedness $30 billion, an 
average of $7.5 billion annually, 
the board pointed out. 

But in the same period they ac- 
quired liquid and other financial 


assets at a rate of more than $10) 


billion a year, including almost 
$5 billion in private insurance and 
reserves, and more than 
$1.5 billion in other securities, such 


|as corporate, state and local obli- 


gations, mortgages and credit 
union shares. 


Despite the high rate of spend- 


ing after the outbreak of fighting | 
acquired | 


in Korea, consumers 
about $10 billion from mid-1950 to 
mid-1951, with the emphasis on 
increased participation in private | 
insurance and pension plans. Net 


purchases of corporate securities | 


registered one of the largest 12- 
month increases on record. 


8 During the second defense year, 
the rate of savings increased tre- 
mendously, the board said. By 
mid-1952, consumers were saving 
at a rate of $16 billion. 


Continued high incomes and 


availability of credit enabled con- | 


sumers to hold onto their financial 


wealth after World War II despite | 


the high rates of spending, the 
board said. By mid-1952, holdings 
of government bonds, currency, 
bank deposits and savings loan 
shares amounted to $175 billion. 

The board pointed out 
funds allocated for durables, 
homes and the acquisition of fi- 
nancial assets in the four years 


that | 


preceding Korea closely resemble 
the proportion used by consumers 
for similar purposes in the four 
years preceding World War II 
The principal difference in the 
pattern of spending, the article in 
the “Federal Reserve Bulletin” 
said, was the larger portion used 
for taxes, and the smaller portion 
for non-durables and services. 


® Federal Reserve staff members 
cautioned that the averaging of 
the four pre-Korea and four pre@- 
World War II years might imply 
misleading results. For example, 
expenditures for housing and 
durables during some of the post- 
war period were limited by supply. 
Expenditures in 1949 and 1980 
were undoubtedly in excess of 
1951, though the average for the 
four years does not indicate it. 

Federal Reserve noted that sery- 
ice charges on indebtedness have 
increased more rapidly than pet 
sonal income or liquid assetg. 
| Amortization of debt and interegt 
payments have tripled during the 
postwar period and by early 19§2 
were taking one-tenth of personal 
income, compared with one-twen- 
tieth at the end of the war. 

“To some extent these largér 
fixed charges replaced consumer 
| expenditures for comparable serv- 
| ices,’ the board said. “For ex- 
| ample, mortgage amortization and 
|interest payments were made in 
lieu of rental payments. They also 
represent to some consumers a 
means of financing capital expend- 
| itures which could not easily have 
been made out of current income 
or accumulated liquid asset hold- 
ings.” 


| 


GOP Publishes ‘Yalta to Korea’ 

A four- color comics booklet en- 
| titled “Yalta to Korea” is to be 
| made available to voters by the 
| Republican National Committee. 
| The eight-page booklet will have 
an initial printing of 1,000,000 
copies. The booklet is published 
by M. Philip Copp, New York 


Schuyler Joins Ruder & Finnz 

Philip Schuyler, executive sec- 
retary of the Young Presidents 
Organization, has joined Ruder & 
Finnz, New York public relations 
company, as a consultant. Mr 
Schuyler will continue his duties 
with the YPO 


Reeder Named Grinnell Adman 


G. Allen Reeder, formerly pub- 
lic relations and sales promotion 
director of Esquire Inc., New York, 
has joined the Grinnell Litho- 
graphic Co., Islip, N. Y., as direc- 
tor of advertising. 


‘Times’ Begins A.M. Edition 
The Times, Gadsden, Ala., began 


of McGraw-Hill Publishing Co., and president of McGraw-Hill publication of a morning edition 
Eugene Warner, senior v.p. of the international or Oct. 1. 
company, and Curtis McGrow, president, McGraw-Hill Pubiishing afternoon 

Ceo., and board chairman of the international company. 


_It already prints six 
’ issues and a Sunday 
morning paper. 
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Truman Plea to FTC Wins Promise of Price 
Study to Show Where Consumer Dollar Goes 


, (Continued from Page 3) 
the efficiency of a company by 
comparing its inventory and other 
figures with those of similar firms 
Chairman Mead said public and 


private organizations, business, 
labor, farm and consumer groups 
would all be invited to discuss 
the idea when hearings are held 
“at an early date.” 

Presumably there will be opposi- 
tion, as wel! as support 

Breakdowns of “who gets the 


among Sales Management's 
162 Metropolitan Areas 


Steadily increasing is the standing of 


the Quad-Cities among the 162 stand 


ard metropolitan areas, Now in 72nd 
place for retail sales v« lume, the Quad 
Cities continues to grow. And grow 
ing with the community for over 25 
years, WHBF is a powerful infl ENCE 
in the homes of over 240,000 Quad 
Citians——quality people who buy qual 


ity goods—yours included, “* you % 


desire 


Les Johnson, V.P. and General Mgr. 


consumer dollar” have been at- 
tempted in the past but generally 
turn out to be political footballs. 


es One of the most successful in- 
dices of this kind is the “market 
basket” of the Bureau of Agricul- 
tural Economics which provides a 
monthly breakdown showing the 
percentage of the consumer food 
dollar which goes to the farmer. 
In recent years, however, con- 
gressional committees delving into 


TELCO BUILDING, ROCK ISLAND, oie 


Represented by Avery Knodel inc 


cost breakdowns have conceded the 
subject is loaded with dynamite. 
Three subcommittees of the Joint 
Committee on the Economic Report 


had hearings along these lines sev-; 


eral years ago and concluded that 
a breakdown is likely to be mis- 
leading. 

The imdex would be in addition 
to the balance sheet data already 
being published by the FTC for 
a number of industries and would 
be considerably more comprehen- 
sive. 

At the present time the financial 
data collected by the FTC is so 
general that advertising cannot be 
segregated from other sales costs. 

The new plan would call for 
exhaustive breakdowns for key 
commodities and major cost-of-| 
living items, showing detailed 
breakdowns of all cost elements 
at each stage of production and 
distribution. } 
@ While an index may show that 
the farmer gets a smaller percent-| 
age of the consumer dollar than he} 
did several years ago, the implica-| 
tion may be entirely false. With | 
consumers demanding foods that} 
involve higher processing and 
service charges, the farmer may 
actually be better off today than 

|he was several years ago when 
he was getting a larger percentage 
| of the consumer dollar. 


FLORIDA 
3 7, 80" 


*Based on Sales Management 1951 Survey of Buying 
ABC Reports, using these 
o better family cc 


Power figures and 
three papers @) 


irrent 
ves you 2 


im the ites otme for & of Filorwa’s 
Effective Buys « Income, 81 of food sales, 82 

of drug sales, 81 6 ff re sales, 80% 

eral mer rol miiee sales a 7 f Florida's total 
retail sales You also get above 30 family coverage 
im 42 « nies we ve 50 n 20 counties, above 60% 
in © counties and ebove 70% in 6 punties 


FLO 


in the U 
is 


Electric Power Consumption 


is up 328% 


from 1940 to 1950 while the increase 


RIDA 


S. as a whole 
168% 


The use of more power means more industries, 
more business, more appliances in use. When any 


market increases its power consumption 328“; 


in ten 


years—that means sales for you. 
Florida's three big morning newspapers give you 


blanket coverage in their markets. More than that, 
their 20°, or. better family coverage in those 

counties producing 80%, of Florida’s sales greatly 

{ een strengthens your advertising in other Florida markets. 
What is the first choice for your Florida media list? 
Florida's three big marning newspapers, of course. 


Lowest Cost Coverage in Florida’s Top Markets 


FLORIDA 


TIMES-UNION 


THE MIAMI 
_ HERALD 


TAMPA Gf 


Morning Tribune 


JACKSONVILLE 
National Representative 


Reynolds-Fitzgerald, Inc. 


National Representative 
Story, Brooks & Finley, Inc. 


National Representative 
Sawyer-Ferguson- Walker Company 
i 


; ma roneck Sept. 


The proposed report is not with- 
out precedent. In 1919, President 


Woodrow Wilson gave the FTC a) 
the | 


similar assignment during 
period of inflation following World 
War I. The commission was side- 
tracked in litigation over its right 
to subpoena records and never got 
around to making the study. Later 
the courts gave the FTC a clear 
bill of authority. 


‘Deac’ Aylesworth, 
lst NBC President, 
Dies After Iliness 


(Continued from Page 2) 
dinator of Inter-American affairs. 
He then joined Ellington & Co.! 


Advertising Age, October 6, 1952 


ehis career. Several years ago he 


retired as president of the com- 
pany and was serving as chairman 
of the board at the time of his 
death. 


‘Pittsburgh Courier’ Puts 
Four-Color Ads in Magazine 


The Pittsburgh Courier, Negro 
| weekly newspaper, will carry 
|four-color advertisements in its 


magazine section beginning with 
the Oct. 11 issue. It already has 
four-color advertisements in its 
comics section. 

With the inception of color in 
the magazine section, comics and 
magazine sections will be com- 
bined. Page size will be slightly 


| reduced to 1034x1414”, and printed 


on 32-lb. standard newsprint. The 
rate for four colors will be the 


as a member of the agency’s ex-| Same as for the comics section— 


ecutive committee. Prior to his 
last illness he practiced corporate 
law and labor and public rela- 
tions. 


Edward Greene Dies; 
Was National BBB 
‘Head for 27 Years 


New York, Sept. 30—Edward 
Lawrence Greene, president of the 


| National Better Business Bureau 


and pioneer in bureau operation, 
died at his home in suburban Ma- 
27, after a heart 
attack. He was 68. 

He entered business bureau work 
in 1916, when he became secretary 
of the Better Business Bureau of 
the Chicago Advertising Club. He 
had previously been a_ football 
coach at the University of North 
Carolina, and was an All-American 
halfback at the University of Penn- 
sylvania, from which he was grad- 
uated in 1906. 

After two years in Chicago, he 
moved to the Better Business Bu- 
reau of Cleveland as general man- 


ager. 

At that time, there were only 
about a dozen bureaus in the 
country, and they were largely in- 


tent on stock and medical swindles. 
Mr. Greene coined the phrase, “Be- 
fore you invest—investigate,”’ with 
which the bureau warred on finan- 
cia] frauds in the ‘20s. 


8 In 1922 he moved to Boston, to 
head the bureau there, and ex- 
tended BBB by encouraging var- 
ious merchandising groups volun- 
tarily to adopt advertising and 
selling standards to help both con- 
sumers and competitors. 

Since 1925 he has been head of 
the operations of the National Bet- 
ter Business Bureau, which was 
the successor organization to the 
National] Vigilance Committee of 
the Associated Advertising Clubs 
of the World. In 1950 he celebrated 
his 25th anniversary as general 
manager of the NBBB, and the fol- 
lowing year became its president. 
At his death he was treasurer of 
the Assn. of Better Business Bu- 
reaus and a past president of that 
group. 


G. S. EARNSHAW 

Fort ANN, N. Y., Sept. 30—Geof- 
frey S. Earnshaw, 61, v.p. of Out- 
door Advertising Inc., New York. 
died here of a heart attack Sept 
27. Mr. Earnshaw was at his sum- 
mer home at Crossett Pond. 

He joined General Outdoor Ad- 
vertising in 1926, after a number of 
years with several shipping com- 
panies, and in 1931 joined OAI as 
av.p. 


GEORGE S. PARKER 


SaLeM, Mass., Oct. 1—George S. 
Parker, 86, founder of Parker 
Bros., manufacturer of Monopoly 


and other games, died Sept. 26 at 


Massachusetts General Hospital, 
Boston. 
Mr. Parker, who entered the 


game manufacturing business prior 
to 1890 when he purchased the old 
Ives Game Co. here, also produced 
Camelot, Pit and Ping Pong during 


$1.20 a line. At present, color ad- 
vertising will be accepted only in 


| page and half-page units. 


|Miami Agency Moves 


Gottschaldt-Mickelberry, Miami, 
has moved to 213 N.E. Second Ave. 


It’s amazing how much industry buy 


from the pages of IEN. 


A request for more information or th 
call of a supplier salesman may follow, buf 
the product description in INDUSTRIAL 


EQUIPMENT NEWS sparks the sales. 


What would you do if you needed the 
latest equipment, parts, materials? Working 
for a well rated firm, and having product 
selection authority, you would be getting 
at your request. As a 
reader you would know that IEN publishes 
the most product news about the largest 
number of products in the most complete and 
- more than 1,000 items a 
month. Naturally it is to IEN you would turn 
to find products you need and for buying 


IEN every month... 


reliable form. . 


information about them. 


You don’t have to guess about the sales 
IEN sparks. Every month, on the back of the 
service slip sent with IEN, readers are in- 
vited to list products they have purchased 
from IEN, and to give the names of the 


suppliers. 


Our representative would like to show 
you any month’s list. It includes an impres- 
sive variety of purchases. Heavy equipment 
and costly installations are frequent. We can 


also show you the list of suppliers. 


61,794 coverage of specifiers and buyers 
in larger, more active plants in all industries 
++. cost?... only $125 to $135 a month, 
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Steep: ten; Coico’ ms 
Advertisers Now 
Pay $415,000,000 
a Year for TV 


(Continued from Page 2) 
vision networks 69% of their 1951 
time revenues. Turning the coin 
over, all other national advertisers 
therefore contributed 31% of net- 
work television revenue. The same 
group of national advertisers gave 
magazines 65% of their total rev- 
enue and newspapers 54%.” 


s Leyton Carter of Gallup & Rob- 
inson reported on a study which 
showed that the straight sell in 
TV commercials “performs on the 
low side.” He said that “against 
norms for all other commercial 
treatments we see a penalty, on 
the average, of 34%. 

“We can surmise why this school 
of advertising performs on the low 
side. It appears to make certain 
basic assumptions: 

“1. That people will work to get 
the product story, 

“2. That people can visualize 
product advantages and features 
and translate them into consumer 
benefit without help, 

“3. That straight ‘talk’ commer- 
cials communicate a sense of value. 

“From our evidence these as- 
sumptions appear to be unfounded, 
and of particular interest is the 
fact that almost one of every three 
commercials on television today 
goes this route.” 


gs Mr. Carter said a difficulty in- 
herent in this approach is the fact 
that the “picture” side of the me- 
dium does little work. 

“Although this may be an ex- 
treme test, we often play a com- 
mercial without the sound to see 
if most of the advertising story is 
told from the visual side. If the 
answer is ‘yes,’ these commercials 
inevitably score on the high side. 
One obvious but oftentimes over- 
looked principle in television com- 
mercials is to ‘picture’ your story 
line wherever possible. Too many 
of the straight sell—straight prod- 
uct commercials—talk too much 
and show too little. 

“On the other side of the coin, 
commercials which perform mark- 
edly above the average oftentimes 
contain demonstration of brand 
superiority. Commercials which 
graphically portray how the prod- 
uct works—how it’s made—here 
are the product advantages—and 
then add it all up in terms of con- 
sumer benefit appear to do a very 
fine selling job.” 


@ Mr. Carter spoke of a prominent 
major appliance advertiser who is 
doing a “fine job” showing how 
his TV set eliminates flop-over and 
streaks. “A powerful device within 
demonstration is the oft-over- 
looked but potent ‘before-and- 
after’ technique. This sets up a 
problem and shows how the prod- 
uct solves the problem. As you 
would expect, registration of the 
sales argument is of the highest 
order.” 

Commercials using demonstra- 
tion as a form of content, he con- 
tinued, “fall markedly above the 
norm—a premium against other 
commercial types of about one- 
third and in the all-important area 
of transmitting selling messages 
demonstration does a_ top-notch 
job.” 


® Another approach, said Mr. Car- 
ter, is the star-of-the-show tech- 
nique, which is generally inte- 
grated into the program format. 
“The evidence indicates that you 
gain a 40% premium when you are 
able to go this route. One of the 
problems in this approach is to be 
sure that the entertainment or 
humor which the star of the show 


| to 


often brings to the commercial does 


‘not compete with the registration 


of sales ideas. A good integration 
of humor plus sell—where the 
humor sustains the viewer's in- 
terest—performs very well in- 
deed.” 

Mr. Carter said that animation, 
whether it be coupled with dem- 
onstration, straight sell or other 
techniques, performs about 15% 
above other ,commercials treat- 
ments. , 

“In the case of programs adver- 
tising three products,” he said, 
“straight sell—straight product 
commercials—convert about 24% 
of the viewers to proof of exposure 
commercials. Commercials 
which couple straight sell with 
animation convert about 35%, thus 
indicating the power of animation. 
When we couple demonstration 
with animation, we see the con- 
version is about 47%—very much 
on the high side.” 


‘House Beautiful’ Rates Rise 


House Beautiful’s rates will be 
increased, effective with the Feb- 


ruary, 1953, issue, based on an in- 
creased annual average circulation 
of 575,000. Distribution plans for 
1953 call for an estimated annual 
average net paid circulation of ap- 
proximately 625,000 to 650,000. In- 
creased rate for a bkw page of 
general advertising is $3,450; pre- 
viously it was $3,200. 


‘Enquirer’ Deal Completed 

Financial arrangements for the 
purchase of the Cincinnati En- 
quirer by its employes were con- 
cluded Sept. 30 in Chicago. Law- 
yers for the 850 employes received 
a check for $5,753,263 from Hal- 
sey, Stuart & Co. in payment for 
$6,000,000 in bonds. The Ports- 
mouth Steel Corp. has been paid 
back two notes totaling $7,600,000 
(AA, May 12, June 9). The em- 
ployes stepped forward earlier this 
year to buy the paper from the 
John A. McLean estate when the 
Cincinnati Times-Star offered to 
pay $7,500,000 for it. 


Everlast Names Sales Head — 
Everlast Pen Corp., New York, 


has appointed R. Gene Brown v.p. 
and national sales director. Mr. 
Brown, formerly with the Poly- 


chrome Corp., New York, will se- 
cure exclusive stationery distribu- 
torships for Everlast in key mar- 
kets throughout the U. S. Paris & 


Peart, New York, handles the ad-;| __ 


vertising. 


‘The Web’ Returns to Air 


“The Web,” formerly an Em- 
bassy cigaret show on CBS-TV, 
returned to the air Sept. 28, 10 
p.m., EST, on the NBC television 
network, under the sponsorship of 
Kent cigarets, via Young'& Rubi- 
cam. Both Kent and Embassy are 
P. Lorillard Co. brands. 


L.A. Gets New Sunday Paper 

The Los Angeles Daily News will 
start a Sunday afternoon newspa- 
per on Oct. 12. It will sell for 10¢ 
It will be known as the Sunday 
News and will take the place of 
the paper’s Saturday edition. It 
will not contain color comics or a 
magazine section. 


Transitads Transfers Tribble 


Roy Tribble Jr., in the Boston 
office of National Transitads, has 
been transferred to the company’s 
Rochester office. 


99 


Mayco Advertising Moves 
Mayco Advertising, Cincinnati, 

has moved to new and larger 

quarters in the St. Paul Bldg. 


aN 
UCED FOR BY 
ASSOCIATES 


IP CREATORS OF 


GHT PLACES 
TWO- Way 


Fe full information and free sample 
booklets, write to the leading pro- 
ducers of special-purpose comics: 


HALL ASSOCIATES 


17 East 42nd at Madison, New York 17 


= 


Greater Purchasing 


Power Now On Tap 


Norton Co.’s new $6,000,000 machine tool plant in Worcester 


Since June a year ago, Worcester industry 
has completed or undertaken new construc- 
tion and expansion totaling well over 70 
million dollars, divided not among two or 
three, but 27 diversified concerns. 


For advertisers alert to stable markets 
which show increasing purchasing power, this 
is a dividend on top of Worcester’s Value 


a ee 


CREE RANI a RP AO ts SA TREMP 


Added by Manufacture in 1951 of 708 million 
dollars.* Every cent of the buying potential 
represented by these figures, can be reached 
by advertisers in the Worcester Telegram- 
Gazette. Daily circulation 153,234; Sunday 
104,542. 


*Copyright 1952 Sales Management Survey of Buying 
Power; further reproduction not licensed. 


WORCESTER’S WONDROUS TWINS: 1. HIGH BUYING POWER, 2. INTENSIVE NEWSPAPER COVERAGE 


| 


WORCESTER, 


MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 
George F. Booth, Publisher 
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FOR USED 
CARS 


Suggested by MRS. MARION REEVES, 
Gregory and House, Inc., Cleveland, Ohio 


In Chicago, it takes 2— 


to drive the bargain 


BECAUSE .. . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 
Today it takes two daily newspapers to reach a majority of the 
market—and for Most net unduplicated coverage, one of your two MUST « 


be The Chicago SUN-TIMEs! 


A, * See your copy of the independent Publication Research Service study, “Chicago Daily 


Newspaper Coverage and Duplication, 1951,” or write us for details. 


CHICAGO 


= SUN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO MIAMI BEACH ATLANTA 
Chicago Sun-Times Chicago Sun-Times Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. Hal Winter Company Sawyer-Ferguson-Walker Co. 
211 W. Wacker Drive 250 Park Avenue 612 So. Flower St. 1213 Russ Bldg. 9049 Emerson Ave. 821-822 William Oliver Bldg 


TOTAL CIRCULATION, 550,293 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING MARCH 31, 1952) 
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